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DELUXE—Fully automatic. Exclu- 

sive Apex wator-balance system 

-no bolting down. Safety lid, 

lighted interior; amazing fluffing 

action. Five-year guarantee on 

the drive transmission. Retails 
at $339.75" 


STANDARD — Fully automatic. Has 

every powerful WASH:A*MATIC 

sales feature except safety lid and 

lighted interior. Five year guarantee _ 
on the drive transmission. You can 799 15 
beat any competition with this 
model at... 


*Recommended retas prices. All models available with pumps 
at $10.00 extra. Prices slightly higher in Zones 2 and 3 


3 Apex WASH-A-MATICS 


with the 


EXCLUSIVE AT Basker” 
— lool 


SPECIAL—Semi-automatic. Wash-rinse-spin- 
fluff cycle controlled by simple foot pedal. 
The same sensational Apex cleansing 
action, the same amazing results—a model 
with terrific sales pull at only 


$199.15" 


Compare these prices...plus... 
A FIVE YEAR WARRANTY 


Apex has scooped the field again! Here is the 
greatest sales opportunity in appliance history! 


Not one... not two... but three Apex WASH: 

A*MATICS—and every one has that feature of 

features, the exclusive Apex ‘Bouncing Basket”. 
Copyright 1949, The Apex Electrical Mfg. Co. 


This revolutionary new cleansing principle gives 
you that terrific Apex extra—fluffy-clean clothes. 





Packed with features .. . known for quality... 





and priced to pull in traffic—the Apex WASH-:A: 
MATIC line will set new records. Get set to cash in! 






















































New DISH*A*MATIC Auto- 
matic Dishwasher—boosts 
tap water to 175° for 
hygienically clean dish- 
washing. 


New DISH*A-MATIC Sink 
—Presenting the perfect 
combination for dish- 
washing efficiency — 
modern styling . . . stain- 
less steel top. Dimensions: 
48" x 25” x 36”. 

















New DISH*eAeMATIC Sink Adds 
New Profits te This Hot Line 


Here is the only dishwasher that super-heats its own water . . . the only dishwasher 
that really cleans pots and pans . . . the only dishwasher that operates efficiently 
without requiring that household hot water temperatures be raised to dangerous 
levels. Now the new sink broadens the market for this outstanding product. DISH- 
A:MATICS are on the move. It’s another opportunity for you. Get in on it now! 


And here's the rest of the fastest-moving line in the industry... 


Here's one line to stock, one name to pro- 
mote, one source for profit in all these im- 
portant appliance items. You can cut costs 
and increase net profits by concentrating 
on Apex—the line to see, the name to watch. 

















Spiral Dasher 
Washers 


Standard lroner 
















>. | FOLD*A*MATIC —the full 
: | Sizeironer that folds away 
into table-top cabinet. 





Roto-Brush 
Hand Cleaner 







Upright Type 
Home Cleaners 






Cylinder Type 
Home Cleaners 
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Distributor Showings + + + + + « « 


Your Westinghouse distributor is plan- 
ning a rousing presentation for the first 
showing of these new products. Because 
it’s something you won’t want to miss, 
we suggest you check the date of his 
showing and tell him you'll be there. 
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Some time between now and the end of January 
you, if you are trading under the Westinghouse 
banner, are going to see history in the unwrapping. 

If that sounds a little on the optimistic side, all 
we can say is—wait and see! 

Wait and see the wealth of truly-new, tradition- 
smashing ideas Westinghouse engineers, designers 
and home economists have packed into these 1949 
Refrigerators and Ranges. 

“Colder Cold” is no hurriedly tossed off catch 
phrase. It’s a news-making engineering develop- 


TO UNCRATE ! 


Two NEW Prize Fuckages for 
Westinghouse Retailers 


ment that sets the Westinghouse Refrigerator apart 
from the field. 

“Best Looking—Best Cooking” as applied to 
the new Westinghouse Electric Ranges, is both 
a promise and a pledge of absolute perfection 
in cooking, eye-filling beauty in appliance styling. 

Once your customers set eyes on these two great 
products, they’re going to start crowding you for 
immediate delivery. And as public interest mounts, 
you’re going to have to revise your estimates on 
this year’s sales volume. That’s for sure. 














WESTINGHOUSE ELECTRIC CORPORATION 
Appliance Division - Mansfield, Ohio 
















TUNE IN: Ted Malone... every 
morning, Monday through Friday 
..- ABC Network. 





THEM AT? 


ee Chicago January Market + «+ + « « « 
»lan- At every turn you'll see drama and excite- 
first ment in the Westinghouse exhibit at the 
ause winter market. Heading this fast-moving 
niss, show will be a famous ventriloquist and 
| his his hilarious helper demonstrating the 
€. new Westinghouse products. Our space 


is 501 American Furniture Mart. 
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Concenniane on (HCO 


... the brand radio owners prefer 







FOR A MORE PROFITABLE PARTS BUSINESS IN 1949 


Your customers own more Philco radios by far, than any other 
make. Yes, they have been buying more Philcos for 18 straight years 
creating for you the biggest replacement market for parts and 
accessories—a market you know prefers Philco. Take advantage of 
this preference by selling genuine Philco replacements. 

Streamline your stock, speed-up turnover, increase your profits 


by concentrating on Philco parts and accessories in 1949. 


SEE YOUR PHILCO DISTRIBUTOR 
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1949 Statistical and Market Planning issue 





The Cover... 





The dealer and distributor sizing 
up the potentials of their 1949 appli- 
ance and radio market on the cover 
of this issue, are typical of many 
such conferences going on all over 
the country as the new year begins. 

This issue is packed with the kind 
of fundamental statistical and mar- 
keting data they will need to prop- 
erly assess their potentials in 1949. 
We want to take this opportunity of 
thanking all those industry groups 
and individuals who have contrib- 
uted their help to making it a useful 
tool to the trade generally. 


The “Applianset” shown on the cover is 
by courtesy of General Electric. 


Photo by Dave Rosenfeld. 
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last year...in a single 
30-day test— 


3,300 


“WHERE CAN 
WE FIND IT?” 











ROOM CONDITIONER AND HUMIDIFIER .. . $5959 


1. Moisturizes the air correctly. 
* 

2. Cl " h ir; fil t 

2. Cieans, werbes ic aes oot OTT MMC RS 

3. Provides greater comfort at 


lower room temperatures. Cuts will be 


heating costs. 
4. Circulates air — without drafts. 


5. Simple, sturdy, trouble-free. No ev e n b i g g e r 


servicing headaches! 





Last year, the first national ads appeared—and then WHAM!— 
thousands of customers wanted the protection for health and 
home furnishings offered by Fresh’nd-Aire Room Conditioner 
and Humidifier. 

In one month, 3,300 people who could not locate Fresh’nd-Aire 
Humidifiers at their dealers—wrote Fresh’nd-Aire direct. More 
than 80% of these inquiries resulted in sales. 

Don’t “miss the boat” this season. Powerful advertising in The 
Saturday Evening Post and House & Garden will bring customers 
to you this year! 


FRESH’ND-AIRE COMPANY 


A Division of Cory Corporation® 221 N. LaSalle Street, Chicago |, Illinois 
Export Soles: The A. J. Alsdorf Corp., Chicago 1, Ill 


1 
| 

1 
' FRESH'ND-AIRE COMPANY : 
‘ Dept. EM-108, 221 N. LaSalle St., Chicago 1, Ill. H 

a 
: Please rush full details of new Fresh’nd-Aire Room Conditioner. . 
: (_] Have representative call (] Just mail information 4 
x (_] Send complete advertising package H 

5 
' 

8 
. Ee a a a ey a cere nS eT I fede eT TT TEEN NPD H 
. a 
. a . 

n 
‘ 
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Small businessmen are going to be hit hard when prices start 
downward—or even level off. 

The Federal Deposit Insurance Corp. reports that business 
failures these past five years have been at a record low—only 
one company per 1000 has failed each year, compared to the 
normal peacetime rate of about 10 per 1000 per year. 

‘‘Never before’’, says FDIC, ‘‘has the U. S. experienced so 
prolonged a period in which there were so few failures.’’ The 
reason: the easy prosperity of post-war inflation just about 
reduced the normal business risk to zero. 

So the inflation has served to conceal and shield the ineffi- 
ciency and poor management of many firms that otherwise 
have contributed to the regular annual crop of failures. When 
the inflation dissipates, it may leave high and dry an unusually 
large number of small businesses. 


Where are the best markets, now that the U. S. economy has 
gotten two-three years away from wartime migrations and dis- 
locations ? 

Department of Commerce figures on per capita income prove 
that the whole country is a good market. For instance, the 
U. S. Southeast, long labeled as economically retarded, has 
raised its annual per capita income from the $330 of 1940 to 
$883 in 1947. 

But the Southeast still tags along behind the other sections 
of the country. Here’s how their consumer incomes measure 
up: Southwest, $1,081; Northwest, $1,373; Central, $1,391; New 
England, $1,444; Far West, $1,550; and Middle East (New 
York, Pennsylvania, Maryland, West Virginia and Delaware) 
leading the parade with $1,559. 


Is the car-owner or motorist or the automobile industry part 
of your market? 

You’ll be happy to learn that by the end of this year the 
number of private vehicles on the road will reach a record 
total of 40,557,000. So says the Federal Works Agency’s Bureau 
of Roads Administration. 

This estimate tops last year’s total of 37,360,463. (To both 
totals you might like to add another 500,000 vehicles owned by 
federal, state, and local governments.) Most auto-populated 
states, in order, are California, New York, Pennsylvania, Texas 
and Illinois. 


Do you use the word ‘‘free’’ in your ads? Some book com- 
panies in New York no longer do. Reason: Federal Trade 
Commission says nothing is free unless it’s given uncondi- 
tionally and without cost. Otherwise, it’s deceptive advertising, 
says FTC. And they’ve taken some book companies to task 
about it. 

On the other hand, other book ecompanies—also landed on by 
FTC—are fighting back. And the fighters-back include such 
powerful figures in publishing as Book-of-the-Month, who claims 
it’s downright silly to say there’s even a smidgeon of deception 
in this kind of advertising. Any reader who can read, they say, 
knows exactly what the ‘‘free’’ deals are all about. 


End of tax exemption for cooperatives, a big squabble this 
last session of Congress, may come up again—but in view of 
the election, a push to end tax exemptions for co-ops in the 
8lst Congress next year would be stopped dead in its tracks. 

Size of the problem involved, however, is indicated by 
Internal Revenue figures for last year, just now released: 

(1) 225,000 returns were filed by tax-exempt organizations, 
including co-ops. 

(2) Out of a total of 564,000 returns filed by business cor- 
porations, 204,000 of these were non-taxable for one reason or 
another. 


400,000 television set owners got a jolt recently. Or they 
sheuld have if they’d read about the Federal Communications 
Commission’s ‘‘freeze’’ on applications for new television sta- 
tions to give the FCC time to find out where television is going. 

Seems that there may not be enough room on that part of 
the radio frequency band now allocated to television for all 
the stations that want to get on. FCC’s afraid they may find 
they have granted so many licenses that the stations will bump 
into one another. 

But behind this is the question: should television be moved 
up the frequency spectrum where there is more room? If the 
answer to that one is ‘‘yes’’, then it means attachments or 

(Continued on page 10) 
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National advertising in full 
color, using pictures of beauti- 
ful Youngstown Kitchens like 
this, are reaching over three 














out of four families during 1949 
1 SF, 4 as Youngstown leads the field 
- in vigorous support of dealers. 
e o t 
NMlinaider 
ZL OL, Al THIS. e@ | ELECTRIC GARBAGE DISPOSER : 
Take it from thousands of Youngstown dealers who know by experience—there’s phe- I 
nomenal sales success with the new Mullinaider electric garbage disposer. 
They say: Once a customer knows complete freedom from messy, evil-smelling garbage, 
it’s easy to include a Mullinaider in almost every Youngstown Kitchen sold. ; 
HERE’S THE PROOF 
Proof enough of Youngstown dealer enthusiasm is found in reports like these: 
California — State Fair exhibit sells 54 Mullinaiders in opening days, with many additional us 
prospects. Prospects find it hard to resist 
Florida — Leading city contemplates installation of Mullinaiders in every home, to make when they learn how to banish ee 
theirs a “garbageless town.” garbage forever with the new ' i 
: : td aa : P ca . ; = Mullinaider. The sales story : 
Detroit —Prominent builder proudly displays sign at site of his 105-house project: “There goes something like this: 
will be no garbage cans in this community: ie eae 
New York State—Alert Youngstown dealer schedules 60 showings of Mullinaider sound- - 
slide film in 30 days. Salesmen bring prospects to meeting rooms in their cars. 
Akron, Ohio —“We have already sold Mullinaiders sight unseen” (This dealer sold Mullin- Mullinaideroperation | 
aiders by description only, after he had seen a 30-minute demonstration.) 1 is as easy as can be. 

y k p ; First, you turn on 
Minnesota — Metropolitan dealer inaugurates house-to-house canvass, and quickly sells 12 : the cold water. 
Mullinaiders. a ° 

, . ai ‘ Ww) | 
Yes, by newspaper, by radio and television, and by personal contact, Youngstown SS |e ie 
dealers are selling the new Mullinaider electric garbage disposer. Mullins Manufac- an = f. 
turing Corporation, Warren, Ohio. Mullinsider stick | 

(It’s placed easy-to- ' 
reach, under your ee 
sink.) bs 


— Finally, you scrape 


waste into the 

eS Grains Mullinaider 
rn grinds it up, washes it 
<> away. No more trips 

to the garbage can. 





, - a 
Z oungHown rilihens 


BY MULLINS 





‘ersia 
WORLD’S LARGEST MAKERS OF STEEL KITCHENS 
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THE GREATEST NEW INVENTIO 


SINCE THE CIRCULATING FAN! 





Opel, Gif 


1949°S SENSATIONAL 


NEW appuance 


You’ve never seen anything like the NEW SUPERFAN! 



















Forces heat ch 


jon from SUPERFAN is a portable forced air unit. It is entirely 
culatio . 
space heat- new and completely different than any other product now 
ae, on the market. It performs new services, and has more uses 
«tes rad- than any present day fan. Its countless uses in homes, 
Distribu ye “+ trailers, offices, stores, schools, hospitals, shops, etc., gives 
iat ne gister you a tremendous market potential, all year long, and elimi- 
air 


nates dead inventories. 


SUPERFAN has already proved to be a spectacular 
sales producer for many dealers. It has full support of a pow- 
eriul sales, merchandising and advertising program. For full 
particulars mail the coupon below. 


heat. 


es clothes Om bed 


t days- 
the sort and 


Dri 
wea 


BE A SUPERFAN DEALER! 


TO: QUEEN STOVE WORKS, INC. 
ALBERT LEA, MINNESOTA, Dept. El 


















We are Dealers Distributors ‘ 
Please send us full particulars on the NEW SUPERFAN and the SUPERFAN PROGRAM. 


Firm Name 


Street Address 


BY THE MAKERS OF Superflame 


QUEEN STOVE WORKS, Inc. 


Albert Lea, Minnesota 


City Zone State 
By (Name) 


ss... 


DISTRIBUTORS: A few good territories are still available in some areas. Write for details. 


ee 
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NO DANGEROUS 
FAN BLADES! 





..» MORE THAN A FAN! 


Ju al LT , jt} .»» MORE THAN A BLOWER! 


Visit Our SUPERFLAME and SUPERFAN Display, Space 17/77, 
American Furniture Mart, Chicago, During The January Market. 


ELECTRICAL MERCHANDISING—JANUARY, 1949 PAGE 9 














money 


with 





Pann 


Laos ey,  — 


4 Io a NM 


y GANS 


Loaded with sales features! That's the outstand- 
ing characteristic of the M-B line. Long-Last Per- 
colator, Smokeless Table Broiler, Twin-O-Matic 
Woffler, Automatic Table Grill, 3-Heat Warming 
Pad, Wag-Tail Iron, Toaster, all offer a host of 
practical advantages and eye-stopping good looks 
that are sales closers. 


And as for dependability, long life, trouble-free 
operation? Manning Bowman supplies the best 
answer by specifying heating elements of 
Nichrome—the superlative Driver-Harris heat and 





Nichrome is manufactured only by 


Driver-Harris Company 
HARRISON, NEW JERSEY 


BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco, Seattle 





corrosion-resistant alloy that is the very heart of 
good electrical appliances everywhere. 


It’s a fact to remember—and act upon. For if 
your manufacturing sources are not already using 
Nichrome, ask them to be guided by the examples 
of Manning Bowman and other leading appliance 
makers thruout the country, and do so. For 
Nichrome means enduring customer satisfaction, 
word-of-mouth recommendation, increased sales, 


repeat business... prestige and profit all along 
the line. 





Manvfactured and sold in Canada by 
The B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 
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replacements will have to be bought 
for the 1,000,000 plus sets now in use 
so they ean pick up the higher-fre- 
quency signal which would carry 
video programs. 

It’ll probably be six months or 
more before FCC says anything about 
all this. 


Mechanical brains may figure your 
markets. To make sure they aren’t 
missing any bets, the National Mili- 
tary Establishment has brought in a 
group of top-ranking experts on these 
vast complex vacuum-tube-and-elec- 
tronic gadgets (some fill a room) to 
help out. These intricate machines— 
which can almost think—are being 
seriously studied as possible helpers 
in various military fields such as sup- 
ply, transportation, stockpiling, troop 
movements, and combat operations. 

Right now the cost of such equip- 
ment is ’way beyond the resources of 
any but perhaps a half-dozen of the 
country’s biggest companies. 

But some day the devices will be 
turned to the job of scientifically man- 
aging a business or covering a market 
—and the military’s program is a 


| step in this direction. Increased mili- 
| tary use will lead to increased applica- 


tion outside the service. 

You may not be able to afford one 
of your own, ever. But your adver- 
tising agency, for instance, will prob- 
ably have a deal to rent one for an 
hour or two whenever it wants to. 
Sort of like a dime-in-the-slot wash- 
ing machine in an apartment house. 


What about business conditions next 
year? Here’s what the economists of 
the Bureau of Agricultural Economies 
think—and they rate high, in and out 
of government: 

No significant decline in economic 
activity. Reason: consumer expendi- 
tures, private domestic investments, 
exports, and government spending will 
be about as big next year as they are 
this year. 

Defense and foreign aid spending 
will inerease; could lead to further 
inflation of non-agricultural products. 

There’s uncertainty as to the extent 
the backlog demand for goods is being 
worked off. Deferred demands for 
shoes, textiles and some durable 
goods have been largely met. Short- 
ages still exist for several major 
products, particularly automobiles and 
houses. 

Business may spend less for plants 
and equipment in 1949. 


Modern kitchen equipment sells like 
hot-eakes to farmers. U. S. Depart- 
ment of Agriculture reports that its 
design for a U-shaped kitchen for 
farm houses has gotten phenomenal 
circulation: 3,000 working drawings 
were sold, and about 50,000 copies of 
a descriptive bulletin were distributed 
on request. 

Another item on the farm market: 
the proportion of city families that 
bought on the installment plan last 
year was twice that of farm families. 

End 
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Display 
this Card 


Bigger Business 
Ahead 
in Bathroom Scales! 


gous 


BORG believes the surface is just being scratched in 
sales of bathroom scales. To prove that fact, we're taking a sensational 
advertising step on Feb. 28... a FULL PAGE in LIFE! 


We're showing 27,500,000 LIFE readers how the BORG has transformed 
the old-fashioned bathroom scale into a modern precision instrument 
... beautiful, noiseless . .. built pounds lighter, inches lower... 
and guaranteed accurate for life. 


At $6.95 to $9.95* retail, the BORG SCALE brings the retailer a new kind 
of scale business—with a bigger unit-of-sale, a full profit, assured by a 
price-maintenance policy, and year-round traffic stimulated by powerful 
national advertising. It’s the “better-business” bathroom scale. 


Thousands of readers in your locality will see the BORG SCALE in LIFE 
February 28. They'll expect to find BORG scales in your store. 
Be ready for them with an “Advertised-in-LIFE” tie-in display. 
There's bigger business ahead for Borg dealers everywhere! 


BORG-ERICKSON CORPORATION, 469 E. Ohio Street, Chicago 11 


borg 


‘fait Trade Minimum—(50c per model higher West of the Rockies) 





FULL PAGE IN 


LIFE 


for BORG—Feb. 28 


Why BORG is so different: 


Gvaranteed Accurate (within Yo of 1%!) 
Noiseless in operation 

Streamlined flat top (no “hump”) 
Super-safe—only 21/2” from floor 
Super-light—only 61 Ibs. 

Easy-reading Magnified Dial 
Single-pound Dial Markings 

Always returns to zero 

Guaranteed for Life under Service Warranty 

















"New Friends” DEAL 


for Smaller Stores 


Put in a 3-scale department for only $14.50. 
Make $7.35 quick profit, build a steadily 
increasing scale business. 


2 Model No. 8124 @.6.95 $13.90 
1 Model No. 8224 @ 7.95 7.95 
Special counter-display unif No Charge 


Total Retail Value $21.85 
(West of the Rockies, 
retail volve $23.35 Your Cost, only 14.50 


— Your Profit $7.35 
Available only through wholesalers 
























Hou Can 


Always Count 
on 


Briggs 6 Stratton 


@ To improve still further and 
make even better the world’s 
finest 4-cycle, single-cylinder, 


air-cooled gasoline engines. 


@ To maintain and even raise the 
high standards set for materi- 
als, workmanship, methods, and 


precision production. 


@ To expand and improve the 
world-wide organization of fac- 


tory approved service stations. 


@ To continue to be accepted as 
“preferred power” everywhere 
for industrial, construction, 


railroad, and farm equipment. 


BRIGGS & STRATTON CORP. 
Milwaukee 1, Wisconsin, U.S. A. 


BRIGGS &STRATTON 
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LETTER TO THE EDITOR 


One Dealer's Bill of Indictment 


To the Editor: 


ELECTRICAL MERCHANDISING is un- 
questionably an outstanding publication 
and renders invaluable service to all 
appliance dealers. During the past 
few years all of us dealers have been 
enjoying a lush market for appliances 
and, as you point out in your editorial 
in the October issue, we are not yet 
getting back into a selling frame of 
mind. In fact, ELecTRICAL MERCHAN- 
DISING has repeatedly prompted such a 
return to real merchandising through 
many articles and editorials during the 
past year or so. We admit the charge 
of delinquency in this respect, but it 
seems to me that your magazine is not 
presenting the case from all sides. 

As a farmer manufacturer’s sales 
manager, lately turned dealer, I am 
perhaps oversensitive to the lack of 
system, judgment and cooperation on 
the part of too many distributors and 
manufacturers. Here’s my “bill of in- 
dictment” on the “accessories before 
the fact” to this poor merchandising 
guilt of dealers. 


No Cold Canvasing 


1. Outside Salesmen. You men- 
tioned that “Maybe they never got into 
the habit of hitting doorbells”. Taking 
that statement literally, I want to say 
right now that our salesmen have not 
and will not do cold canvassing—re- 
warding as it is claimed to be. The 
average, present-day housewife has 
enough to do without slamming the 
door on the foot of any salesman from 
our store. We will secure bona-fide, 
interested prospects through users, di- 
rect mail, advertising and store demon- 
strations. Our salesmen will then be 
welcomed when they call and will be 
better representatives for it. Perhaps 
we will lose sales to some of the high 
pressure, “once over lightly” boys, but 
it just strikes us that a store, as well 
as an individual, should retain some 
semblance of dignity and respect. If 
that sounds stuffy—then make the most 
of it. 

And it must have occurred to you as 
well as to us dealers, that we can’t hire, 
train, and support an adequate crew 
of salesmen until we can depend on a 
more consistent flow of merchandise. 
In our part of the country we have yet 
to see a stock of merchandise in dis- 
tributor warehouses against which we 
can draw to support a promotional 
program—with the possible exception 
of vacuum cleaners, freezers and tub 
washers. It is our belief that when 
a salesman calls on a housewife he 
should be prepared to sell her any ap- 
pliance she needs. We also find it 
almost impossible to hire the type of 
man who will make a career of selling 
for us when we still must tell him he 
can’t be supplied with ranges, refriger- 
ators, dryers, ironers, etc., etc., in the 
quantities he will need if he is to make 
a decent living. 

Granted that he might take a vacuum 
cleaner under his arm and, by going 
door to door, make a lot of sales—I 
hasten to assure you that our six 
months’ long Minnesota winter is just 
not conducive to any such activity. 


JANUARY, 


We are doing a nice volume with 
two part-time outside men. We could 
do a better volume if we had a com- 
plete line of merchandise available. 

2. Distributors’ Function. The first 
boys to get back on a “normal” footing 
surely should be the distributors. Since 
the war they have been nothing but 
forwarding agents for the manufactur- 
ers. Our dealer inventories have been 
twice to three times the size they 
should be because we are told (too 
often correctly) that we had “better 
take a dozen of these—nobody knows 
when more will be available”. Dis- 
tributor salesmen are, in many in- 
stances, old timers in the appliance field 
and can show us newcomers a lot of 
tricks, but even these men will have 
to be readjusted, when merchandise is 
available, because they have been alibi 
men too long. Some of the newer men 
are grossly undertrained and unin- 
structed, especially on the operation 
and servicing of the equipment they 
are “selling”. For instance, last sum- 
mer a prominent distributor sent out 
his men on a special campaign to sell 
humidifiers and filters for hay fever 
relief when we all knew that additional 
humidity in this normally moisture- 
saturated atmosphere would be much 
worse than the hay fever. 

We try to train our salesmen to take 
care of minor calls on all the equipment 
they sell—things such as loose belts, 
lights burned out, blown fuses, etc.— 
but I have met few distributor sales- 
men who show any inclination to dis- 
cuss service problems or expedite re- 
placement parts. 


Clean up the Bookkeeping 


Distributor office procedure is sadly 
in need of improvement. In these times 
of frequent price changes, invoices 
should arrive with or before merchan- 
dise so we can be certain of selling 
prices, but we have frequently waited 
as long as two weeks for such informa- 
tion. Shipping is another weak spot 
in distributor office procedure. We 
have had as many as three separate 
truck shipments in one day from the 
same distributor—and all three ship- 
ments did not total 100 pounds. Yet 
we had to pay the minimum 100 pound 
rate for each shipment. Being ninety 
miles from our sources of supply makes 
our problems entirely different from 
those of urban dealers. 

3. Manufacturers. I often wonder 
how many men in the merchandising 
divisions of manufacturers sales de- 
partments have had any “grass roots” 
experience. From the actions of some 
such men, I’m certain they have never 
had to sell direct to the consumer or 
balance an inventory. Here are just a 
few pet gripes. 

a. Advertising. Manufacturers 
should never run national ads on 
items so long before they ship the 
first units. Such advertising keeps 
us from clearing out our present 
inventory and makes us look very 
stupid to our customers. One prom- 
inent manufacturer has been adver- 
tising a clothes dryer since 1945 and 

(Continued on page 14) 
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‘| The Eyes of America 
|} are on PHILCO 

| for the Big Rettigerator 
| news of 194q | 











~€ 
‘ 


Yes, it's big news... sensational news... revolutionary new develop- 





ments of Philco Advanced Design that make history in refrigeration. 
Philco distributors all over America are telling the story to Philco 
dealers now. Watch for the announcement of your meeting and be 


sure to attend. It’s the big profit story in refrigeration for 1949! 











these new 


NESC 





Salesmen 


AT THE 


CHICAGO HOUSEWARES SHOW! 


NATIONAL ENAMELING AND STAMPING COMPANY 
270 N. 12th Street, Milwaukee 1, Wisconsin 
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still hasn’t shipped a single one into 
the Northwest. Another features 
his beautiful waffle iron, but I 
haven’t even seen one—nor has any 
other dealer in our area. They 
should not keep coming out with 
slightly different, “new” models 
when they aren’t shipping a fourth 
of what we could use of the “old” 
models. 

Don’t sell us beautiful, full color, 
mailing pieces and then inform us 
by the next mail that the two most 
prominent items in the booklet will 
not be available for the balance of 
the year. 

Don’t insist on separately re- 
ceipted paid bills on cooperative ad- 
vertising. Most of us have monthly 
or annual advertising rates and get 
a single statement at the end of the 
month. Newspapers resent prepar- 
ing all those little paid bills. If we 
file our affidavit showing our inch 
rate and send in tear sheets, such 
information is a better validation of 
the actual charge than quickly pre- 
pared dummy statements which we 
actually never pay and which can be 
padded by just a little cooperation 
between the dealer and the news- 
paper bookkeeper. 

b. Packaging. Don’t, please don’t, 
ship ranges and other large items in 
open crates. Besides the damage 
which invariably results, we have to 
spend too much time scouring off 
the grease and road grime. And 
don’t ship unassembled machines. 
We spend as much as three hours 
on each of the ironers we handle be- 
cause holes don’t match up or adjust- 
ments of belts, etc. are required. 
Three hours at $2.00 an hour for 
our service man is a big bite out 
of our narrowed profit margin. 
Many manufacturers package their 
small appliances in attractive cartons 
which we dealers find invaluable for 
display purposes. More manufac- 
turers ship them in plain kraft car- 
tons which are worse than useless. 
The few cents attractive cartons may 
cost would be gladly absorbed by 
the dealers. 

c. Ailocations, Please, Mr. Manu- 
facturer, use currently revised pur- 
chasing index figures. In our county, 
besides a big growth in population, 
the R.E.A. has expanded very 
rapidly and increased by 20% the 
number of electricity users in the 
past three years. Yet we have had 
no allowance made for the growth. 
Distributors too often fail to con- 
sider, not only the population 
growth, but the dealer aggressive- 
ness, when making allocations. Ifa 
dealer is showing his willingness to 
sell what is available, and thereby 
demonstrating his future merchan- 
dising drive, why not give him an 
ever increasing proportion of allo- 
cated items ? 

At least three of the biggest names 
in appliances are so buried in distrib- 
utive red tape that glaring incon- 
sistencies are evident to those of us 
who are tagged on to the lowest 
rung in the administrative ladder. 
Our complaints about our area short- 
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ages, as compared to eastern sur- 
pluses, are met with shrugs of indif- 
ference by salaried branch men who 
reply that they can’t make them, you 
know. 

d. Service and parts. The branch 
sales outlet of one of the largest iron 
manufacturers has had our order for 
a replacement iron control knob since 
February of this year—over nine 
months. Yet many thousands of this 
same model have been shipped dur- 
ing that time. Our expediting is 
of no avail. In the meantime our 
customer—and this manufacturer’s 
customer if you will—has had a 
loan iron from our store. We be- 
lieve we have a responsibility to our 
customer, but that ours is not the 
only responsibility. | This—while 
certainly not a typical oase—is to 
some degree indicative of the failure 
of manufacturers to integrate their 
production and consumer acceptance 
gains with ample supplies of parts. 

Automatic washers need servicing 
and we have installed and serviced 
all of the almost two hundred we 
have sold since the war. We wish 
we could enjoy the same installa- 
tion and service set-up that large 
city dealers have, but we are not too 
much concerned about that. What 
we do resent is having to stock two 
or three cadavers from which to rob 
parts because we have yet to get 
prompt shipment on service needs. 
Our floor model has practically none 
of its original parts on it, but our 
service men somehow get our cus- 
tomers taken care of—at a substanti- 
ally greater service cost to us. 


“C.0.D.” Only Headache 


One of the largest “Service 
Agencies” in our area— who rend- 
ers the only repair or replacement 
parts service available for about 
two dozen brands will not ship any- 
thing to us, or any other dealer, ex- 
cept on a C.O.D. basis. So every 
part we get from there—each item 
packed separately—has a nice post- 
age and C.O.D. charge. Such a 
procedure is insisted on despite the 
fact that we have pointed out our 
open account status with all other 
suppliers, our Dun and Bradstreet 
rating, our bank references, tenure 
of business, etc. It’s take it or leave 
it, and hat else can we do but take 
it? In the meantime the manufac- 
turers, and the distributor, has 
passed their responsibilities on to 
some one else. 

But I’ve written too much already, 


Mr. Wray. This could go on and on. 
What I really started to point out is 
that ELecrricAL MERCHANDISING 
could render an even better service 
to their largest group of readers, the 
Appliance Dealers, if they would aim 
a few constructively critical articles 
and editorials at the distributors and 
manufacturers. 


If you have read this far, thanks for 


sticking with me. 


Wayne Davis, MANAGER, 
Bach’s Appliance Center, 
315 South Broadway, 
Rochester, Minn. 
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AUTOMATIC ELECTRIC 
HOT WATER HEATERS 


Visit HEDGES at the Janua 
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1. Radiantube 
Heating Unit 


2. Amazing New 
Magnesium Rod 





3. New 10-Year 
Protection Plan 


3 great reasons for greater sales of 
new Frigidaire Electric Water Heaters 


Never before has there been so powerful a selling 
story on Frigidaire Water Heaters ! 

Now, in addition to the exclusive fast heating 
Radiantube Unit, Frigidaire features a specially-built 
magnesium rod which adds years to tank life. More- 
over, this rod makes possible a special 10-Year Pro- 
tection Plan. And there are many other features such 





Look How Sales Opportunities Have Grown! In 
1948, 7 times as many Frigidaire Water Heaters were sold 
as in the best pre-war year. And that’s only the beginning. 
Every consumer survey shows that more and more people 
every day are being sold on the cleanliness, safety and 




















Exclusive Radiantube Heating Unit. This sickle-shape 
unit is sheathed in copper, lasts years longer than units 
of ordinary design. It heats fast and efficiently, can’t waste 
current or heat because every square inch of heating sur- 
face is in direct contact with the water. 


as glass wool insulation and streamlined design. 
All these saleable features come at a time when 
water heater demand is the highest in Frigidaire 
history. That means Frigidaire Dealers have a greater 
profit opportunity than ever before. 
To help dealers take full advantage of this oppor- 
tunity, Frigidaire is now offering the greatest, most 


FRIGIDAIRE 
ELECTRIC WATER HEATER 
SALES 


convenience of electric water heating. Frigidaire dealers 
are going to get a large share of this growing market — 


because the great Frigidaire line offers the outstanding 
features, the brilliant styling, the moderate prices that 
people want 














The Amazing New Magnesium Rod. The built-in 
magnesium rod attracts to itself corrosive elements in the 
water, effectively checks tank damage in both hard and 
soft water areas. This completely eliminates need for 
expensive special tank linings. 






complete line of water heaters in its history. They're 
brilliantly styled, packed with exclusive features, 
priced to give exceptional value. And they're being 
supported by strong national advertising. 


This brilliant line is an important member of the 


Frigidaire family of home appliances. And it’s bring- 
ing extra business to Frigidaire dealers right now. 


When she’s dancing 








Look How Frigidaire Advertising Helps Dealers Sell! 
Backing up salesmen is the largest advertising campaign ever 
run for Frigidaire Water Heaters: important national maga- 
zines, the Sunday night Lum and Abner radio show, literature, 
direct mail, movie trailers, newspapers and displays. 





























Most Complete Line Frigidaire Has Ever Offered. 
Frigidaire automatic Electric Water Heaters are available in 
sizes ranging in capacity from 30 to 80 gallons in standard 
round upright or table-top models. The latter has the ex- 
clusive new molded Vitalast tops. Only Frigidaire has them. 


Be sure to visit the Prigidaire exbibit at these two great Winter Markets. CHICAGO— American Furniture Mart—Jan. 3-15. SAN FRANCISCO— Western Merchandise Mart—Jan. 31-Feb. 5 


ws DEPEND ON FRIGIDAIRE TO DO THINGS RIGHT 
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12.95 ? RONS 
IRON om 


SELLING Price} $10.95 '$9] QQ 
YOUR COST | $7.21» $14,429 
YOUR PROFIT | $3.74... » 7 A. 


VUE /40-Up 
TOASTERS 


MODEL 1468 


SELLING PRICE ! de: $63.80 


lus old toaster 


YOUR COST | $10.50. '$442 OO 
YOUR PROFIT | $5.45 0 ® D1 80) 


(Ko 


TOTAL 
PROFIT 29.28 


a 


*Fair-Traded Prices are for duration of 
limited offer. Regular Fair-Traded Prices 
will be resumed as of April 1, 1949. 
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FREE 
DISPLAY 





4 MATERIAL 3 








F 0 R re y p 3 | R 0 N - : 1. Carton Wrap-Arounds—packed with merchandise 
2. Two-Color Tag—factory applied 

3. Newspaper Ad Reprint 

4. Window Spots 








FOR *1NGG TOASTERS: perce tne 


3. Newspaper Ad Reprint 
4. Window Spots 














ORDER FROM YOUR DISTRIBUTOR NOW 


YOU’RE WELCOME! 


While at the Chicago Housewares Show don’t miss 
the Proctor exhibit at 1473 Merchandise Mart. 


PHILADELPHIA 40, PENNSYLVANIA 


PROCTOR ELECTRIC COMPANY, 
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> 
CHALLENGER MODEL NO. 3010 ; CHALLENGER MODEL NO. 3013 


Backed by the famous QUAKER name ... the name folks 
know best in an oil heater. It’s easier to sell when it 
carries the QUAKER name! 


Proven performance backed by a record of engineering 
firsts. QUAKER’S past efficiency record guarantees finer 
values for your prospects in every price class. 


HERE ARE YOUR 
PROFIT BOOSTERS! 


Automatic Heat Circulator and Auto- 
matic Draft Booster. Easily installed on 
the above heaters in 5 minutes with just 
a screw driver. They increase your profit 


itites by 55% . . . 
CHALLENGER MODEL NO. 3008 opportunitites by 55% eep your 


inventories LOW! 


Furniture-fashioned to grace any room in any home! 
Added eye appeal means added buy appeal! Draft booster 
and circulator added quickly! 
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The Most Sensational Heater In America Today... 


THE QUAKER “3210" 


Here’s the heater that has the highest selling price in the industry, yet it 
cause it pays for itself in the fuel oil it 
saves. This famous heater is currently producing a greater dollar volume 
for dealers than any other model in production. The amazing new 
device . . . QUAKERTROL . . . automatically synchronizes the flow of air 
and oil ... assures perfect combustion in any weather . .. with any chim- 
ney. That’s why the QUAKER 3210 outperforms any natural draft heater 
made. And, you make twice the average profit . . . between $80 and $90 
on every sale. Investigate the amazing potential of the QUAKER 3210. 


costs less than any heater made 


Write today for full information. 


QUAKER MANUFACTURING COMPANY 
223 W. Erie Street ¢ Chicago 10, Illinois 
Export Agents: A. J. Alsdorf Corp., Chicago, Illinois 
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PERFORMANCE PROFITS! 


EYE APPEAL! STYLE APPEAL! 
BUY APPEAL! 


NOW ... more than ever . .. QUAKER dealers are 
Heating Headquarters for their communities! Con. 
sumer acceptance backed by Quaker’s 60 years of 
leadership is made even stronger by an entirely new 
line of moderately priced heaters that scoops the 
market in appearance. 60 years of engineering 
“firsts” keep QUAKER far ahead in performance. 
That’s why the 60 years of QUAKER “know-how” 
makes QUAKER the profit line for YOU! 


SCOOPS THE POPULAR PRICE FIELD! 


Unbeatable values in their price range! That’s the 
story of the new QUAKER Challenger heaters. 
They’re completely redesigned . . . inside and out 

. . to offer more heater per dollar than anything 
you've ever seen. What’s more, only the QUAKER 
Challengers are engineered for the quick addition 
of automatic air circulators and automatic draft 
boosters. Your inventory is cut to the bone because 
the four basic models convert almost instantly into 
the customer’s choice of 12 different combinations! 
Folks can’t resist the additional comfort and econ- 
omy these accessories make possible. You can 
feature a sensational low price . . . and still step-up 
your sales for extra profit. Contact QUAKER or your 
distributor today for full information. 


WRITE TODAY FOR THE NAME OF YOUR 
DISTRIBUTOR AND FULL INFORMATION 
ABOUT "THE PROFIT LINE FOR °49”... 
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Standard Blendor (illustrated) 


$34.95 retail 


De Luxe Blendor 
$39.50 
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wonderful 


WARING BLENDOR 





They’re glad women are discovering that the Waring is 
over a dozen much-needed kitchen aids in one. It 
blends chops mixes grates 
churns grinds beats purées 
. .. prepares more interesting meals in a few seconds’ 

time—then washes itself at the flip of a switch! 

Here’s one kitchen helper husbands are glad to buy 
their wives. Selfish males—they’ve had their eyes on 
Waring for a long time—have wanted it for whipping 
up Tom-and-Jerrys, frozen daiquiris, and other 
mixed drinks. 

Stores that spotlight the Waring Blendor find that 
every day’s a Gift Day. Customers go out of their 
way to find an excuse to buy! 





nade and Nationally 
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At 
Appliance Panay 


$19.95 





advertised ,, 


WARING PRODUCTS 
545 Fifth Avenue, New York 17, eee 
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Permaglas Water Heaters are 
the first to give complete 
built-in protection against 
rust and corrosion ... because 
the glass-fused-to-steel tank 
CANNOT rust or corrode. 





TRADE MARK REG US. PAT OFF 


A SMIiTHway WATER HEATER’ 





BECAUSE GLASS CAN'T RUST, the permanent protection afforded Alert 
by glass-lining cannot be matched with temporary attachments or Dealers 
accessories. Conclusive tests ...and hundreds of thousands of 


Permaglas Water Heaters in use prove that the special glass will 
not crack or break under operating conditions. 
NOW —AT NO EXTRA COST every Permaglas Electric Water 


Heater is equipped with a high temperature limit control. Other 
equally desirable features in models for all types of gas. 








Displ 
You’re FIRST in your community with the complete SMITHway ‘Tule. 
Water Heater line. Send the coupon now.. . and get all the facts. Emblem 
















1 
| 
| 

A. O. SMITH CORP. one _ 
Dept. EM-149 | 

Water Heater Division | 
Firm__ o-. | 

Kankakee, Illinois | 

| 

Tell us how we can make more Street__ h 
money by being first with 
“Permaglas.”” No obligation. City_ __ State | 
| 








A. ©. SMITH Corporation «+ Atlanta 3 + Boston 16 « Chicago 4 «+ Dallas 1 
Houston 2 « Los Angeles 14 « Midland 5, Texas * New York 17 

| ' Philadelphia 5 © Pittsburgh 19 + San Diego! + Seattle 1 

International Division: Milwaukee 1 © Licensee in Canada: John Inglis Co., Ltd. 





*ALSO QUALITY ZINC-LINED DURACLAD WATER HEATERS 
SING 
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THE CHIPS ARE 





and every EASY Dealer 
has a winning hand! 







WHERE’S THE JOKER ? 
THERE ISN’T ANY ! 


Yes, Easy plays a winning game! There’s no chance of getting 
lost in a competitive shuffle when your holding an Easy franchise. 
We're looking ahead to the biggest year in our 72 year old his- 
tory—more sales, more profit than ever before. You can’t go 
wrong promoting Easy because—unquestionably— it’s today’s 
best washer buy! So in 1949, play it the smart way, get behind 
the washer that’s the biggest deal in the appliance business— 
and that’s Easy! Easy Washing Machine Corp., Syracuse 1, N.Y. 
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DOWN FOR ‘79 


























FIRST IN PROFIT 


Easy protects your earning power 
with a discount structure that 
favors the dealer. And Easy’s high- 
level production is aimed at rapid 
turnover of big-ticket units, 


a\ 


mm 
\( 





Set up this colorful Easy 
“Lighted Window” Dem- 
onstrator on your sales 
floor or in your window! 
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THERE S NO 
GAIMELE WITH 


AN EASY FRANCHISE 
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PPROVED ka 
/ QUALITY 
| TESTED. 


that equal 20 years of use. 





@ When you sell LYON cabi- 
nets you can offer complete 
kitchens—virtually custom-built. 
You can also offer single pack- 


for IMMEDIATE DELIVERY to LYON DEALERS 
Stainless Steel Sink Tops with Cabinets and 
Linoleum (steel base) Sink Tops with Cabinets 
Lengths 66" » 72” + 84” + 96” + All 25” 

Deep x 36” High plus 4” Back age units in a wide range of 
sizes and types—all with the 
beauty, efficiency and long life 
finish so characteristic of LYON 
cabinets. 


With a more plentiful sup- 


Every LYON Steel Kitchen Cabinet 


carries the Quality Tested Seal 


To carry this seal, a cabinet must meet quality standards—of 
construction, operation and finish—based on laboratory tests 


















Here’s LASTING Satisfaction 
for your Customers 


ply of steel, we will have more 
of this highly profitable line to 
offer new dealers. Meanwhile... 
Some dealers have found it 
possible to furnish us with cabi- 
net steei—22 gauge cold-rolled. 
In such cases we will buy thesteel 
from you and ship kitchen cabi- 
nets promptly —pound-for-pound 
—at regular published prices. 


ss LYON METAL PRODUCTS, INCORPORATED 





General Offices: 121 Monroe Avenve, Aurora, Illinois 
Branches and Dealers in All Principal Cities 





® Shelving 


© Kitchen Cabinets @ Filing Cabinets 
® Lockers 


® Display Equipment © Cabinet Benches © Bench Drawers 


A PARTIAL LIST OF LYON PRODUCTS 


© Storage Cabinets ¢ Conveyors ©* Tool Stands ¢ Flat Drawer Files 
© Shop Boxes © Service Carts © Tool Trays ¢ Tool Boxes 














* Wood Working Benches © Hanging Cabinets © Folding Chairs © Work Benches © Bar Racks © Hopper Bins © Desks ® Sorting Files 
* Economy Locker Racks © Welding Benches © Drawing Tables © Drawer Units ® Bin Units © Parts Cases © Stools @lroning Tables 
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loin the Profit Parade 


MATCH! 
SEPCO SALES FEATURES NO OTHER WAT ai CAN 


TRY THIs.“PROFIT POTENTIAL” | 
TEST ON YOUR WATER HEATER LINE 


7.f 


4 


es 
€ast Our Present h 
reall "00 exclusiy, ave at 
¥. Mean S tha 
t 








..  4Ndiseg 
tgs “aa With effective “ th | nn 
: +3 ; € 
terial? Pf°Motionay tou, 
: “Se of 
() @y355 sis 
e ¢ timue 
en on: le, factory.trai, ‘toe 
Your sales id to help you A 


Se ee eee 
If you can’t answer “YES” #6 ALE these — 
questions write for complete information — 


about the SEPCO line! 








——- 10 YEAR VOLTAIC ROD u y  EASY-T0- FIBREGLAS 
GUARANTEE PROTECTION ema onan aad INSULATION 
= . ¥ , 4 
. fa} NN Ni i Ni: 
i 
Ul of AUTOMATIC ELECTRIC HEATER COMPANY «© /odiidtown, (a. 
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THE BEAUTIFUL NEW 





0 


PORTABLE FAN-TYPE ELECTRIC HEATER 


You've never seen another heater like it! 


The superb beauty of modern Torpedo Design, 
in itself, introduces a powerful new sales 


force to your heater business. 


This—PLUS exclusive Directional Heat 
Control and four other important features 
offer a sales opportunity unequalled in heater 


merchandising. 


Spotlight the beautiful new HEAT KING 
in. your front window. It's designed 
to STOP traffic! List $23.95 


inc. Fed. 


Rich Hammerloid Brown enhanced by Dikices 
excise Tax. 


gleaming chromium. 


Proved in ‘48! Now better 
still—with new improve- 


See the new 1949 

ee 
° * 

SuiceK yn )___— ments, new design features 

that make the brand new 

1949 WHOLE ORANGE 

Ly EC JUICER the most dynamic 

entry in the home juicer 

6 field. 25,000,000 adver- 

Wau, tisements will introduce the 
juicet 


1949 JUICE KING to your 
customers. 
see it demonstrated 


National Housewares Show, Navy Pier... 
Booth 604-606 January 13-20 
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Adjustable 





peewee ae fed Shale) iP 4 
HEATER MERCHANDISING 


Tilting Head “Trigger Heat’’ 
Super-thin 

nents give instant 
heat rculated 


y 4 blode f 


Chicago, Illinois NATIONAL DIE CASTING COMPANY Touhy Ave. at Lawndale 
. Chicago 45, Ill.» 200 Fifth Ave.» New York 10, N.Y 
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Sell all types 
of difficult 


prospects... 






It identifies America's 
leading home appliance finish! 























































«THROUGH CHEMISTRY 











ttt Ram | SS 


Can’t make up her mind, eh? Well, 
it’s sure-fire tactics with any prospect 
to bolster your sales talk by pointing 
to the ‘“SDulux” seal. It may be all the 
assurance she needs of a finish that 
gives years of washable, mar-resistant 
service and good looks! You can say, 
too, that ‘‘Dulux” is rigidly pre-tested! 

If your manufacturer supplies you 




















Firm 
Address. 
BETTER THINGS FOR BETTER LIVING 


REG. U. BS. PAT. OFF. 
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Name 





*‘Dulux’’-finished appliances without 
the seal, ask him to include it in the 
future. It helps decide customers .. . 
in your favor! 

HERE’S SELLING MADE EASIER! FREE new 
informative booklet gives you profit- 
able “‘selling points’’ for appliances 
finished with DULUX. Send coupon 
today for your copy! 


E: I. du Pont de Nemours & Co. (Inc.) 

Finishes Division, Dept. E.M.-91 

Wilmington 98, Delaware 

Please send, free of charge, your new illustrated booklet, ‘‘Inside 
Information on the Outside.”’ 


Title 











City. s 


State 
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Model 69M8—AM-FM radio with 
dual-speed standard and LP micro- 
groove record changer, decorator- 
styled mahogany cabinet. 


$1793 








TELL THE 


With these richly beautiful, brand new 1949 models on your 
floor, you'll offer bargain-hungry buyers exactly what the 

want. Most models are equipped with the latest ty pn 
speed record changer that plays both standard and LP micro- 
groove records automatically. Long-range “Front Row” AM- 


BIGGEST VALUE STORY 


IN RADIO! 


FM performance is brilliantly better even to untrained ears. 
Aviation Quality and,big-name backing add the glamour that 
eases selling. Yet the “no middleman” prices are on a level 


with quality-shy, cut rate merchandise! Judge like a customer 
and you'll agree—here’s the best line for °49. 





“HOW CAN YOU MISS WITH A PROGRAM LIKE THIS! The appointment of only one dealer in each community ¢ Direct factory-to-dealer 
shipments ¢ Freight prepaid to destination «¢ Low consumer prices competitive with national chains and mail order houses ¢ Liberal dealer 
discounts ¢ Nationally advertised retail prices protected by your exclusive franchise ¢ Radio and television built to Bendix Aviation Quality 
standards « A complete line of radios and radio-phonographs including famous Bendix Long-Range FM ¢ The most advanced television created 
by the acknowledged leaders in radar and radio engineering «© Consistent national advertising that builds store traffic for you © Compelling point- 


of-sale promotion helps ¢ 
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Special promotion models to meet competitors’ “off-season” distress sales 


Many other profit-building features. 
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- DEFEATS COMPETITION! 


Bendix Radio ana Television 
DIRECT-TO-DEALER PROGRAM 


ARMS THE INDEPENDENT RETAILER TO FIGHT 
SUCCESSFULLY FOR THE 85% OF THIS BILLION 
DOLLAR BUSINESS OTHERWISE OUT OF HIS REACH 


That’s right . . . under normal competitive conditions—now _ full and genuinely profitable share of this great and growing 
rapidly returning—85% of all radio and television business § market beginning right now. 


goes to such operators as chain stores, discount houses, cut- = Thousands of retailers are today reaping the benefits of the 


throat competitors, and the like. But you, personally, can re- 
verse this trend. You can meet this competition on better than 
equal terms. You can sidestep ruinous price-cutting and dump- 


wer-packed Bendix Radio Direct-to-Dealer‘plan. Get the 
acts and see for yourself how Bendix Radio protects your 
—. and your future. But do it now—remember, this 





ing by fellow retailers handling the same line. You can win a anchise is open to only select dealers in each community. 


BENDIX Tiait Kou TELEVISION—No antenna needed in most locations! 


Only Bendix Television dealers can say “just plug it in and press ing and automatic picture control. For the first time you can 
a button . . . no antenna needed in most locations’’—because only utilize the sure-fire selling of a home demonstration because you 
Bendix Television combines a built-in antenna, push-button tun- can move in a set—just plug it in and show a picture right away! 





ompact cabinet in dark or 


Cor: 
mahogany with brass door “ul 32 ae 95 
screen, built-in agp Egg 
tuning, automatic 

Matching ann Ky table. $1495. 


There's nothing finer than this 
period console with AM-FM radio, 
dual-speed standard and LP micro- 


groove record cha W 4 $ 
BENDIX RADIO DIVISION of beltt-la entonna, push-button ton 6292 
BALTIMORE 4, MARYLAND ey ing, automatic picture control. 





BENDIX RADIO 


, 
REG. U.S. PAT. OFF. 
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Here's the New Eureka 
Walking Cleaner 


The Sale is Made! 
(2 minute) 


; The Eureka Walking 
‘ ; 






















” is tea 4 Cleaner Demonstration 
: With Dry Shampoo ae 
Demonstration Salesman merely flips Even the dirt gets “‘ex- you take out even Does It. .. FAST 
5 h : IIs! the switch— Eureka cited” 2 feet away! 
ee how it se Ss: speeds across rug, 


(in demo. use shoe 
i\ Cleaning by itself’ 


‘TX in a flash. 
A 2 - 
3 — - 












Eureka cleans faster, , 


greasy dirt smudges Attachment of above- 
tter, easier. } 


the-floor cleaning tools MAEM MATMTTT TT 


is simple, easy. 


mau om om | 




















1 1 




















f “Arnaziing MW, Dimondeatione \ 


= CLOSES HIGH PROFIT SALES FAST . Be — 
a Sensational Selling , face gd 
/OEA. 
i —— 


a 


? 



















Demonstration Table 
and Rug NOW 
Ready for YOU 
















a 











Today! = 


Contact your Eureka Distributor or Branch 
for full Details of this sensational new Eureka 
Selling Plan. Everything you need to use this 
profit program is ready Now! And it’s backed 
by hard hitting natio 


VAL ITWALKS’ 


you merely guide it 


nal advertising and 
local promotion activiti 


es. Start getting your ' if CLEANS 
share of local cleaner profits! . * sy * 


by itself automatically 


EUREKA DIVISION, EUREKA WILLIAMS CORPORATION 
Bloomington, Illinois 
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NEW HORTON WASHER... 


with automatic timer 


<a 





































A New Ree 


why it PA 
to SELL HOF 


Now—to the complete line of washiny 
ironing equipment which enables the Ho 











dealer to offer every customer the combin2 
tion she wants at the price she wants to pay— 
Horton adds a new deluxe washer with auto- 
matic timer. As with every other Horton 
washer, the unique Kleenette may also be used 
with the new 481 washer, to double its effi- 
ciency, redouble its convenience. 








For more details on this big new Horton 
washer and on the full Horton line of laundry 
equipment, write: 


HORTON MANUFACTURING COMPANY 
FORT WAYNE 1, INDIANA 


Attention Canadian Dealers: 


The trade name HORTON ELECTROHOME distinguishes 
Horton designed and engineered products manufactured and 
sold in Canada by Horton's affiliate, Dominion Electrohom: 
industries, Led., of Kitchener, Ontario. 


* [TRONERS X* 
WASHERS 
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ae y), ¥ sé ’ . ry OSS 
ry Wp America’s Finest Gas Range’ ~~ 


aa complete line of new 1949 
Automatic Models (also L.P. Models) 





ROPER and OVLY ROPER 


has these Time-Saving 
Flavor-Compelling 


Jewels of Cooking / < 
Performance \ 


5 “Staggered” Cooking Top 

 "'Simmer-Speed” Burners 
“Insta-Flame”’ Lighters 
““Insta-Matic” Clock Control 
Big ‘'3-in-1"° Oven 


Infra-Red “Glo” Broiler 
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EVERY TIME WITH THIS Wale 
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Ale All-New 1949 Tuncair€ 


THE ULTRA-MODERN COMPLETE KITCHEN 
THAT MEANS MUCH MORE MONEY TO YOU 


@ Sell a whole Kitchen at one crack .. . and you hit the Jackpot in profit 
and commission! 
Never before such a perfect setup for a premium product—this 1949 
Pureaire that fairly explodes with compelling sales points! 
BEAUTIFUL! Just look ...the All-New Design ... the chrome fixtures 
... the stainless steel .. . the gleaming white duPont Dulux Enamel... 
$. Eye-appeal with wham! 
COMPLETE! You bet...an entire kitchen... refrigerator, range, oven, 
sink, shelves and drawers . . . No steps... Everything at your fingertips! 
COMPACT! Fits anywhere ... in apartments, small homes, cottages, 
recreation rooms, motels, hotels, clubs and private offices .. . only 48 
inches wide . . . takes only 8 square feet of space . . . cuts construction 
costs ... adds a room or saves a room .. . a bonanza for remodeling. 
ODORLESS! A patented feature . . . Just put the meal on... Close the 
doors ... Odors are whisked up chimney . .. never enter room... Talk 
with your family or friends as the meal cooks. nt 
oe be woh Tagged to make buyer resistance low ... Marked = : 
up for big dealer-salesman profits. ' * ° ° 
PPLUS PRESTIGE! Produced for 20 years by the pioneer manufacturer | Clip This Coupon and Mail Today for Free Brochure 
' 











of packaged kitchens... now in use throughout the world. 
Want to hit this Jackpot? Mail coupon today! 


PARSONS CORPORATION «+ TRAVERSE CITY, MICHIGAN 


Appliance Division, Parsons Corporation 
Traverse City, Michigan % Dept. E-1 


Gentlemen: Kindly mail at once your free Brochure showing typica’ 
installations and floor plans for Parsons Pureaire Kitchens, as wel 


PARSONS as full dealer particulars. 








Name 





Street 











| City-State 
NG ' 
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MILLIONS of PROSPECTS 
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ZENITH gives you an FM-AM 


Radio in every price range 


A COMPLETE LINE 
YOU CAN MERCHANDISE 
EFFECTIVELY 


ite Sf: soil”: s my aed 
Se SETH pad 


ee \. 
C  -37? = 


° i rn 


















Now, Zenitht gives you the first complete line of FM- 
AM radios. These three outstanding new table models 
are destined for the same dominating leadership that 
Zenith console and chairside FM-AM radio-phono- 
graphs already enjoy. Yes, Zenith’s superb FM line 
includes a radio priced to suit every customer—each one 
packed with quality and features that make him stop 
for a second look—and a second listen. 





Radio sensation of the year. Not imitation, 

but genuine Zenith-Armstrong FM even at this 

low price. Glorious-toned, static-free FM with 
exclusive patented “Power Line” Antenna— White Plastic 

just plug im and play. Long Range AM $62.95* 
reception, improved Wavemagnet.t Zenith-built Alnico “5” speaker. 
New “Cut-Away” Dial—so easy to see and tune. 

Swirl walnut, or black plastic cabinet. Plays on AC, DC. 


ce TavoMe QS 


Each of these table models offers genuine Zenith- 
Armstrong static-free FM . . . Zenith’s famous Long-Dis- 
tance AM... FM-AM aerials built-in . . . Tone that sur- 
passes many consoles... Stunning new cabinets. Ever 
hear of so many demonstrable features . . . with so much 
customer appeal? Yes, Zenith FM-AM table models 
mean sales and profits aplenty for you. 


ZENITH RADIO CORPORATION 
6001 Dickens Avenue, Chicago 39, Illinois 

















THE “SYMPHONY” $ 95 
Widely used by FM stations for demonstrations 
and monitoring broadcasts, the Zenith “Symphony” is e 


famous for its rich, big console tone... tone that 
will make sales for you. Powerful 71-inch speaker White Plastic 
is made possible by Zenith’s patented DialSpeaker $82.50* 
design. New Type Tone Control provides greater fidelity. Genuine 
Zenith-Armstrong FM with Zenith’s patented “Power Line” Antenna gives 


4. 
glorious, static-free reception. Improved Geen bee ae ee . . " . . : : : a ‘ 9 g* 





Just look at the sales features that make this 

set tops among FM-AM table radios. Powerful New 

Twin Speakers for a rich, full tone never 
heard before in a table radio. Exclusive Zenith Radiorgant Tone 
Control —like that featured on big consoles. Same Extra-Power, super- 
sensitive AC chassis as famous 9-H series Zenith Consoles. Genuine 
Zenith-Armstrong FM with patented “Power Line” Antenna, 
plus world-famous Zenith long-distance AM reception with improved 
Wavemagnet. American walnut veneer cabinet. 





+tReg. U. S. Pat. Off. *West Coast prices slightly higher. Prices subject to change without notice. 


Keep an eye on 
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RHEEM 
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THE Sa 
WORLDS 
MOST 
RELIABLE 
WATER 
HEATER 


a > 


A itomucernleks 


la rgest 
maker 





The Series 41 featuring the exclusive 
Rheem Process Tank, Pat. No. 2444833. 
The Grayson Unitrol. Streamlined 

flow grid burner. Fiberglas insulation. 


Decorator styling. 


All sizes, all models, all automatic. For all 
gases, oil and electricity. Approved by 

Good Housekeeping, American Gas Association, 
Underwriters’ Laboratories, Inc. 


Fully guaranteed by the maker. 


It’s Good Business to Rely on Rheem 
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MANUFACTURING COMPANY, 570 LEXINGTON AVENUE, NEW YORK @29, N. Y. 
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here's proof- 


you sell more 
when you sell 






Appliance dealers from coast to coast are telling us how 
all, the complete, sudsless laundry detergent, makes 
automatic washers perform better — how it helps them 
sell more automatic washers and other appliances — and 
how it pleases their customers with brighter, cleaner clothes. 
Here are excerpts from four typical letters — 


. made an alll consumer mailing 15th of 
last month ... from leads secured have 
already sold 10 automatic washers, 1 conven- 
tional washer, 2 refrigerators, 1 freezer and 
1 ironer . . . expect more sales from deals 
not yet closed. ea 


. « « introduced alll two years ago . . . steady 
repeat business 52 weeks of the year... 
window display brings customers in — result, 
more appliance sales. S. F. 


pmMENT CO 
HOME EQU! “~ 
| NEEDHAM HON crs ano FUN 


ee er . + @ quick turnover item in itself . . . increases ! ae ' 
ae ee store traffic and appliance sales . . . com- | : : | an 
; pletely satisfies customers ... . a requisite for t B 

better automatic washer results. L. LL. all all all all all | 


- » - makes demonstrations click . . . a big help 
to our service department . . . one of the best 
traffic builders we've found. H.L..B. 


People’s 





When you display nationally advertised alll, customers flock 
in for it. When you demonstrate with alll, you sell more 
automatic washers, because it makes them perform more 
efficiently. And alll keeps your customers happy with the 
washers you sold them — keeps ’em coming back into your 
store for more alll, where they see and buy other appliances. 


Sold through appliance stores and departments. Send the 
coupon today, for full information on alll and how it can 
build business for YOU. 


Ferguson Hardware & Supply Co., Ferguson, Mo. 












Bexley-Loudner Electric Co., Columbus, Ohie 


People s, Bremerton, Washington 


DETERGENTS, INC., 1147 Chesapeake Ave., Columbus, Ohio 


Send us more information about alll. Include prices, discounts and name 
of the alll distributor who can supply us. 


Store Name. 
Street Addr 


City. 
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MORE CLEAN CLOTHES 














PER DOLLAR 


THE FULL LOAD 


MEANS MORE SALES MED oF crores 


"9 FLEXES AND 
‘\. SPIRALS ALL 


PER PROSPECT (IQ? )\ tHe time 
4 








Let's get back to fundamentals. What does a woman want when she buys F 
a washing machine? 


Basically she buys Clean Clothes. \ if 


The Duchess will give her clean clothes quicker and more economically. That's 





| > ————_—_ names — 4 
why the Duchess is her best buy — your easiest sale. / ‘i 
Compared to some types of washers, the Duchess offers six times the clean . You CAN’T BUY \ 
clothes per dollar. A BETTER WASHER 
How? ... Like this— AT ANY PRICE 


The Duchess, at one-third the cost, washes three times more clean clothes 
per hour. 


Even compared to the average of the best competitive washers, the Duchess 
still offers 25° more clean clothes per hour PLUS the lowest service cost 
in the industry. 


And — don’t forget—the Triple Flex Spiral Agitator not only washes 
faster, but more gently, too. Longer life for clothes. Mrs. Housewife will 
definitely buy shat. 





If, with real discounts, this doesn’t add up to what's good for you, Mr. Dealer, 
we just don’t know our business. 


You'd better date the Duchess — right away. WwW a s 4 E ” Ss 





APPLIANCE MANUFACTURING CO. - ALLIANCE, OHIO 
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, 
THE L&H VARI-S EED SWITCH! 


10H G34 









AD 





. om) Se : Single-Switch 
es “VOLUME CONTROL’ 
: for each surface unit 





2” Guaranteed by % 
Go d Houschooping 


01 
224s aoveansto WE 


























Every woman is accustomed to turning on 
the radio with a single switch, or turning on water from 
a single faucet. That’s how she gets any radio volume or any 
amount of water she wants. And that’s why she wants the L&H ... when 
you show her the L&H Vari-Speed Switch. For this switch works as simply as a volume 
control or a faucet... turns on heat in any amount desired. It’s the greatest development 
in electric range design, an L&H advantage that makes electric cooking delightfull 

easy and suse... gives you a tremendous edge over any and all 

competition. For more facts write 


A. J. LINDEMANN & HOVERSON CO., Milwaukee 1, Wis. 
Sitemeter Also manufacturers of L&H Electric Water Heaters 
ELECTRIC RANGE 


4 <° 
Wry F Th . k d ks b , 
U.S. e range that makes good cooks better’ 
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A MESSAGE TO AMERICAN INDUSTRY ° 71st OF A SERIES 


Give us the tools...” 


What Are Your Chances 





If There Are No Profits? 


Since the November 2 election there has been a 
dazzling variety of plans to have the government 
do more and more things and spend more and 
more money. But there is almost no variety in the 
plans which are suggested to raise the money. 


“Pay for it by taxing profits,” is the standard 
refrain. Slap on an “excess” profits tax. Boost the 
corporations’ income tax rate. 

Well — why not? Haven’t the corporations been 
making so much money that a big chunk of it can 
be turned over to the government spenders with- 
out hurting anybody? 

The answer is no! 


How high profits should be can be debated end- 
lessly. Some people claim that 1948 corporation 
profits, which will amount to about $20 billion, 
are too high. They emphasize the fact that profits 
are larger in relation to investment than they were 
a few years ago. Other people think profits are 
low. They stress the fact that profits are not much 
larger in relation to sales than they have been 
historically. Both sides agree that in some indi- 
vidual cases profits have been too high, as in 
others they have been too low or non-existent. 

But if we cut the total volume of profits drasti- 
cally, we shall do so at our national peril. 

There is no room for debate about that. For we 
shall choke off the crucially important job of build- 
ing new plants and equipment for our industries. 
Squeeze hard enough, and America will go the 


way of Britain — down the long and painful skids 
of industrial decline. Widespread unemployment, 
especially among our industrial workers who pro- 
duce new plants and equipment, will mark the 
dreary way. Here is a fact which the President, the 
Congress, the C.I.O., and all of us have a real 
reason to remember: 


Almost two-thirds of all profits today are going 
to rebuild and improve plants and equipment. 


More than $13 billion of this year’s profits are 
being plowed back. They are going — as a large 
proportion of profits have always gone — to buy 
for workers better tools to work with, better sur- 
roundings in which to work. They are making 
possible better products, and more of them, for 
all of us. 

The figures below show how companies have 
put more and more profit-dollars and a larger 
share of their profits to work in the business: 








—_— PROFITS % OF TOTAL 
REINVESTED PROFITS 
1929 $2.6 billion 31% 
1939 2 ¢ 24% 
1943 59 57% 
1944 a 53% 
1945 42 “ 47% 
1946 69 “ 55% 
1947 12 62% 
1948 est. 13.0 “ 65% 
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The record shows that each of us is the real 
beneficiary of this plowing back of profits. 

Every American has benefited from these prof- 
its. Each dollar that business has put into its 
plants and equipment in the last thirty years has 
increased our yearly production by 35 cents. 


This re-investment of profits has helped make 
possible a 75% increase in living standards since 
1919. 

It has helped increase wages from an average 
48 cents an hour in 1919 to $1.36 today. Allowing 
for higher prices, that increase means that an 
hour’s work today will buy twice as much as it did 
thirty years ago. 


Why must business retain these billions of 
profits to improve its plants and equipment? Why 
must it plow back more and more? The reason is 
that business already is caught in a tax squeeze. 


Federal taxes alone take at least thirty-eight of 
each one hundred dollars a company earns. Then, 
if the company pays out to its stockholders any 
part of what is left as dividends, the federal per- 
sonal income taxes of the stockholders may take 
up to 77% of those dividends. Under these con- 
ditions, so few people are willing to invest in in- 
dustry that the stock market is stagnant. Compa- 
nies can not raise in that market the money they 
need for improvements. 


The result: business must rely more and more 
on plowed-back profits to pay for new plants and 
equipment. 

We know that everywhere in industry new and 
better ways of producing goods are standing ready 
for use. The previous editorial in this series men- 
tioned some of them. We know, too, that depres- 
sion and war put our industries far behind schedule 
— as much as $100 billion behind — in getting the 
new tools they should have had to keep themselves 
in first-class shape. McGraw-Hill is now complet- 
ing a survey of industry that will measure these 
needs. The results will be published in this edi- 
torial series. We know already that in 1949 alone 
industry will need $18 billion or more for this 
purpose. 

And all but a small fraction of that sum must 
come from profits. 


Our prosperity, our strength as a nation, our hopes 
for better living depend on our continuing to gen- 
erate and to plow back a large volume of profits. 


For that reason we should not thoughtlessly fol- 
low these people who propose to pay for any and 
all new government activities by saying simply, 
“Soak the corporations.” There is no need to fol- 
low them. There are other ways of obtaining nec- 
essary funds. 


First and foremost should be economy within 
the government itself. If its citizens must pay still 
higher taxes, then surely government should exer- 
cise rigid self-restraint, cutting out all but the most 
essential activities and expenses. 


After economy should come consideration of 
a broader federal tax base. 

If these and other methods of raising money 
are inadequate and if taxes must take a bigger bite 
from business profits, two facts are clear. We 
should not adopt an “excess” profits tax with all 
of its complications and all of its corrupting effect 
on business. A moderate increase in the regular 
income tax On corporations is much less danger- 
ous. But even such an increase, if necessary, should 
be accompanied by special allowances for ex- 
pansion and depreciation that will encourage 
companies to continue spending their earnings 
for new plant and equipment. We all have a 
stake in that. 


At this critical juncture in our history profits have 
a new and vastly more important role than they 
have ever had. In unprecedented degree they are 
the drive behind our present prosperity and the 
key to a better, stronger future. 


Give profits the axe and the blow does not stop 
there. 


It cuts into the employment, the prosperity and 
the strength of our nation. 


Everyone of us has a stake in how the President 
and Congress handle taxes on profits — and now 
is the time to remind them of that stake. 





President, McGraw-Hill Publishing Company, Inc. 
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FEATURED AND PRICED FOR FASTER SALES 
AND BETTER PROFITS IN EVERY MARKET 






STARRING AMERICA’S NEWEST AND 
MOST BEAUTIFUL ELECTRIC RANGES 


—With the magic Well-E-Vator Unit—and other 
exclusive advantages which can be quickly seen, 
instantly understood and are immediately wanted 
by every prospect. From top to toe, these beautiful 
new Coolerators are styled, featured and priced to 
get you more than your normal share of the rich 
range market. 


FEATURING 4 GREAT FLAVOR- 
SAVER REFRIGERATORS 


—And each model has a definite reason for being 
on your salesroom floor. Each one because of its 
size, features and price appeals to a specific market. 
The Coolerator line of refrigerators gives you 
attractive price to advertise—and incorporates all 
the fundamentals for profitable step-up selling. 
There is no dissipation of profits through unwieldy 
inventories built up by slow moving models with 
a limited appeal to a fringe market. 
































































BAcKEp _ né 
PRomoe’ THE GREATEST ADVERTIS! 
iy LON AND TRAINING procre 
COOLERATOR'S HISTOR 












—And which surveys indicate accounted for 6 out of 10 sales 
in its size and price class during the first half of 1948. 
Convincing proof that home freezer buyers want them big 
and fully featured to get maximum economy through quantity 
food purchases—and to provide the utmost in convenience. 
i It’s featured and priced to top the field again in 49. 


From full-color pages in the nation’s leading 
magazines to attention-getting billboards, 
Coolerator dealers get hard-hitting advertising 
support at every level. The sales promotion, 
display, and training programs are equally com- 
plete. No detail has been overlooked to give 
Coolerator dealers the finest selling tools for 
greater volume and extra profit in '49. 


GET YOUR COPY OF THIS BOOK 


Ask your Coolerator distributor for a copy 
today. It tells the complete story on the 
finest profit opportunity for '49. 





THE COOLERATOR COMPANY 


DULUTH 1, MINNESOTA 


SEE THESE FINE NEW COOLERATORS AT YOUR DISTRIBUTORS, OR VISIT US AT 
SUITE 11-107 IN THE MERCHANDISE MART WHEN YOU'RE AT THE CHICAGO SHOW 


PAGE 48 JANUARY, 1949—ELECTRICAL MERCHANDISING 





ELE 





4A *AY.. 


SING 





Vol. 81 





HE QUTLOOH FOR 1949 


ity but perhaps a receding possi- 
bility at the moment, business 
in general goes into 1949 with good 
prospects of setting new records. That 
means electrical merchandising, too, 
has a bright outlook. 
This forecast is based on these 
points : 


B ‘ity bet» war, always a possibil- 


1. Production and employment seem 
sure to hold at peak levels, at least 
through the first half of 1949. Sec- 
ond-half prospects are clouded by 
political uncertainties at home and 
abroad, but even the most pessimis- 
tic business forecasters see nothing 
more than a slight easing before the 
end of the year. 

2. People’s incomes are rising—and 
are likely to continue to rise in 1949. 
The record shows that appliance and 
radio sales move up or down as in- 
comes rise or fall. So, with incomes 
headed up, sales for the industry as 
a whole should move up—although 
within the total some appliance lines 
may rise and others fall off. 


* * * 


Here’s how the general business out- 
look develops : 

The current boom will roll forward 
on a fairly even keel through 1949, as 
things look now. Construction, includ- 
ing housing, the steel and auto indus- 
tries, heavy machinery makers, and 
most other heavy industries, expect 
another boom year. With employ- 
ment above 60 million and incomes still 
rising, consumers will have plenty of 
purchasing power. 


Political Questions 


There are questions about late 1949, 
however. Political decisions that no 
one can predict may change the.course 
of business after Labor Day. These 
political factors affect the amount of 
Money the government will spend, and 
whether or not business can go on buy- 
ing new plants and equipment at to- 
day’s high rate. In the long run, they 
also affect how much consumers will 
have to spend. 

What the Russians do, for example, 
bears on the business outlook for late 
1949. U. S. spending for foreign aid 
and military defense is rising now. It 
will reach a rate of more than $20 bil- 
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An informed discussion of the over-all business 


“climate” which should prevail in the year ahead 


By the McGraw-Hill Dept. of Economics 


lion a year in mid-1949. But what 
happens to it later in the year depends 
a great deal on how the Kremlin be- 
haves. 

What Congress does about taxes, 
labor laws, and other matters also bears 
on business’ ability to go on improving 
and expanding its plants. An excess 
profits tax, for example, would cut 
down the amount of profits now being 
plowed back into business. 

Preliminary results of a McGraw- 
Hill survey, being carried out by the 
Department of Economics, show that 
industry plans now to spend about as 
much in 1949 as it did in 1948. That 
will be close to $20 billion. A heavy 
tax on profits would change that total 
decidedly, for about two-thirds of busi- 
ness profits now go to buy new plants 
and equipment. 

As it looks now, the cold war will 
call for stepped-up spending by the 


U.S. That might be offset by a slight 
falling. off in business spending for 
new plants and equipment. If this 
happens, business will still carry on-at 
a high level through 1949. 

But two other possibilites must be 
noted: if defense and business spend- 
ing both rise, we may have another 
mild dose of inflation late in 1949. If 
both should fall off, howéver, business 
might have a mild setback. 


New Records Ahead 


Overall, however, the trend upward 
through the first half is so clear that 
1949 as a whole will certainly see 
dollar volume of business rising. That 
means lots of activity for electrical 
merchandising. 

Here’s how the outlook for retailers 
shapes up: 

First, and most important: Ameri- 
cans have more money to spend. Last 


APPLIANCE SALES COMPARED WITH PERSONAL DISPOSABLE INCOME 
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1949 


year personal incomes climbed close 
to $212 billion—8 percent above 1947. 
After paying taxes, Americans had al- 
most $190 billion—also an 8 percent 
gain over the year before. 

Today, incomes are running even 
higher. In the first half of 1949, they’re 
expected to be at a rate which, if held 
for the year, would reach $220 billion: 
A slight increase. in employment; ‘as. 
youngsters come of. age, and: moderate 
wage ‘increases: will raise incomes that 
much.-. The second half of the year, ° 
barring a business setback, should see 
personal incomes at an annual rate of 

225. billion. 

With: incomes climbing, retail trade 
figures will also gain. They won't 
climb as fast as they did in 1948, since 
incomes are expected to gain less than 
they did last year—perhaps 5 percent as 
against 8 percent. But retailers can ex~ 
pect to see their volume figures expand 
moderately. 

Sales totals won’t move up auto- 
matically, however. Among _ other 
things, the pre-Christmas slump in 
many department store lines suggests 
that customers are tightening their 
purse strings and searching harder for 
good values. They’re-also beginning 
to save more money. They put away 
$13 billion in 1948, as compared to $9 
billion in 1947. They will probably in- 
crease their savings a little more in 
1949—and that, too, cuts into possible 
sales increases. 

In short, the general retail sales out- 
look adds up to this: a larger market, 
with total sales increasing. But there’ll 
be more competition, some lines may go 
ahead faster than others. And cus- 
tomers will be more careful about what 
they buy and what prices they pay. 


Shifts Within Business 


Electrical merchandising will feel 
these things that affect retailers gen- 
erally. It moved right along with gen- 
eral business last year. Its total sales 
advanced about as rapidly as consumer 
incomes increased. Electrical mer- 
chandisers did not see overall slumps 
—such as hit jewelry, liquor, and men’s 
wear. But they did see trade shifting 
within the line, from one product to 

(Continued on page 268) 
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Pre-War and Post-War Sales and Retail Value of 


APPLIANCES AND RADIO 
































1940 1941 1946 1947 1948 
PRODUCT Number Retail Number Retail Number Retail Number Retail Number Retail 
Sold Value Sold Value Sold Value Sold Value Sold Value 
OS Ee ee ee re | rere er mn ce. 90,000 $40,500,000 
Se CPOE CNN. cE cccnccvncnes eecceddeusel Srecesercecse vseneeseves 200,000 $8,000,000 550,000 23,650,000 650,000 27,950,000 
CD iat obdetpckatil Rhbex edd aped xedetaak¥Ull Sixiss biieew waewerwsde lh cekadthieOe bate kia 4s. 45S 235,000 8,930,000 
an cncnbeseaheh ghunwkehae bs ‘xeadulevecKll TeaeeeOes ede wevancwnede 800,000 9,800,000 ait —— 250,000 4,987,500 
CLEANERS, VACUUM: 
Floor Type. .............0- 1,340,590 $73,155,645 1,670,129 $93,600,906 2,289,500 155,228,100 3,800,687 285,368,000 3,500,000 268,345,000 
Hand Type............000. 358,604 5,347,994 383,381 5,726,377 “eerie 295,000 7,839,000 
8 er 3,600,000 17,600,000 5,400,000 27,000,000 6,500,000 40,950,000 9,645,000 70,312,000} 10,500,000 78,750,000 
COFFEE MAKERS: 
OO he ere 675,000 2,058,750 614,250 1,873,450 ose $90 200,000 4,000,000 600,000 12,000,000 
aetna ns 1,198,000 3,941,400] 1,327,000 4,909,900] 5,000,000 43,150,000 4,500,000 42,750,000] 2,000,000 _—23,000,00 
CCM «5. ssawscke wiwsntes Setl CRCWEETEROWS Menceecanel bebatdwaaiee Jadaweed eas 100,000 23,500,000 225,000 61,875,000 
ee nid cg hae eR eande Ke CCGA! 5 bss Re aA Re ode TON, Khdted owRRER vaornecuanes vowedebuare 100,000 12,500,000 175,000 19,250,000 
i Cs <2 6 dxekdll aenweadcccede o06 Seeders enyiwbaiweas:, sadeeeccawl sanndeeCaeas ova owaimead 58,000 12,180,000 75,000 17,625,000 
FANS: 
OLE ES Ne Pe Ee eT eT 180,000 16,110,000 
OO Ce Ca ae) FO ee er ap 125,000 15,625,000 85,000 11,050,000 
Desk and Bracket........... 1,681,900 10,663,250 1,984,650 14,587,200 1,239,450* 13,680,000* 2,400,000 35,688,000 2,650,000 41,075,000 
Other, Vent. up to 16 in. ... 107,000 1,923,850 116,800 2,044,000 203,080* 2,877,000* 265,000 9,142,500 240,000 9,000,000 
a ok iii a al deb wheheden a GASRERSE SE Sh cwktabahae Saneeewbeae 210,248 see 450,000 129,150,000 675,000 202,500,000 
HEATERS, RADIATORS..... 528,000 1,974,750 564,000 2,312,400 2,000,000 25,000,000 1,865,600 26,110,000 1,300,000 16,900,000 
HEATING PADS........... 931,500 2,775,870] 1,117,800 3,632,850] 2,900,000 17,400,000 2,369,000 16,204,000] 1,600,000 _ 10,800,000 
HOT PLATES, GRILLS...... 415,000 1,033,350 547,800 1,429,750 2,000,000 11,560,000 750,000 4,125,000 550,000 5 472,500 
IRONING MACHINES...... 175,466 10,219,140 259,668 14,489,056 175,000 13,146,000 599,250 75,821,800 470,000 65,221,900 
IRONS, TOTAL.............] 5,171,000 18,853,500] 5,585,000 21,099,750] 9,600,000 892,959,000 9,400,000 100,046,000] 6,500,000 _— 80,925,000 
Pc v.scceadsnceudd 2,597,000 12,959,000 2,900,000 14,790,000 7,000,000 67,645,000 8,000,000 90,400,000 5,850,000 75,757,500 
Non-Automatic............ 2,574,000 5894,500] 2,685,000 6,309,750] 2,600,000 15,314,000 1,400,000 9,646,000 650,000 5,167,500 
KITCHEN CABINETS, Steel? 
i NE 6d cs esi pead. SKASAARENEA MOWERS ARRERE ROeaun bees 1,347,500 60,000,000 2,790,000 104,600,000 3,500,000 138,000,000 
LAMP BULBS & TUBES: 
| ese ann aD 1,115,476,000 *** — 14, 399,135,000 *** — 14 304,546,000 ++ 1,705,041,000 ++ 1,831,000,000 +e 
oe cnaeva wae 6,500,000 eee 21,931,000 — 50,574,000 209 79,073,000 ee 86,000; — 
Incandescent............... 568,026,000 one 675,383,000 oe 726,105,000 — 831,239,000 ose 850,000,000 — 
Photo...............e.---- 19,720,000 ++ 99,289,000 *** 43,049,000 *** 78,791,000 ++ 125,000,000 +e 
Miniature. ............ 285,469,000 os 339,773,000 oe 329,271,000 — 444,910,000 oe 420,000,000 — 
Christmas Tree......... 236,041,000 itis 255,759,000 = 155,547,000 ated 271,028,000 oe 350,000,000 big 
MIXERS, FOOD............ 460,000 10,120,000 510,000 11,220,000] 1,500,000 47,265,000 1,450,000 49,300,000] 1,750,000 69,912,500 
OIL BURNERS, TOTAL..... 302,868 85,491,800 321,564 107,061,950 492,593 211,453,000 820,923 386,532,800 460,046 — 
eS POPE TCC ETT Te 249,072 58,033,800 237,779 59,444,750 408,861 151,258,100 619,222 242,735,000 |, ae 
Boiler Burner Units.......... 26,614 12,951,200 32,734 17,905,500 45,130 34,765,900 58,547 48,886,700 rire 
Direct Fired Air Cond. Units. . 27,632 14,506,800 51,051 29,711,700 38,602 25,429,000 143,154 94,911,100 100,290 .........0-. 
OIL SPACE HEATERS...... 390,000 25,603,500 446,000 31,197,700 854,700 66,709,350 1,876,300 159,485,500 1,400,000 120,400,000 
RADIO RECEIVERS, TOTAL 11,531,000 347,841,000 13,700,000 415,795,000 14,031,000 701,550,000 18,500,000 1,251,444,500 16,000,000 1,216,550,00 
I ae orc UM oid sandr y.a.erm widok ota FE Riise Adie Aaivaavan ackence weeks "Liweee ee 17,094,000 854,016,250} 13,650,000 586,950,000 
NN ic apn deter ethdkce USURDEEEIE DNA REeCEHEER ORdEKE ROUSE SPevaetegeda biriweamatie 1,227,400 310,532,200 1,500,000 276,000,000 
Television Receivers...... Ktkitibatahs desk akv ell okeiaicenes >. Rid piaahiM owas aceeebe. timimaein ene 178,600 86,896,050 850,000 353,600,000 
RANGES................ 450,000 62,775,000 728,000 103,376,000 576,700 107,266,200 1,200,000 276,000,000] 1,600,000 376,000,000 
REFRIGERATORS. .......... 2,600,000 395,200,000 3,500,000 542,500,000 2,100,000 434,700,000 3,400,000 867,000,000 4,530,000 1,177,800,00 
ROASTERS..............0-. 260,000 6,084,000 990,000 7,366,000 150,000 4,500,000 365,000 13,140,000 610,000 29,875,000 
SANDWICH GRILLS... 805,000 3,372,950 869,400 3,703,650] 1,600,000 23,269,000 1,700,000 27,200,000)” 1,450,000 23,925,000 
SIRS Ee 900,000 11,700,000 1,100,000 15,950,000 2,115,000 35,955,000 2,100,000 42,000,000 2,000,000 44,000,000 
SE i'll aig tla wanda e, dieeare a WOKON wad RCR NE: mae cacaes 680,000 41,200,000 1,015,000 56,600,000 913,500 56,371 ,000 
STOKERS, Residential......... 144,758 oes 182,956 eee 181,223 — 61,597 —_ 75,550 25,900,000 
TOASTERS, TOTAL......... 2,272,000 15,000,950 2,640,840 17,945,700 3,500,000 41,489,000 3,700,000 62,820,000 4,875,000 88,213,750 
LL > wiv gunaecleoga' 960,000 11,616,000 1,237,000 14,225,500 1,400,000} 26,138,000 2,600,000 53,690,000 3,650,000 78,475,000 
Non-Automatic............ 1,312,000 3,384,950 1,403,840 3,720,200 2,100,000 15,351,000 1,100,000 9,130,000 1,225,000 9,738,750 
WAFFLE IRONS............ 740,000 3,700,000 777,000 4,195,800 2,000,000 22,260,000 1,550,000 21,700,000 1,900,000 28,405,000 
WASHING MACHINES: 
ME heen sacked 1,552,666 113,156,109 2,014,435 159,329,970 2,123,980 256,283,580 4,281,000 575,814,000 4,710,000 750,200,000 
Electric (Standard Size)... ... 1,454,831 104,485,962 1,892,435 148,556,150 2,047,380 247,303,000 3,657,000 541,236,000 4,285,600 722,123,600 
Gas Engine (Standard Size)... 97,835 8,670,147 122,000 10,773,820 76,600 8,980,580 126,000 18,144,000 114,400 17,846,400 
a ci she ols ui ce Mia ide ai awk Sema ai was aE wee ae Rees tee El bd hae eae 498,000 16,434,000 310,000 10,230,000 
WATER HEATERS, Storage... 125,000 10,125,000 205,000 17,015,000 488,000 58,560,000 1,100,000 143,000,000 1,040,000 143,000,000 
WATER SYSTEMS........... 258,494 ose 347,055 — 625,729 57,083,650 730,000 84,000,000 650,000 89,050,000 





*9 Mos. 1946. 
manufacturers’ 


1 Socalled portable metal cabinets not included. 


irons. 


*** Figures 


** Vacuum cleaner figures, floor type, include new and 
reconditioned models. 


insufficient for estimate. 


Automatic irons include steam 
Stoker figures estimated by Stoker Mfrs. Assn., oil burner figures courtesy 


Fueloil & Oil Heat; oil space heaters 1947-1948 courtesy Institute of Cooking 
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& Heating Appliance Manufacturers. A\ll other figures compiled by ELECTRICAL 
MERCHANDISING from sales reports of associations and manufacturers and from 
estimates made by association executives and leading manufacturers. Permission to 
reprint, quote, or use is granted provided credit is given ELECTRICAL MER- 
CHANDISING. Copyright ELECTRICAL MERCHANDISING 1949. 
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DOMESTIC AND FARM ELECTRIC CUSTOMERS 

























































































































































































Total Residential and Urban Rural Non-Farm Farm 
STATE Rural Electric Customers Electric Customers Electric Customers | Electric Customers 
January 1, 1949 January 1, 1949 January 1, 1949 January 1, 1949 
ls lon a ah dnrinnninnihicanenceastin ans 247,405 104,919 | 107,770 34,716 
I So keled'x ara eustarew niece Cae ab wt slant aedead miaetetorene 161,220 88,403 55,388 17,429 
A As 28 dihisinny Se apiece bende acaneneeetiaee 103,250 38,512 42,514 22,294 
ig 6 555 ous > aniemneeiansndbetnankdn og pads sumnnes 1,269,600 1,103,018 130,507 36,075 
es 5545 cary edie eked bins wo goatee erroxa Karlie. 212,845 190,337 | 18,916 3,592 
i ee 0 sd diel veld Riera plaude @ alco Re ae 536,400 356,018 | 158,607 | 21,775 
A DRANG BLESS AGI ia | 
otail | en eee ee ae 2,530,720 1,881,207 513,702 | 135,811 
alue _— — ee ae ee | } 
— OS a eee sib art tars ora Maia ae hal eat vc 3,854,620 3,223,601 487,233 143,786 
Rn en Cee 1,258,200 1,007,570 224,630 26,000 
“950,000 ES aE ae ee en EN ee ca ONE: 2,546,400 | 1,810,572 | 575,213 160,615 
930; ; . an CEE 
oe LETT MELE 7,659,220 | 6,041,743 1,287,076 | 330,401 
MEE ixtnernseriasia yanenive sasoraiicidbaesew yeni 2,044,600 | 1,468,963 356,289 | 219,348 
839.000 Indiana Sh eae ab as. te: ae ae GO aia a: Wao ae a OR a he ne Beas % be Fae oe 6 ea a ew ee 1 {025,500 627,306 223,855 1 74,339 
750,009 MIROIS. «eee eee c eee eect e eer e nent nena eee ees 2,143,800 1,672,434 289,365 182,001 
_ I ibaa Fils hers thve.vna teal dbbandhineahendeieus 1,631,600 1,122,409 | 338,680 170,511 
i a0 52 cneasiisnes vanes sense duce nnswilanveniindedioatl | 904,600 548,037 | 201 ,466 155,097 
yor East North Central... 0.2.2.0... oc ccc ecccec cece cee. | 7,750,100 5,439,149 | 1,409,655 901,296 
RD POILR AEE IS SS ATCT 
eae PRR TE ere ET Meee 748,200 458,288 | 153,252 136,660 
— I inns wit hnsieavairedseyxcuniareeanameiei dade pea dauias 662,000 330,144 | 160,411 171,445 
nee scnecenkeesexceesdecenestedentederensteraseeetas 920,800 609,475 172,605 138,720 
‘050,000 Se OT TET ee ee eee eee: 98,300 36,841 | 43,423 18,036 
| ‘075.000 oa a enor pie re Wiser Pala Pena aro was Pewee 114,500 48,911 47,408 18,181 
000,00 f Nebraska......... ‘od achindahia teitanch ghee Dink denmaaeiaca tintin’ | 297,200 158,726 87,704 50,770 
500 000 a ike Sian e OAD wee veintnemewnagd meek eae eaunts 453,600 | 249,062 128,362 76,176 
ee West North Central. cece ccc eee | 3,294,600 1,891,447 | 793,165 | 609,988 
AT ae is tik 
TT eT 76,740 43,651 | 24,891 | 8,268 
ER iitxinncwirgonedss<corvrececernaseies ti tennasanes 659,200 497,471 124 835 | 36,894 
757 500 District of Columbia... 2.0.0 cece cece cece ceces | 
5 167 500 aes kcdund whe shade turriawede wnsehects ansaid 613,500 310,477 162,739 140,284 
os seo sknbe Pees can awdeiecreawhndinebeaae weal 398,900 160,730 178,650 59,520 
paanae Se CAPOlAD...n... 2.0. eer eecesveenccesnsosneteccsesneees 782,100 327,250 240,794 214,056 
a EE ined sivutexrtsarrekceasebebimnedad eed tiered | 358,400 122,610 107,904 127,886 
eee cn céag cb cds cransseacedskdedeuaed ints Cottbus | 609,000 300,479 | 140,042 168,479 
ial SE Kisii cine tb iatiminers ccedncinneckoaw@antuld nice con tucks tine | 608,270 423,522 | 142,079 42,669 
+*#** ats nae 
ie DN, cs cwauavonmebesmmastouumen dima | 4,106,110 2,186,190 | 1,121,864 798,056 
ee 7 - E — a 
ee Nol ara S a oe w barhniag bare dares waedmenota TEES aE Sane | 525,300 264,309 | 133,028 127,963 
9.919.500 i cx acncars caw ahs apt ielk gna agin ia eallgic ee tata A asatish 607,100 343,001 132,860 131,239 
a a. a/ninsin ncn credited 0 bthen's top adadanin sk ea eta 540,700 261 ,168 129,217 150,315 
EE isa. a\nusd nine andaincimpweitaeadeeiaduatinxe bec ibanes | 314,500 | 134,832 72,093 107,575 
| East South Central... eee cece cece eee e cee | 1,987,600 | 1,003,310 467,198 517,092 
. aan 
IN 5c anacntuilsscsns0aes vnnncuh ein ebineinntes 347,100 | 149,922 11,439 119,739 
anne oa ied a. ack usain Gebtgead o's ed dra Hd Gidea SE OSG ee 491 ,200 311,973 101.730 | 77.497 
000,000 NGS acndnnnenaent ss 4 bin on oh 0scileed beak me eanich ba 474,700 | 292,874 103,062 | 78,764 
mew REE errererrrereerrerrerscrererr rer enrce 1,609,100 | 1,003,213 338,698 | 267,189 
j a2 7 — eee ee al ee _s ane 
mp West South Central... 0.20... 00. e cece ee eee ee | 2,922,100 1,757,982 620,929 543,189 
) —_— , ‘ a ae 
yt Montana........ 2.2.20. 2e eee ce ee eee eee nt ee ee eee ee ee eee es | 139,000 71,093 47,911 19,996 
EE 20k cries s0rcrannewany svtnsentnpanninngerenannies’l 156,000 67,231 48,824 39,945 
ER s 30s u0nnenscineipenntarsaensndebenbnciens eee eeys 59,890 31,470 21,456 6,964 
55900 000 sci diaminae suaPendnct dds wikab@llndd awwatuwes 297,200 183,202 73,924 40,074 
38.913, 750 TR. cnnharnnenakichse nucatwesnn tdereiee aon eeek eet 110,600 60,883 34,800 14,917 
18.475 000 I Se oct net oh Ue Pen hacbeaedaa de kcust atCn eke 153,050 74,772 67,407 10,871 
973038 ELE A Bee A WIE ie Neh 166,570 100,707 | 43,863 22,000 
8/405 000 ing a cia kw asta bap Rian cena wii hansen eeereaiew aera 35,500 16,529 | 16,937 2,034 
a RS RON IT Es ie 5 EN 1,117,810 605,887 | 355,122 156,801 
ery ER RTS a aN eects Fs Te TE | 631,200 379,910 175,271 16,019 
'0.930,000 ET didacia' xchange ta bimardeebns ahcie aman oaedae ences | 395,600 225,960 108,548 61,092 
I inn 2055 eres ny avrinnsearennd eras datmnwnnambatensinns | 2,810,300 2,138,355 | 539,945 132,000 
39,050,000 ei ie Ae ee a” | 3,837,100 2,744,225 | 823,764 269,111 
a 
PAL I ssh) 5hns.aicy<ikacehtakaeneageeenies | 35,205,360 | 23,551,140 | 7,392,475 | 4,261,745 
from 
m to —Estimated by Market Analysis Department of ELECTRICAL MERCHANDISING on Basis of 8 Mos. 1948 Customer Data Compiled by 
AER- Edison Electric Institute, and Farm Data as of July 1, 1948. Compiled by Rural Electrification Administration. is term ‘Domestic Electric 
Customers” and this tabulation, issued periodically, is presented in preference to the Census figures on Occupied Dwelling Units Using Electricity 
because it maintains a continual statistical base for state as well as national market computation. These figures are used » Sone ee all Electrical 
Merchandising calculations on saturation. 
DISING 
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INDEX OF SATURATION... JANUARY 1948 


All figures, except radio, oil space heaters and gas engine washers, based on 35,205,000 Domestic and 
Farm Electric Customers. Radio, oil space heaters and gas engine washers, based on 39,950,000 Total Homes.* 


Bed Coverings (Electric) 
Blenders 

Cleaners, Vacuum (Floor) 
Clocks 

Coffee Makers 
Dishwashers 

Disposers 

Dryers, Clothes (Elec. & Gas) 
Freezers 

Heaters & Radiators 
Heating Pads 

Hotplates 

lroning Machines 

lrons 

Mixers 

Oil Burners 

Oil Space Heaters 
Radio Receivers* 
Ranges 

Refrigerators 

Roasters 

Sandwich Toasters 
Shavers 

Television Receivers 
Toasters 

Waffle Irons 

Washers (Electric) 
Washers (Gas Engine) 
Water Heaters, Storage 


Number of 
Homes With 


1,250,000 
450,000 
18,200,000 
29,760,000 
17,550,000 
425,000 
375,000 
175,000 
1,400,000 
7,650,000 
9,640,000 
6,157,000 
2,856,000 
32,047,000 
8,400,000 
4,000,000 
5,000,000 
37,623,000 


5,840,000 © 


26,967,400 
2,493,000 
9,040,000 
9,250,000 
1,037,000 

22,712,000 

10,020,000 

23,742,000 
1,247,300 
3,161,000 


*Radio figures estimated by Broadcast Measurement Bureau, 1948 
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Percentage of 
Wired Homes 


3.6 %o 
1.3 
51.7 
84.5 
49.9 
1.2 
1.1 
5 
4.0 
21.7 
27.4 
17.5 
8.1 
91.0 
23.9 
11.4 
12.5 
94.2 
16.6 
76.6 
7.1 
25.7 
26.3 
29 
64.5 
28.5 
67.4 
3.1 
9.0 


JANUARY, 


Number of 
Homes Without 


33,955,000 


34,755,000 
17,005,000 

5,445,000 
17,655,000 
34,780,000 
34,830,000 
35,030,000 
33,805,000 
27,555,000 
25,565,000 
29,048,000 
32,349,000 

3,158,000 
26,805,000 
31,205,000 
34,950,000 

2,327 ,000 
29,365,000 

8,237,600 
32,712,000 
26,165,000 
25,955,000 


34,168,000. 


12,493,000 
25,185,000 
11,463,000 
38,702,700 
32,044,000 


Percentage of 
Wired Homes 


96.4% 
98.7 
48.3 
15.5 
50.1 
98.8 
98.9 
99.5 
96.0 
78.3 
72.6 
82.5 
91.9 
9.0 
76.1 
88.6 
87.5 
5.8 
83.4 
23.4 
92.9 
74.3 
73.7 
97.1 
35.5 
71.5 
32.6 
96.9 
91.0 
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SATURATION BY STATES... son. 1, 1949 















































































































































Refrigerators Ranges Washers lroners 
State Total Electric Total Electric Total Electric 
Customers with % of State Customers with % of State Customers with % of State | Total Electric % of State 
Household Electric Electric Household Electric Electric Electric and Gas Electric Customers with Electric 
Refrigerators Customers Ranges Customers Engine Washers Customers | Electric lroners Customers 
a ee aa ey a a aidan ainatek aaa 129,697 52.42 49,862 20.15 162,027 65.49 15,841 6.40 
Se rer Per ee 92,717 57.51 | 36,875 22.87 78,3 48.59 11,183 6.94 
NS 26 6 wirn eats bend Rae eee 58,705 | 56.86 | 21,205 20.54 74,337 72.00 6,732 6.52 
ES ON eee 999,226 | 78.70 | 139,303 10.97 | 848,054 66.80 88,188 6.94 
oy rds. ke eae ok ewae aca ats 174,694 | 82.08 30,903 14.52 131,176 61.63 | 14,613 6.87 
NS 66 FRG HG od ow wi ad ouldvaswaew al 464,313 | 86.56 | 95,871 | 17.87 | 384.897 71.76 79,049 14.74 
CS ree | 1,919,352 | 75.84 374,019 14.78 1,678,833 66.34 215,606 8.52 
| ag 
AREAS Rca ait ea te eee | 3,328,061 | 86.34 | 274,483 | 5) a 1,900,909 49.32 262,080 6.80 
ET ay OE LOI ART | 1,112,153 88.39 | - 89,292 7.10 | 705,090 56.04 91,582 7.28 
RE acorn eae ete a aes ian | 2,319,046 | 91.07 425,554 16.71 | 2,526,748 *99.23 271,035 ‘10.64 
Middle Atlantic..................... | 6,759,260 88.25 789,329 10.30 5,132,747 | 67.01 624,697 8.16 
rt id fue 3 inl Sache Aton Rear oe | 1,735,250 | . 84.87 | 432,006 21.13 | 1,965,605 96.14 268 404 13.13 
IE 1G rds iit tao, larah avilable ole ew | 739,839 | 72.14 228,048 22.24 851,872 83.07 | 88,453 8.63 
Se biKs 4ckleahw orn xe aere nak mea uucutees 1,959,753 | 91.41 304,353 14.20 1,934,366 90.23 225,627 10.52 
Ne ee ee eT 1,276,025 78.21 441,210 27.04 1,400,706 85.85 191,762 43.93 
ca ab OA dig ea ta nace wile 557,448 | 61.62 193,459 21.39 | 752,282 83.16 77,376 8.55 
re ee | 6,268,315 | 80.88 | 1,599,076 | 20.63 | 6,904,831 89.09 851,622 10.99 
NE oe caa at e cled Sei areraach ae ate ara | 575,472 | 76.91 | 178,064 23.80 739,432 98.83 | 70,439 9.41 
ed ciiatin sala sterstara aRlaiueia ie Meee aoe | 460,247 69.52 | 107,340 16.21 629,351 95.07 47,342 7.15 
tain cnc ton a caroae bia deka Gate wae 818,510 88.89 | 163,477 17.74 979,145 106.34 75,714 | 8.22 
rs on a na cis waga mine Dea Ee 63,178 | 64.27 35,659 36.28 126,198 128.38 8,663 8.81 
IN arin 3 orcas Saougnneciaiastat oaiaians 75,829 | 66.23 34,766 30.36 138,145 120.65 8,346 7.29 
DN esr ro ee ag eee ee ek aa or 231,419 | 77.87 53,095 17.87 | 307,139 103.34 | 28,785 9.69 
RT a act te aah obs en 285,633 62.97 54,198 11.95 352,965 77.81 24,544 5.41 
| | 
West North Central.................. 2,510,288 | 76.19 | 626,599 19.02 | 3,272,375 99.33 263,833 8.01 
ET ae ee ae eT ae eee 59,925 78.09 57,929 75.49 5,251 6.84 
AE ce er ee eee oe tae seer 653,543 99.14 111,1 ost 15.11 \ 494,869 75.07 24,184 7.62 
District of Columbia... ...............-000- | , | 26,036 
eis ee ts Neti de ile sai carain diate 420,940 68.61 122,979 20.05 | 316,905 51.65 | 20,244 3.30 
RN a in iacisass duanisess.atotnidiatecdiaalwea 306,916 76.94 | 65,414 16.40 | 395,503 99.15 | 34,884 8.75 
EE renee ee ee ey ee 469,472 60.03 | 178,238 22.79 270,911 34.64 18,393 2.35 
NS OTT et mee 223,438 62.34 79,602 22.21 | 70,884 19.78 | 6,514 1.82 
NN Sica chs psty Abe weaamiacis OSE 435,618 71.53 159,045 26.12 | 217,322 35.69 22,384 3.68 
Nc a a me capri chm aianagesieisia Bed Wi 402,477 66.17 182,909 30.09 | 195,206 32.09 21,477 3.53 
South Atlantic. ..................... 2,972,329 72.39 | 899,352 21.90 | 2,019,529 49.18 | 179,367 4.37 
CN ig ea ih a a ia at 351,767 66.96 | 53,473 10.18 | 353,023 67.20 | 21,501 4.09 
RAE, AT ACR SA ee oN ce oe ae 456,503 75.19 214,036 35.26 . 408 523 67.29 29,296 4.83 
NE ac cscs ub Chaney bop a aainnd S basardla ata 308,226 57.00 111,949 20.70 | 163,133 30.17 | 13,713 2.54 
Ie Ae TOE nS ae ee 157,207 49.99 32,325 10.28 | 59,108 18.79 | 5,857 1.86 
| | 
East South Central.................. 1,273,703 64.08 411,783 20.72 | 983,787 49.50 70,367 3.54 
NETS a ERIE OO ee 184,129 53.05 21,922 6.32 | 121,491 35.00 | 8,343 2.40 
ie alae She a a gene 304,305 61.95 16,346 3.33 | 263,696 53.68 16,780 3.42 
NE 8 hic crs cncengin wre apala dit abcokbeoe 285,594 60.16 19,172 4.04 | 337,483 71.09 23,317 4.91 
cece ie et oan 1,123,906 69.85 | 114,988 7.15 | 758,420 47.13 | 62,291 3.87 
West South Central.................. 1,897,934 | 64.95 172,428 5.90 1,481,090 50.69 110,731 3.79 
IE OR Pe alr a Pee 90,405 65.04 39,013 28.07 111,372 80.12 13,020 9.37 
i has ste cari vgn Rarer ate deat as eet 103,129 66.11 67,878 43.51 93,062 59.66 9,716 6.23 
NS aie anu. ares 4a Aint iiawoabione MS cae ed 35,439 59.26 8,896 14.85 40,670 67.91 5,086 8.49 
RN el od ici Ace or ace rain dee nae 206,822 69.59 42,872 14,43 247,975 83.44 25,686 8.64 
I er See ee 53,126 48.03 6,480 5.86 44,204 39.97 3,831 3.46 
ig gn ek arg aie cy ga ear 97,538 63.73 14,235 9.30 94,657 61.85 9,491 6.20 
GREE gS PERSIE See yee 137,084 82.30 66,815 40.11 173,901 *104.40 18,028 10.82 
SERRE IES att OSM ke eg 2 34,701 97.75 15,663 44.12 22,253 62.68 3,861 10.88 
EEO TELE AEE F 758,244 67.83 261,852 23.43 828,094 74.08 88,719 7.94 
EE ee ae ee ters 442,356 70.08 282,615 44.77 470,552 74.55 | 75,050 11.89 
Mao tat coho elds cian ag CRT 277,414 70.12 189,917 48.01 284,079 71.81 | 43,787 11.07 
Rs ee, ce re een eta 1,888,205 67.19 233,030 8.29 1,933,383 68.80 | 332,221 11.82 
; 
tira oo wii lag mua bopcltans WED 2,607,975 67.97 705,562 18.39 2,688,014 70.05 | 451,058 11.76 
TOTAL UNITED STATES.............. | 26,967,400 76.60 | 5,840,000 16.59 | 24,989,300 70.98 | 2,856,000 8.11 
* West North Central and other hi: ation areas reflect use of gas engine washers in homes without p 
—Prepared by Market Analysis the wees of Electrical Merchandising on Basis of Data Compiled “ ‘National Electrical Manufactu A iation, The Edison Electric 
Institute, a The American Washer & lroner Manufacturers Association. 
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HOW BIG 


is the 


FARM MARKET 


the first time, that rev 


and working equi 
226,367 for every 
blue-print for the a" decade 


res, presented for 
la farm appliance 
t potential of $4,- 


rking day! An industry 


By FRANK WATTS, 


Executive Assistant, Farm Journal 


has been said and much 


U 
M itten about the “big” 


ket for electrical 
and equipment on the farm. 


mar- 
appliances 
Very few 
people have analyzed this market from 
a long range development perspective. 
One thing should be made clear from 
connected for 
electric service is not necessarily an 
“electrified” farm. While on Decem- 
ber 31, 1947, percent of 
farms were connected for electric serv- 
ice, a very small percent were 
trified” to anywhere near their po- 
tential. The big job before the in- 
dustry is to really electrify these and 
other soon to be connected. 
Let us take a long range view of the 
potentials in the twelve years follow- 
ing 1951. Twelve is selected for that 
is the average life of appliances and 
equipment. The farm then 
an annual replacement market for prac- 
tically all equipment twelve years old. 
Electrification of the farm falls under 
two major phases: (1) greater 
duction at less cost; and (2) for bet- 
ter living. The latter 


the beginning—a farm 


sixty-five 


“elec- 


farms 


becomes 


pro- 


bviously fol- 
lows the former 

Now let us look at the 
which to project potentials. On 


from 
De- 


base 


THERE’S NOTHING fancy about this 
utilitarian laundry room of Mrs. |. W. 
Rowland, Heflin, La., but the equipment 
is the last word in efficiency. 


cember 31, 1947, 3,817,100 farms were 
connected for electric servcie. Approxi- 
mately 500,000 are expected to have 
been added in 1948 according to esti- 
mates based on programs of electric 
service companies and the Rural Elec- 
trification Administration. At the end 
of 1947, 749,000 farms not connected 
were within a quarter mile of power 
lines. Service is available whenever 
these farmers want it, or wlaen materi- 
als are in adequate supply. By the end 
of 1951, the job of making electric serv- 
ice available to all farms to which hi- 


lines are practical should be practically 
completed. It is estimated that it will be 
impractical with present technological 
developments to ever bring hi-line 
service to around 300,000 farms. 


Completion by 1951 


According to the Census of 1945, 
there were 5,859,169 farms in the 
United States. It can be seen, there- 
fore, that at the present rate of ex- 
tension the job of bringing electric 
service to remaining farms should be 
completed by 1951. We will then 


have in round numbers 5,250,000 po- 
tential farm customers for electrical 
appliances and equipment. In esti- 
mating potentials, the present and 
future replacement market must be 
considered. We must also take into 
account that the number of potential 
customers for household equipment is 
much greater than for productive 
equipment. A three-acre farm is 
quite likely to be as great a prospect 
for household equipment as one of 
300 acres. The owner of the former 
may have a greater income than the 





latter 
town 
incon 


whicl 





FOR twenty years prior to 1940, the farmer knew of 

many practices which he could employ to cut his 
time and labor costs, but he didn’t have the money 
to buy equipment necessary to effect these economies. 


Today things are changed. Assets of farmers 
have grown to $122 billion as of January 1, 1949. 
Farm debt in relation to worth is at an all time 
low. Savings of all kinds are currently estimated at 
$22 billion. The farmer is rehabilitating his plant 
for more efficient operation and greater profit. 


He is feeding 40 million more people than at the 
end of World War I, and 14 million more than 1940. 
Add to this the fact that the average American is 
eating better than ever, and this “extra” is equiva- 
lent to 16 million population increase. 


The farmer will never go back to years prior to 
1940. Increased demand for food and fibre, less land 
cultivated in relation to population, new methods 
and new crops, are all a guarantee of good prices, 
profitable operation, better living and the greatest 
per capita purchasing power of any segment of our 
population. To the retailer in rural America, the 
farm market offers the greatest opportunity for a 
profitable business, but it is not a rocking chair job. 


10 po- 
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esti- 

and 
st be 
e into 
tential 
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uctive 
‘mis 
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latter, for obviously he has a job in 
town and does not depend for his sole 
income from his three acres. 


6,000,000 Residential Customers 


In April of 1947, a special release 
from the Census Bureau showed there 
was an average of 1.13 occupied resi- 
dences on farms having electricity. 
On this basis, by the end of 1951 the 
farm residential market will be con- 
siderably over 6,000,000 customers. 
The following list of appliances is one 
which contemplates electrification of 


the home and does not include many 
items which do not find frequent use 
or what often are called “gadgets.” 
Nor does it include cabinets, sinks, 
etc., used in kitchen modernizing. 
The major items which can be em- 
ployed in household work are listed. 
Prices used for estimating are those of 
today. They may vary but are more 
likely to come down than go up in 
the next twelve years. By the same 
token net farm income probably will 
be reduced but the comparable pur- 
chasing power of farmers will be pre- 


served. The items selected are those 
available today, and who can tell what 
new ones may be invented in the period 
of our estimates? 6,000,000 occupied 
residences are taken as a base from 
which to project sales. Not all of 
these will be new customers for many 
now have appliances in which esti- 
mates are based. But remember this 
is a twelve year projection of po- 
tentials and 84 of the families will be 
replacement customers annually. 

Now let us take a look at the pos- 
sible sales of major items of today 





required to electrify the farm home, 


LIST OF APPLIANCES 


. Refrigerator 
Range 
. Water Heater 


. Vacuum Cleaner 

. Dishwasher 

. Freezer 

. Radio* 

. Lighting, Ventilation and misc. 
equipment 

12. Wiring and Rewiring 


=SVmnausrwn— 


—_ 


Total Sales Potentials 
* Includes allowance for television which is 
sure to be a big factor. 


This estimate does not look overly 
impressive in relation to what the 
home can adequately use in every day 
service for labor saving and economy. 
But to be ultra-conservative let us cut 
the number of prospects in two. This 
will give us 3,000,000 customers, ap- 
proximately the number of farms 
which produce 90% of the farm in- 

(Continued on next page) 


IT’S STILL a farm kitchen, but the mod- 
ern farmer’s wife cooks on an electric 
range and has built-in cabinets to solve 
her storage problems. 





ELECTRICAL equipment like this corn huller saves more and more man-hours as 
REA and private utility power lines spread over the farm country. 











YOUNG HENS cet the best of care and a healthful atmosphere with electrical 
farm equipment like this germicidal lamp and brooder. 


OLD BOSSY has not had a chance to swish her tail into the farmer’s face since 
electrical milking equipment came into use. 



































And it saves money and time as well. 











































come. Certainly no one can say this 
number is optimistic. Leaving out 
3,000,000 small farms is certainly on 
the pessimistic side. 

To summarize, multiply $3045.00 
per home by 3,000,000 and we have 
a total of $9.135 billion. Remember 
this is for a period of twelve years, an 
average of $253.75 per year per farm 
—a total of $761,250,000 annually. To 
reduce this further divide by 300 
working days per year and we have a 
daily sales potential of $2,537,500 for 
the twelve years beginning with 1952. 
The years of 1949 to 1951 will offer 
tremendous sales possibilities because 
of new farms being connected plus 
additions and replacements on farms 
already having service. Annual sales 
in this period ought to be even 
greater than the estimate. Two anda 
half million dollars per day “ain’t hay” 
in any industry. 


MARKET FOR PRODUCTIVE 
EQUIPMENT 


One of the greatest problems of the 
farmer today is to cut his cost of pro- 
duction. No force can so greatly cut 
this cost in a short time as can elec- 
tric service. Great strides have been 
made through mechanization in cutting 
costs in the fields. Comparatively lit- 
tle progress has been made in cutting 
costs where about 50% of the farmer’s 
labor is required, and that is doing 
the countless chores in and around his 
service buildings. Labor and time 
savings made possible by electric 
power over muscle power are in many 
instances almost unbelievable. No at- 
tempt will be made in this manuscript 
to go into detail as to time and labor 
savings on individual daily jobs, but it 
can be proved easily that production 
costs can be cut 25% on the average 
farm by the employment of electric 
power. 

While over 200 separate uses have 
been discovered for the use of elec- 
tricity on farms, only a few will be 
used to illustrate the great sales po- 
tential of farm productive equipment. 
These potentials cannot be estimated 
from the same base as home appliances 
for not every farm can utilize every 
equipment item. For instance, dairy 
equipment must be estimated on the 
number of farms having a sufficient 
herd of cows to justify the purchase 
of such equipment. By the same 
token, every farm is a potential cus- 
tomer for an electric water system. 
In many of these types of farming, 
however, we may expect demand to 
be greatly increased to supply food 
and fibre for our increasing popula- 
tion. For instance, 400,000 additional 
cows are needed annually to supply 
milk for population increases. The 
demand for eggs and poultry will in- 
crease as does population. These and 
like instances are constantly enlarging 
market potentials and will greatly aug- 
ment the following estimates. 


POTENTIAL SALES OF PRODUCTIVE 
EQUIPMENT 


JANUARY, 





Water Systems: Best estimates avail- 
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HOW BIG IS THE FARM MARKET? (Continued) 


able reveal that approximately 35% of 
farms having electric service own an 
electric water system. Since no elec. 
trical equipment contributes so much 
to better farming and better living, 
every farm, large or small, is a prospect 
for a new or replacement system within 
the period of our market estimates, 
This would, therefore, be 5,250,000 
farms. The average system will sell at 
$175.00, not including installation, and 
the total sales potential will be $918. 
750,000, an annual volume of $76,562, 
600, or $255,208 per day, three hundred 
working days per year for 12 years, 
This estimate does not include the rural 
non-farm market, which is almost as 
large. 

Milking Machines: Not every farm 
has a herd of cows to justify a milking 
machine. Manufacturers now consider 
a farm with a herd of five cows asa 
prospect. On January 1, 1945, there 
were 1,490,226 such herds, with a total 
of 17,307,426 cows. On the same date 
these farms had in use 349,680 milking 
machines. During the period of our 
projection, every one of these should be 
replaced by a new machine. 


Herds Will Increase 


Another very important factor is the 
number of herds necessary to supply 
milk for a rapidly increasing population 
—one cow for every six people. This 
will require a minimum of 25,000 herds 
annually, or an equivalent increase in 
existing herds. From these data, the 
twelve year potential for milkers will 
amount to 1,800,000, or 150,000 annu- 
ally. At an average price of $250.00, 
this will total $450 million, or $37,- 
500,000 annually, or $125,000 for each 
working day for 12 years. It then be- 
comes wholly a replacement market 
plus new herds. 

Milk Coolers: A milk cooler pays big 
dividends to the farmer in cost of cool- 
ing milk, a better grade of milk and 
much time and labor saving. Because 
of the sale of much whole milk, it is 
difficult to estimate accurately poten- 
tial sales of coolers. However, 100,000 
annually should be conservative. At an 
average price of $325.00, this would 
aggregate $390 million or $32,500,000 
per year, or $108,333 per day. 

Dairy Water Heaters: Every farm 
owning a milking machine and milk 
cans should have a dairy water heater 
at an average price of $90.00. This 
would be 150,000 heaters annually, a 
12 year total of $162,000,000, or a 
volume of $13,500,000 annually, or 
$45,000 daily. 

Cream Separators: According to 
government statistics, 46,700 cream 
separators were sold by manufacturers 
in 1947, The retail value was approxi- 
mately $2,802,000. Taking this as an 
annual average, it would be $33,624,000 
or $9,340.00 per day. 

Motors: According to the 1945 
Census of Agriculture, there were 
2,333,646 motors on farms, an average 
of but 2.1 motors per farm. This seems 
pitifully small when more than 90 uses 
for motors have been discovered of 
farms outside the home. A portable 
motor may be used for a number of 
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purposes, many of them seasonal. A 
minimum and very conservative esti- 
mate would be five motors per farm. 
These would range from 4 HP to 74 
HP, and the average investment would 
be about $200.00, or a total of $1,050 
million equal to $87.5 million per year 
for our estimated period. 

Poultry Equipment: The poultry in- 
dustry is a $3.4 billion one. Electricity 
has become one of the greatest factors 
in increased production at less cost. 
Most common electrical equipment con- 
sists of brooders, water warmers, and 
lighting. (The latter embraces general 
lighting, ultra-violet and germicidal 
lamps.) There are also egg cleaners, 
candlers, debeakers, feed grinders, mix- 
ers and miscellaneous items. 

In 1947, 110,926 electric brooders 
were sold at an average price of $15.00. 
No accurate data are available on other 
electrical equipment, but with 2,673,200 
ocks of 100 chickens and over, plus 
the magnitude of the pouliry industry, 
a sales potential of $30 per year per 
flock should be conservative. This 
would bring a total business of $962,- 
292,720, or an annual volume of $80,- 
196,060, or $267,320 per day. 

Lighting: Outside the farm home 
lighting possibilities are tremendous, 
not only for general applications but 
for specific things such as plant propa- 
gation, animal husbandry, pig and lamb 
brooders, and many others in service 
buildings. Any estimate of volume 
would be at the best more or less a 
guess, but certainly $25.00 per year 
would not be optimistic. This would 
amount to $1,575,000,000, or $131,250,- 
000 annually, or $437,500 per day. 

Wiring and Rewiring: Taking only 
3,000,000 top farms at an estimate of 
but $15 each per year for wiring would 
amount to a total of $540,000,000, or 
$45,000,000 per year, or $150,000 per 
day. 

To make further estimates here on 
scores of other items would risk be- 
coming boresome. Items such as arc 
welders (sure to be a big seller), de- 
icers, barn cleaners, feed grinders, en- 
silage cutters, etc., will run into box 
car figures. It is hoped by the writer 
that sufficient data are shown as to 
arouse the entire electrical industry to 
the great possibilities of the undevel- 
oped farm market. 

Now let us total up our figures and 
be prepared for a shock. Individuals 
with whom these estimates have been 
checked are fairly astounded as to the 
sales potentials. 


By combining household and produc- 
tive equipment sales, we have a poten- 
tial of $4,226,867 per working day. 
You may say this is fantastic, but a 
careful analysis will show this potential 
sales volume to be very much on the 
conservative side. 

Obviously economic conditions in the 
country will have their effect, but the 
market for development is a perfectly 
sound one. How near we come. to 
reaching it will depend upon sales and 
promotion efforts by the electrical in- 
dustry. This will require the coopera- 
tion of manufacturers, power suppliers, 
wholesalers and most important dealer 
activity. Aggressive sales organization 
for the job is the key to realization. 
There follows briefly an organization 
and sales plan for dealers to capitalize 
on a profitable opportunity. 


ORGANIZING TO SELL THE MARKET 


Development of sales in any farm 
community will depend on (1) organi- 
zation and (2) effective selling. We 
have already shown the possibility for 
each farm of major appliances and 
equipment. The first step is to deter- 
mine the number of farms which are 
connected for electric service in a 
given trading area. This may be ob- 
tained from the power supplier in such 
area. An inventory of each farm will 
disclose ownership and age of appli- 
ances and equipment. From these data, 
sales may be projected both for old 
and new customers. 

To adequately serve these farms, the 
dealer’s operation should be divided 
into four classifications: (1) produc- 
tive equipment; (2) appliances and 
radio; (3) wiring and _ installation; 
(4) servicing. The nature of farming 
in an area will determine the stock of 
equipment to be carried. A dairy farm 
will require much equipment not needed 
on a farm producing mostly grains. 

The determining factor in the success 
of the whole operation will depend 
upon the quality of selling. This is 
especially true with productive equip- 
ment. The farmer is conservative in 
his buying and must be shown by facts 
that a purchase is a profitable invest- 
ment, whether it be a milking machine 
or a food freezer. 


—Take Water Systems 


As an illustration, the selling of a 
water system involves such facts as 
(1) how to estimate amount of water 

(Continued on page 270) 


ESTIMATE PRODUCTIVE EQUIPMENT SALES POTENTIAL 
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12 Year Annual Daily 
Potential Potential Potential 
$918,750,000 $76,562,500 $255,208 
450,000,000 37,500,000 125,000 
390,000,000 32,500,000 108,333 
162,000,000 13,500,000 45,000 
33,624,000 2,802,000 9,340 
. 1,050,000,000 87,500,000 291,666 
962,352,000 80,196,000 267,320 
1,575,000,000 131,250,000 437,500 
540,000,000 45,000,000 150,000 
$6,081,726,000 $506,810,500 $1,689,367 

1949 


ALL OVER the farm electricity is saving money and work. Here an electric milk 
cooler saves 252 gallons of deep well water a day—and the temperature is right. 


CLEANING SEEDS is an electrical job on the John A. Hislop farm in Westerville, 
Ohio. As the picture shows, it takes a little motor to do a big job. 


ONE OF a farmer’s toughest jobs is keeping a sharp edge on his numerous tools. 
This one has the right idea and makes it easy with electrical grinders. 
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How the Appliance Market 


















































































































































































































acenes S Reet Washer Shipments* lroner Shipments* 
STATE . vo ‘ F 

of irst 8 Months 0° irst 8 Months of 

Jan. 1, 1949 u. © Fatal 1948 u. © foal 1948 u. & fou 
 ccctncnestnceseeanhersnncdsbesenenneeeeda 247,405 .70 15,038 59 1,411 55 
ING, 4 a sie sseeunesadeeneerrenonees es 161,220 46 4,516 18 342 13 
ME canbeeecesetsevsereessvcsecsianenvicens 103,250 .29 5,536 22 368 14 
ede bpeabsenkesbarackatods 1,269,600 3.61 70,296 2.74 6,283 2.42 
TE , - cp ence pbeetehen eed eoRRAT ERS OREM ISLA 212,845 61 12,187 AT 1,201 46 
OE 3 a we Gabbe adnate heb eks-wakhe ices 536,400 1.52 33,195 1.29 3,512 1.35 

| 

PE, pc tccccrsarerersndossnsiannans 2,530,720 7.19 140,828 5.49 13,117 5.05 
DE NE, cipedeeoesaecsesveseresténsceveseneees 3,854,620 10.95 194,518 7.59 21,835 8.41 
Ns ea kekcccbenksrneeendeeenaleeatenwd 1,258,200 3.57 57,885 2.26 4,241 1.63 
Rc asiscndsndieeedacertiscensascanennes 2,546,400 7.23 207,007 8.07 21,300 8.20 
CR ccna ccckseeatetcevacrenswaca 7,659,220 21.75 459,410 17.92 47,376 18.24 
TRE a OATES Sy, 2,044,600 5.81 164,739 6.42 18,724 7.21 
Ns vend aks eeld sae deew es eNens bee waNEeins 1,025,500 2.91 70,503 2.75 TA77 2.76 
dks Ed ace Mubinh eed Reh oKee eens ruses 2,143,800 6.09 154,798 6.04 16,204 6.24 
RS i papa ptienhiccecrencedhenaeeeeeMunees 1,631,600 4.63 111,921 4.37 17,474 6.73 
EE is vr acenvecadiKelatncecie vkhctatmeeebkin 904,600 2.57 54,719 2.13 5,573 2.14 
East North Central.....................020.. 7,750,100 22.01 556,680 21.71 65,152 25.08 
(EP Te ee eT en 748,200 2.13 53,166 2.07 6,632 2.55 
a ES a ee ee 662,000 1.88 46,338 1.81 4,179 1.61 
ie Bee eb eed aareweiaimad 920,800 2.62 98,199 3.83 7,143 2.98 
a ia 2 nema ames 98,300 .28 10,817 42 1,264 49 
DAS ci snouendencenuansunssdeenushobenas 114,500 .32 11,530 45 1,379 53 
TE a puchanhsbaGensoundes 297/200 84 26,821 1.04 2/655 1.02 
ttn ncdhstedgnesiyestéustunrsiedeubt@aies 453,600 1.29 30,711 1.20 2,953 1.14 
West North Central... ................-6.... 3,294,600 9.36 277,582 10.82 26,805 10.32 
NE, 55 venctvoveeeaasAsiawednesseteadesvesinn 16,1740 22 4,410 17 426 AT 
4 ST. 1: tn spiuatasuancorssgguarnennadkinies 501,400 1.42 34,888 1.36 2,580 99 
fi i  , .  cccnbenssseséssawensbtacedcs 157,800 45 23,177 .90 2,249 .87 
DE ich betecisbabavetencteknnkeldephnout 613,500 1.74 47,368 1.85 2,541 98 
NN a, iitnind ote d eden-emeind eR aKa A ei 398,900 1.13 46,054 1.80 3,722 1.43 
NR oo 6s ae pe aeadhee whe Vesued Md ialews 782,100 2.22 62,220 2.43 3,486 1.34 
a ao eae ok Ede ae SW OA HE de 358,400 1.02 15,954 .62 1,380 Be 
NE iiaccncidgeicerabnnns mundane goataWe pins 609,000 1.73 57,297 2.23 3,910 1.51 
es a enigiubahseesunnd 608,270 1.73 41,683 1.63 3,306 1.27 
Ne oc we atid dowlamwed bene eeWne 4,106,110 11.66 333,051 12.99 23,600 9.09 
NE eset i abyainkebahs bban ened Ore sheMkb ee’ 525,300 1.49 51,788 2.02 2,521 97 
Se ohn henkesvcreds ou edns wo pnn Keene 4 dings 607,100 1.73 78,754 3.07 4,074 1.57 
; wien euseenens aweiks 60h een Rolb ath dee aalbias 540,700 1.54 34,887 1.36 2,047 .19 
. SEE 0. ccnuncddenbiinvgusssubsievinbcoss 314,500 ‘89 14,328 56 938 36 
East South Central...................... 1,987,600 5.65 179,757 7.01 9,580 3.69 
' TOD 0 cincdaneeschéetheubetobkbhoaeeseaks 347,100 | 99 23,794 93 1,282 50 
q SE ocincinentgndaunnnibehvneatsaens nic 491,200 | 1.39 46,068 1.80 3,166 1.22 
oe cceete tebibnnebaaeee Remade Casbeneas 474,700 4.39 31,725 1.24 3,279 1.26 
; SCG Chit pak tina rinenh iat sehen nhousivens + 1,609,100 4.57 133,691 5.21 11,408 4.39 
West South Central.................... 2,922,000 8.30 235,278 9.18 19,135 7.37 
NS reas cate bees adaws tanner iebaweesa aia 139,000 .40 9,751 .38 1,820 .10 
nihexawes isnt atpedeahkhene yD ekecadeavenes 156,000 | 44 8,739 .34 1,189 46 
: Eo eee eee ee 59,890 RS 3,559 14 404 15 
q ss belsedivensitsiineseidanesravias 297,200 | 84 33,772 1.32 3,395 1.31 
i ok ee 110,600 .32 4,931 19 509 .20 
q udiad eds re ene ene 153,050 44 10,765 42 1,264 49 
f SS eas 166,570 41 16,240 63 2,534 97 
Nevada.......... is 35,500 10 2,636 10 106 27 
Mountain.............. ra’ ¥ 1,117,810 3.18 90,393 3.52 11,821 4.55 
NS aa warn by wine enaks ie: iN ala be a tain 631,200 1.79 41,912 1.63 8,414 3.24 
Oregon Rte seh ihe maars ; we 395,600 | 1.13 41,294 1.61 6,663 2.56 
aie aaah eee ings tod 2,810,300 | 7.98 208,095 8.12 28,075 10.81 
a FS aera a” 3,837,100 | 10.90 291,301 11.36 43,152 16.61 

TOTAL UNITED STATES..................... | 35,205,360 | 100% 2,564,280 100% 259,738 100% 
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Manufacturers’ Shipments by States for 


a a a 8 Months 1948 Compared in Percent- 
VI age to Total, and Percent of: Primary 
} Market, Division by Electrical Customers. 




















































































































A, 
Refrigerator Shipments* Range Shipments* Water Heater Shipments* 
Se 
STATE 
_ of First 8 Months % of First 8 Months % of First 8 Months % of 
Total 1948 U. S. Total 1948 U. S. Total 1948 U. S. Total 
A 15,436 .62 5,323 71 3,269 1.10 Maine 
13 10,460 42 3,451 46 1,534 51 New Hampshire 
14 5,685 .23 1,487 23 817 Bs Vermont 
‘42 74,957 2.98 13,493 1.79 3,328 1.11 Massachusetts 
46 22,051 .88 3,986 53 910 31 Rhode Island 
ae 38,754 1.56 9,565 1.27 5,037 1.69 Connecticut 
.05 166,643 6.69 37,665 5.01 14,895 4.99 New England 
41 251,865 10.11 34,687 4.61 ? 12,328 4.13 New York 
.63 88,969 3.57 10,488 1.39 5,327 1.78 New Jersey 
.20 178,587 7.17 53,284 7.09 22,513 7.54 Pennsylvania 
24 519,421 20.85 98,459 13.09 40,168 13.45 Middle Atlantic 
21 145,055 5.82 47,062 6.26 15,956 5.34 Ohio 
.16 72,027 2.89 29,079 3.87 12,918 4.33 Indiana 
94 154,487 6.20 35,313 4.69 13,567 4.54 Illinois 
73 111,016 4.46 33,820 4.50 11/781 3.94 Michigan 
14 55,687 2.24 19,517 2.59 11,131 3.73 Wisconsin 
08 538,272 21.61 164,791 21.91 65,353 21.88 East North Central 
55 54,491 2.19 18,816 2.50 10,682 3.58 Minnesota 
61 48,247 1.94 15,947 2.12 9,149 3.26 lowa 
98 79,977 3.21 20,966 2.79 8,813 2.95 Missouri 
49 9,557 38 5,603 75 2,271 .76 North Dakota 
53 11,084 44 5,359 -71 2,132 Be South Dakota 
02 25,091 1.01 12,098 - 1.61 4,444 1.49 Nebraska 
14 25,406 1.02 8/037 1.07 1.944 ‘67 Kansas 
32 253,853 10.19 86,826 11.55 40,085 13.42 West North Central 
17 4,871 19 1,302 a7 825 .28 Delaware 
99 37.773 1.52 6,661 ‘88 3,084 1.03 Maryland 
87 29,159 . 1.19 5 407 -72 1,629 ae District of Columbia 
98 38,815 1.56 17,785 2.36 8,761 2.93 Virginia 
43 31,620 1.97 12/991 1.73 4,101 1.37 West Virginia 
34 47/535 1.91 21'944 3.72 12'983 4.35 North Carolina 
53 21,833 .88 13,969 1.86 7,426 2.49 South Carolina 
51 49,565 1.99 25,673 3.41 9,905 3.32 Georgia 
27 48,323 1.94 24,496 3.26 13,440 4.50 Florida 
09 310,094 12.45 136,228 18.11 62,154 20.82 South Atlantic 
97 33,629 1.25 11,846 1.58 4,394 1.47 Kentucky 
57 53,921 2.16 35,095 4.61 11,356 3.80 Tennessee 
19 34,532 1.39 17,178 2.28 6,069 2.03 Alabama 
36 20,177 81 5,478 .73 2,178 .73 Mississippi 
69 142,259 5.71 69,597 9.26 23,997 8.03 East South Central 
50 23,608 95 4,595 61 1,466 49 Arkansas 
22 35,484 1.43 2,368 32 762 B Louisiana 
26 31,213 1.25 4,472 59 823 .28 Oklahoma 
39 126,212 5.07 18,036 2.40 4,948 1.66 Texas 
37 216,517 8.70 29,471 | 3.92 7,999 2.68 West South Central 
70 9,099 | 36 4,938 | 66 1,430 48 Montana 
46 9'994 ‘40 10,244 | 1.36 4,227 1.42 Idaho 
15 3,270 13 1,468 .20 419 16 Wyoming 
31 22,756 91 7,157 95 3,157 1.06 Colorado 
20 6,886 .28 1,071 | 14 400 13 New Mexico 
49 13,812 56 2,200 .29 1,136 38 Arizona 
97 12,661 51 8,001 | 1.06 3,964 1.33 Utah 
27 4,713 19 2,011 27 878 .29 Nevada 
————————— — —— | 
55 83,121 | 3.34 37,090 | 4.93 15,671 5.25 Mountain 
24 45,657 | 1.83 35,571 4.73 10,408 3.49 Washington 
56 31.179 1.95 26.829 3.57 9/161 3.07 Oregon 
81 183,720 7.38 29,512 3.92 8,735 2.92 California 
61 260,556 10.46 91,912 12.22 28,304 9.48 Pacific 
—_—$——— 
00% 2,490,736 | 100% 752,039 100% 298,626 100% TOTAL UNITED STATES 











* The sales figures represent the volume on only those manufacturers reporting on a state basis. ‘ 
Prepared by Market Analysis Department, Electrical Merchandising, on Basis of Figures Compiled by Edison Electric Institute, the National Electrical Manufacturers Assn., and the 
American Washer & lroner Mfrs. Assn. 
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WASHING MACHINES... sates by states, 1939-1947 | « 


(Electric & Gas Engine) 












































































































































Total Sales % of 
State 1939 1940 | 1941 1942 1946 1947 (6 Years) Total Sales 
asic ietnainiliniebamaesis ae coal —— | a 
ai cc aeyuhaainessvaduserveoetenrd 9,076 9,253 13,725 | 3,307 13,994 24,574 73,929 61 
New Hampshire.........0.0.00c0cceeeeeues 4,388 4,815 6,494 | 1,261 7,311 9,170 33,439 .30 
Vermont. . . sb asenebiedeewaaedetindies 4,681 3,446 4,490 1,131 5,013 10,270 29,031 .26 
Miassachusetts........ 0. ccc ccc ccc c ccc cccecs 43,693 50,241 70,825 17,141 68,510 123,973 374,383 3.37 
Rhode Island. .... 7,089 | 8,065 12,865 2,824 10,652 20,540 62,035 56 
Connecticut... ... 22,845 | 24,025 34,893 - 8,298 27,989 50,983 169,033 1.52 
; cet | | 
Mow England.............:..-seeees 91,772 | 99,845 | 143,292 33,962 | 133,469 239,510 741,850 6.68 
I iisedinvesercactenersensnpaniana 98,976 | 116,437 150,949 40,366 183,181 337,441 927,350 8.35 
Nc cre xwsadsven oa henmannbia 38,651 45,048 57,954 16,027 52,636 107,468 317,784 2.86 
PEM cchacccstscsdecevscocererexds 144,645 | 165,433 208,909 43,177 180,674 275,455 1,018,293 9.17 
Middle Atlantic. . aseesatabeles 282,272 | 326,918 417,812 | 99,570 | 416,491 | 720,364 2,263,427 20.38 
—_-- — —— — —_ ES |e | _—— | ——— 
Di chibebatcecdeeed nassensscenkbepens 106,669 114,577 | 159,720 35,978 | 159,578 240,244 816,766 7.36 
Indiana....... pecenboisdwenssenbeeht hl 48,097 49,873 | 64,279 16,203 | 70,181 102,700 351,333 3.16 
cipitdrnbensersrvecscbehhihewebens 100,850 112,209 | 132,641 31,906 | 165,636 242,077 785,319 7,07 
Rs ced acinenh a acdimacivnwidetati 80,365 | 90,517 | 120,711 27,467 | 104,436 169,821 593,317 5.34 
Wisconsin... 0.0.0 .0ccccecececccecuceeces 43,995 44,764 | * 60,809 17,371 | 65,376 93,163 325,478 2.93 
East North Central.................. 379,976 411,940 | 538,160 128,925 | 565,207 848,005 2,872,213 25.86 
ee TTT CTL 45,076 42,421 | 51,493 16,315 55,560 86,194 297,059 2.68 
Tn ctesietsceventenecieubensessteets 40,668 35,413 43,262 13,223 51,802 78,125 262,493 2.36 
ere ee 57,715 63,770 | 82,002 | 16,140 | 78,327 129,841 427,795 3.85 
North Dakota... 2.000.000 ccc cee eeeecees 8,137 7,291 | 7,968 | 2,164 | 11,070 15,038 52,268 AT 
scien eissssscsrsonesipsten 10,453 10,062 | 10,636 | 3,980 | 11,279 17,606 64,016 58 
AY Ss ciewagucevasesatueesseennee ns 17,307 15,040 20,384 | 5,681 | 26,109 41,080 125,601 1.13 
Kansas........... 16,668 | 16,186 | 23,970 | 6,440 | 28,616 | 50,616 142,496 1.28 
West North Central................ 196,024 190,183 | 239,715 64,543 | 262,763 | 418,500 1,371,728 12.35 
Rs icnesedthindsinwsneeneoereneeses 3,264 3,360 | 5,680 | 1,748 | 4,386 6,602 25,040 .22 
RNIN. osc cnseccecncescscoccecvewewnes 14,080 18,592 | 24,192 5,686 24,438 42,914 129,902 1.17 
District of Columbia......... 2.0.6.0. 0.00000 9,725 10,411 14,849 | 4,428 16,919 35,578 | 91,910 83 
Rr 16,412 17,592 27,890 | 6,628 30,495 55,018 | 154,035 1.39 | 
West Virginie... cescseccccecscccreecsees 24,807 | 24,715 | 33,000 | 7,172 26,109 | 42,914 | 158,717 1.43 
North Carolina. .......0 00.00 c cece ec ceeeeee 14,561 16,050 23,036 | 4,103 26,109 60,519 144,378 1.30 
South Carolina. .... 0... 0... cece cece cee eeee 3,757 3,232 | 4,790 | 1,421 9,190 22,007 44,397 40 
Georgia........... poereanesseouenacees 5,865 | 11,695 | 17,869 | 4,225 25,900 63,454 129,008 1.16 
Florida............. 8,857 | 12,393 | 15,679 | 2,945 22,976 49,882 112,732 1.01 
South Atlantic...............-..655. 101,328 118,040 | 166,985 | 38,356 186,522 378,888 990,119 8.91 
CEP sa ce cdnerivcecesseeseewess 21,218 21,763 28,578 | 5,643 29,242 46,948 153,392 1.38 
PE vstcegbiaebscesaueateeses sgenigs 20,899 26,148 38,793 | 8,799 40,521 86,928 222,088 2.00 
ER atpabeccsesrsisssesensssesnnneds 8,834 8,395 13,810 3,279 17,963 38,880 91,161 82 
POs concecsccsensvscvacces 2,423 | 2,068 4,319 1,453 9,399 21,273 40,935 .37 
East South Central.................. | 53,374 58,374 85,500 19,174 97,125 194,029 507,576 4.57 
ech dndesddwcadanniinessedepiees 5,919 6,981 10,163 2,311 12,950 25,675 63,999 58 
ns ibatsetnnsansddownss 16,352 17,353 25,727 4,079 22,976 57,952 144,439 1.30 
ER a bcdaninsencerssebaresseeeeets 17,177 16,976 22,486 | 5,159 27,153 49,516 138,467 1.25 
DN sbeskscdvndescvewentitqvecseaeiwens 33,936 40,444 53,948 11,459 74,567 156,983 371,337 3.34 
West South Central................. 73,384 81,754 112,324 23,008 137,646 290,126 718,242 6.47 
I i nas wnt cg evans wensbebee’ 4,938 7,204 9,267 2,387 9,399 16,872 50,067 A5 
nc dipaenaee 5,352 6,177 6,161 1,107 5,848 11,737 36,382 33 
Pb ortecvecnicanassecsins 2,873 | 1,755 2,179 419 3,133 5,135 15,554 14 
tre beicavtess casos vrestaceeses 12,282 14,332 18,525 4,940 20,470 35,211 105,760 95 
sc ondpeniceescceseeaane ens 2,596 2,037 3,474 554 4,595 9,536 22,792 .20 
isa secnceveed avind sbuhessics 4,646 4,840 6,542 1,212 7,728 16,139 41,107 37 
Se cmendnenachsrousieseesa 10,676 10,188 11,495 2,631 12,115 20,540 67,645 61 
Nevada......... 1,232 | 1,330 1,515 537 2,924 4,402 11,940 11 
Mouniain... 44,595 | 47,863 | 59,158 13,847 66,212 119,572 351,247 3.16 
Washington... .....0.0 00.0 cece eee 24,624 32,900 | 42,161 | 8,547 38,224 70,789 217,245 1.96 
Oregon...... site 14,796 | 15,346 | 20,585 | 5,888 23,394 45,848 125,857 1.13 
California.......... 106,280 | 133,879 | 163,132 | 39,981 161,667 342,210 947,149 8.53 
Pacific........ 145,700 182,125 225,878 54,416 223,285 458,847 1,290,251 11.62 
TOTAL UNITED STATES 1,368,425 | 1,517,042 | 1,988,824 475,801 | 2,088,720 3,667,841 11,106,653 100% 
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am HE washing machine industry 
6 ~ broke all previous records for 
a 1 production and sales in the year 
8 1948. Sales of standard size models 
6 hit close to the 44 million mark, a rise 
5 of about 18 percent over the 3.8 million 
7 units accounted for in 1947, 
8 Even more interesting is the fact 
; that the sales momentum in the wash- 
a ing machine industry is continuing 
despite the fact that war backlogs have 
—— long since been caught up with. In the 
” six pre-war years from 1936 through 
7 1941, sales averaged 1,550,000 units 
3 annually. On that basis, sales during 
Pe the four war years would have totalled 
3 6,200,000 units. Actually, however, 
) sales during the past three post-war 
) ie 
1 a years have exceeded the 10 million 
| mark and, at the time of writing, show 
a little signs of abating. 
] One of the reasons for this healthy 
—_— state of affairs in the washer business 
lies in the fact that some six million 
) ’ new customers have been added to 
7 y lines in the past three years. Mar- 


riages, too, have proceeded at a record 
rate—and marriages mean babies. To 
these newly-married couples the wash- 
ing machine occupies a place of high 
regard. It is the work-horse of house- 
keeping. But there is still another im- 
portant reason why the business is so 
brisk—replacements. 


Washer Trade-ins 





In some of these other studies, not- 
ably refrigerators, we have had occa- 
sion to point out that the ‘replacement 
market potential was still to be ex- 
ploited. Refrigerator trade-ins ac- 
cepted by dealers, the only valid meas- 
ure of replacement activity, are still 
under five percent of total sales. 
Washer trade-ins, on the other hand, 
amount to nearly 13 percent of total 
sales. This trade-in factor does not 
gauge the extent of all replacement 
business, of course, but rather the rela- 
tive activity of dealers in seeking re- 
placement business. The actual figure 
of washer replacement business is 46 
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TWO YEARS STATISTICAL SUMMARY 
WASHING MACHINES (Standard Size) 








1948 Melia 1947 
CS ae Electric Units Sold ...:.......... 3,657,000 
I fico. aah 0. ows me 0 TIN, 6.6.55 5 cn ecepaaeaen $14 
oo re $541,236,000 

(Jan. 1949) (Jan. 1948) 
Ee Homes Owning............... 20,819,000 
Po oe wou cureens Homes Without .............. 12,231,000 
PE ais wie 9 6 saa Gas Engine Units Sold.............. 126,000 
ns nde aeeie.e > 4.005 pe Py rr $144 
SOP pcéconcecees BS ee $18,144,000 

(Jan. 1949) (Jan. 1948) 
cS = See No iia o:'0,ps 9 pie wien 1,168,000 
PO ee Homes Without ........ —- 





percent. In other words, nearly half the 
washers being sold are going into 
homes already owning one. In the re- 
frigerator field the figure is 36 percent 
to present owners. It is obvious, there- 
fore, that due to more plentiful supply, 
dealers are more actively seeking re- 
placement business. 

The dramatic emergence of the 
automatic washer is another factor 
that is having its effect on replace- 
ments. While sales are still confined 
to purchasers in the higher income 


brackets, the fact that nearly 20 per- 
cent of total washer sales fall in the 
automatic category is ample evidence 
that the industry has a potent weapon 
to persuade owners of old machines to 
replace them. On the other hand, the 
activity in the wringer and spinner 
fields, as evidenced by the fact that 80 
percent of total sales are still going to 
these well-known models, reveals a 
high degree of loyalty on the part of 
the public to the standard types of 
washers. 





With annual sales running as high 
as four million units and over, the 
question naturally presents itself as 
to how long the pace can be main- 


tained. Saturation currently is about 
70 percent of the 35 million wired 
homes in the country. Against that 
we have to remember that millions of 
washers in use are 10 years old or 
more and are ripe for replacement. 
That brings us to another considera- 
tion: the ability of the great mass 
market in the medium and lower in- 
come levels to buy new machines. The 
latter question is susceptible of analy- 
sis. Disposable personal income (in- 
come minus all direct taxes) amounted 
to about $175 billion in 1947 and $185 
billion in 1948. Estimates for 1949 
place the figure at somewhere in the 
$185 to $190 billion figure. Current 
income, therefore is high. For the 
20-year period prior to the war, be- 
tween 0.12 and 0.15 percent of the 
personal disposable income consist- 
ently went toward the purchase of 
washing machines. In 1947, however, 
0.33 percent of this income went into 
washer purchases, over 50 percent 
greater than the proportion spent dur- 
ing typical pre-war years. Providing 
(Continued on page 260) 


34-YEAR SALES, PRICE AND RETAIL VALUE OF WASHING MACHINES 
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ELECTRIC IRONERS... sates by states, 1939-1947 


1939 1940 1941 1947 Total Sales 
(Units) (Units) (Units) | (Units) (6 Years) 














New Hampshire... .. 
Vermont. ... ; 
Massachusetts. . . . 
Rhode Island. . . 
Connecticut... . 


New England 


New York........ 
New Jersey..... 
Pennsylvania 


Middle Atlantic ‘ 
Ohio.......... 


Indiana 
Iinois 
Michigan 
Wisconsin 





719 


564 | 


382 


3,653 | 


575 


2,035 | 


723 


360 | 
5,139 | 


596 
2,702 


1,061 
893 
492 

8,110 
981 

14,225 


132 | 
53 | 
59 | 

1,839 | 


633 
1,404 


735 


308 | 


205 
3,728 
821 
906 


3,379 
1,600 
71 
14,345 
3,142 
34,915 


6,884 
4,141 
2,269 
36,814 
6,748 


56,187 | 





7,928 


10,378 | 


25,762 


4,120 


6,703 


58,152 


113,043 





12,375 | 


4,592 


12,266 | 


18,085 | 


6,781 
18,973 


26,046 
8,614 
26,257 


7,231 | 


1,450 


7,462 | 


13,868 
3,882 
14,860 


43,688 | 
15,353 | 


46,415 


121,293 
40,672 
126,233 





29,233 | 


43,839 


60,917 | 


16,143 


32,610 


105,456 


288,198 








11,578 
4,926 
9,A93 

10,020 
3,314 


13,480 
5,209 
17.018 
12,017 
5,680 


23,340 
8,691 
22,082 
19,690 
8,562 


7,020 
2,446 
6,598 
5,221 
3,078 


20,007 
9,029 
24,436 
12,090 
7,114 


59,634 
19,206 
38,531 
37,345 
12,923 


135,059 
49,507 
118,158 
96,383 
40,671 








North Dakota 
South Dakota... 
Nebraska 


39,331 | 


53,404 


24,363 


72,676 


167,639 


439,778 





3,378 
2,042 
3,190 
265 
309 
1,335 
914 


3,598 
2,885 
3,908 

371 

318 
1,342 
1,311 


7,704 
3,182 
5,880 

345 

350 
1,553 
1,191 


1,615 
989 
1,707 
86 
99 
508 
244 


3,711 
3,027 
4,685 

616 

598 
1,505 
1,659 


12,271 
13,634 
16,124 
2,134 
1,719 
6,343 
5,453 


32,277 
25,759 
35,494 

3,817 

3,393 
12,586 
10,772 





West North Central.... 








Delaware....... 
Maryland 

District of Columbia 
Virginia 

West Virginia....... 
North Carolina 

South Carolina 
Georgia. ... 

Florida 








Kentucky 
Tennessee... . 
Alabama..... 
Mississippi. . . . 

East South Central 
Arkansas... . . 
Louisiana 


Oklahoma... . 








Wyoming 
Colorado 
New Mexico.... 


11,433 


13,733 


20,205 


5,248 


15,801 


57,678 


124,098 





367 
1,247 
1,183 

709 
1,783 

374 

126 

471 

724 





261 
1,336 
1,036 

620 
1,334 

686 

166 

812 

955 


397 
1,803 
2,083 
1,505 
2,449 

959 

228 
1,843 
1,653 


138 
738 
600 
336 
613 
171 

59 
343 
250 


154 
1,402 
1,333 
1,146 
2,052 
1,402 

547 

838 
1,060 


830 
5,394 
4,624 
5,809 
7,232 
5,987 
2,430 
6,876 
7,529 


2,147 
11,920 
10,859 
10,125 
15,463 

9,579 

3,556 
11,183 
12,171 





6,984 


7,206 





12,920 


3,248 


9,934 


46,711 


87,003 





1,028 


866 | 
468 | 


» 169 


988 


1,396 | 


400 
185 


1,901 
2,338 
718 


261 


435 
699 
204 

40 





1,402 
2,377 
855 
291 


5,335 
9,129 
3,794 
2,608 


11,089 
16,805 
6,439 
3,554 





2,531 


2,969 


5,218 


1,378 


4,925 


20,866 


37,887 





247 
489 
716 


1,595 


352 
119 
765 

2,093 


394 

989 
1,007 
3,402 


$3 
277 
211 


817 | 


906 
1,265 
1,642 
3,779 


3,320 
5,394 
5,632 

18,376 


5,272 
9,133 
9,973 
30,062 


38 
.66 
Be 
2.18 





3,047 


3,929 


5,792 


1,358 


7,592 


32,722 


54,440 


3.94 





548 


427 
276 
1,166 
181 
332 
708 
229 


895 
426 
185 
1,547 
64 
374 
1,449 
173 


827 
643 
188 
1,882 
148 
642 
1,219 
183 


250 
105 
13 
415 
26 
99 
343 
53 


393 
205 
120 
1,214 
342 
462 
923 
103 


1,897 
1,126 

533 
4,446 
1,245 
1,778 
2,905 
1,719 


4,810 
2,932 
1,315 
10,670 
2,006 
3,687 
7,547 
2,460 


a 
.21 
10 
717 
14 
27 
an 
18 





3,867 


5,113 


5,732 


1,304 


3,762 


15,649 


35,427 


2.57 





Washington 


California 


2,706 | 


1,464 
13,039 





4,584 
2,534 
24,512 


6,858 
2,104 
29,805 


1,226 
653 
6,875 


2,394 
1,419 
13,184 


14,049 
8,773 
65,088 


31,817 
16,947 
152,503 


2.30 
1.23 
11.04 





Pacific 


17,209 


31,630 





38,767 





8,754 





16,997 





87,910 





201,267 


- 14.57 





TOTAL UNITED STATES 


121,563 | 


172,201 | 


257,678 


65,916 


171,000 


592,783 


1,381,141 





100.0% 





Prepared by Market Analysis Department, ELECTRICAL MERCHANDISING, from figures compiled by the American Washer and lroner Manufacts A 
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JANUARY, 1949—ELECTRICAL MERCHANDISING : 
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HILE sales of ironing ma- 
\ V chines nationally for 1948 

showed about a 20 percent drop 
from 1947’s record, the appliance in- 
dustry may take pride in the fact 
that the 470,000 total is still well ahead 
of any pre-war year. As a matter 
of fact, only one pre-war year, 1941, 
when 260,000 units were sold, rated. 
Prior to that, sales were usually well 
under the 200,000-unit mark. In effect, 
therefore, sales today are running at 
almost three times the pre-war level. 

This new post-war surge in ironer 
business has resulted in a narrowing 
of the gap in the ratio of ironer to 
washer sales, despite the fact that 
washer sales, too, have broken all 
previous records in those same post- 
war years. Before the war, the ratio 
of ironer sales to washer sales ran 
from one ironer to every 8-10 washers. 
By 1947, this had narrowed down to 
one ironer for every seven washers. 
In 1948 the ratio was one ironer to 
every nine washers. 

Despite this marked improvement 
in the promotion and sale of ironers, 
however, the fact remains that there 
is still a lot of room for improvement 
in our efforts to sell ironers to wash- 
ing machine owners. We may never 
see the time when an ironer will be 
sold for every washer, but it is not 
unreasonable to hope that the day will 
come when public acceptance of the 
ironer will see at least one out of every 
two washer buyers invest in ironers. 


23 YEAR SALES, PRICE AND RETAIL VALUE OF IRO 








TWO YEARS STATISTICAL SUMMARY 
IRONING MACHINES 





1948 1947 
lee | ERR I). 599,250 
rea Averace Retail Price............... $126.52 
Ek a66acasawees SP WR. vei cceacciecre $75,821,800 

(Jan. 1949) (Jan. 1948) 
a ee eee 2,408,000 
De a nw ornnacea ees Homes Without .............. 30,642,000 





This happy state of affairs will not 
be achieved, perhaps, until the number 
of owners bulk more impressively than 
they do today. There are about 3,000,- 
000 ironers in use, less than 10 per- 
cent of the wired homes in the country. 
This is a ratio of ownership about on 
a par with electric water heaters. But 
with over 25 million washer owners 
still blissfully unaware of the benefits 
of ironing machines, it will be easily 
apparent that the industry still has a 
substantial row to hoe. Vigorous spe- 
cialty selling methods got the washer 
off to a good start in the early days 
and public acceptance since then has 
kept volume rolling at high levels. 
What the ironing machine needs is 
continuous, year in and year out, spe- 
cialty promotion and selling in order 
to achieve a similar measure of public 
acceptance. It is a device that requires 
constant demonstration to the public; 
they have to be educated to the bene- 
fits of ironer ownership, just as they 
had to be educated to washing elec- 
trically. Certainly, with a perfected 
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device and a healthy backlog of washer 
users to work on, dealers would do 
well to take a ‘new look” at the pos- 
sibilities for profit and volume in more 
aggressive ironer promotion. 

An 1l-year summary of ironer sales 
by states reveals that the biggest pro- 
portion of the total volume goes to the 
East North Central group of Ohio, 
Indiana, Illinois, Michigan and Wis- 
consin. This group alone accounted 
for 31 percent of sales. Next come the 
Middle Atlantic states of New York, 
New Jersey and Pennsylvania with 22 
percent of the total. Surprisingly 
enough, the Pacific states of Washing- 
ton, Oregon and California are in third 
place with 15 percent. Following in 
order are the West North Central 
states with nine percent, the New Eng- 
land area with eight percent, the South 
Atlantic with six percent, the West 
South Central with 3.5 percent, the 
West South Central with 3.5 and the 
Mountain with three percent. 

Another interesting clue to the geo- 

(Continued on page 277) 
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GOOD LIGHTING is as essential in appliance stores as in any other types. 


was made in Providence, R. I., 


for Rich & Norton and delivers 35 foot candles. 


This installation 
Note the 











PORTABLE COMBINATION of sun and heat lamp insures this 
Venus’ health. Called Select-o-ray by Westinghouse, the unit houses 
a sun lamp at one end a heat lamp at the other. Sun and heat 
lamps, says Sam Hibben, are good money makers for dealers. 


adjustable spots in the ceiling fixtures which can be used to dramatize individual displays. 


\ VER since the end of the war 
dealers have been plagued with 
shortages in types of 

weren't 

Some 


several 
1947 there 
fluorescents. 
short during 
most of 1948 and many dealers ran out 
of Christmas tree bulbs during the re- 


lamps. During 
circular 


photoflash 


enough 


bulbs were 


cent holiday season. 

Now, says Sam Hibben, director of 
applied Westinghouse, 

The dealer 
worry about 
supply or apologize for the lack of it. 
He can aggressively promote and sell 
virtually every type of lamp—including 
the new ones. He can take full advan- 
tage of the results of revivified lighting 
lighting trends, 
new torms, new and improved 


lighting for 
those shortages are 


will no 


over. 


longer have to 


research—new new 
colors, 
products 

Phis is one reason why Hibben says, 
“In 1949 the retailer ought to have a 
better year than in 1948—and I’m very 
conservative in that statement.” 

Che table on page 66 is ample evi- 
dence that 1948 wasn’t a bad year. It 
was, In tact, a very good year, as Gen- 
eral Electric officials had predicted it 
would be in the January, 1948, issue 
of this magazine. 


The Figures Prove Progress 


Chey had estimated that 1948 sales 
of lamps would total 1,751,000,000 
units. On the basis of actual figures for 
part of 1948 and by estimating the re- 
mainder, Westinghouse officials have 
concluded that 1948 lamp sales were 
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approximately 1,831,000,000 units, 7.4 
percent more than the 1947 total. The 
year just beginning should be even 
bigger—1,933,000,000 units, an in- 


crease of 5.6 percent. 
Some Increases Were Low 


Within the various lamp classifica- 
tions unit increases registered 
in 1948 were not as large as antici- 
pated. This is particularly true of 
fluorescents, which increased sales only 
8.8 percent as opposed to an estimated 
26 percent. This points up Sam Hib- 
ben’s belief that henceforth the growth 
of fluorescent sales will be more grad- 
ual than during the mushroom period 
of the past few years. Miniature lamps, 
which were expected to increase six 
percent in 1948, actually declined that 
much. Christmas tree lamps, on the 
other hand, exceeded expectations, 
rising 29.1 percent instead of 15 per- 
cent. This does not include imports of 
75,000,000 units. 

Westinghouse estimates for 
indicate that the lamp industry is 
settling down saleswise. Percentage 
increases in 1949 sales should, in all 
classifications, be equal to or less than 
the increases made in 1948, Even photo- 
flash lamps, which made a tremendous 
gain of 58.6 percent in 1948, will 
advance a sedate 5.6 percent during 
1949, Incandescent lamps, which some 
authorities feared would suffer from 
fluorescent competition, have shown 
consistent sales increases which indi- 
cate solid consumer acceptance. 


some 


1949 


The 1949 








“In 1949 the dealer ought to have a 
better year than in 1948,” says Sam 


Hibben of Westinghouse in this inter- 
view. His reason: An ample supply of 
lighting products, a multitude of new 
developments, and strong promotional 


efforts on a national scale 


By ROBERT W. ARMSTRONG 








Not listed in the table are sun lamp 
bulbs, which Westinghouse estimates 
totaled 500,000 in 1947 and 510,000 in 
1948. At the price at which these 
bulbs are retailed, now about $8.50, 
this indicates a very consequential busi- 
ness for dealers. 

With production problems out of the 
way, says Hibben, the dealer has a 
great many things to encourage him 
in 1949, among which are: Several 


JANUARY, 


national movements of sales-building 
types, including the Planned Lighting 
Program, the National Electrical Mfrs. 
Assn’s. annual trade exhibit in Chi- 
cago, the Certified Lamp Manufac- 
turers program; doubled activities and 
expenditures by the Illuminating Engi- 
neering Society; a demand for new 
lighting by common carriers, airports 
and cities; and new tools with which 
to work—the product of lighting re- 
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MALE GLAMOR can be enhanced by the use of a sun 
lamp permanently installed over the bathroom bowl. 
Westinghouse says the average seven minute shave is 
about the proper exposure time for most complexions. 











invisible ‘‘bullets’’ 


HUNG HIGH on the wall on picture hooks, 
Sterilamp kills bacteria in a home nursery with its 
of ultraviolet. 
sterilamp units were in use at the end of 











this 


About 575,000 
1948. 


LIGHTING MARKE 








EGGCRATE CEILINGS like this one of lightweight plastic will be increasingly 


popular for use in small offices, 


search which is again actively improv- 
ing old illuminants and developing new 
ones after a wartime hiatus. 

The biggest of the sales promotion 
programs is, of course, the Planned 
Lighting Program. Like the CLM 
campaign, it began to put on pressure 
in 1948. The results of such a promo- 
tion are extremely difficult to measure. 
However, according to Glen Trumbull 
of the Edison Electric Institute, spon- 


stores and shops, 
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predicts Mr. Hibben. 


sor of the program, between 15 and 25 
public utilities have been actively and 
aggressively promoting lamp sales 
through the program. The EEI cov- 
ered nearly every utility in the nation 
with its plan books for schools, homes, 
industrial and commercial programs. 
It continues to send out pamphlets and 
folders as the need for them is realized, 
but it remains with the utilities to do 
the actual promotion. Perhaps the 


1949 

















WORD KNOWLEDGE is encouraged when the diction- 
ary has a niche of its own and a 14-watt fluorescent 
tube to light the page as in this Westinghouse home in 
Hartford, Conn. The table lamp is, of course, Certified. 








ACCEPTANCE OF the necessity for good lighting in our schools is rapidly spread- 


ing, 


most outstanding progress has been 
made in the schools—where the need 
has certainly been the greatest. Mr. 
Trumbull reports that the primary job 
of educating school people themselves 
to the need is making favorable prog- 
ress. Good lighting jobs have been 
completed on a trial basis in many 
classrooms, but the biggest obstacle to 
any nationwide revolution in school 
lighting is the lack of allocated funds. 


but the chief deterrent to more 


installations is the lack of funds. 


Last year we reported that it would 
cost about $600,000,000 to relight the 
nation’s schools and that in 1948 the 
total expenditure for school lighting 
would approach $70,000,000 for both 
new and old schools. That was purely 
an estimate and there are no figures 
available on what the actual sum was. 

The Certified Lamp program suf- 
fered during the year because of a lack 

(Continued on next page) 
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WESTINGHOUSE’s one watt fluorescent night light 
doesn’t really throw off as much light as this picture 
but the photographer had to supplement 
it in order to show the little boy’s nocturnal journey. 


indicates, 


THE LIGHTING MARKET 


eum CONTINUED FROM PRECEDING PAGE cums 


of adequate promotion at both the 
manufacturing and retail levels. Com- 
plaints have been made that Certified 
Lamps lack style and cost too much. 
Apparently the public has not yet been 
convinced that it is better to spend 
more money for a lamp today than to 
give it to an eye doctor tomorrow— 
which is putting it in the extreme, but 
could be true and applies not only to 
the CLM program but to all lighting. 
A really genuine and widespread de- 
mand for good lighting has not yet 
been created. More lamps are sold 
today on their eye appeal than on 
their sight appeal. 


New Tools for Lighting 
Among the important new tools cited 
by Mr. Hibben as likely to contribute 
to continuing dealer prosperity this 
year are the developments in fluores- 


rare Krypton gas, 
as much light as a 


cent lighting. This illuminating method 
has come a long way since the early 
days when women were horrified at 
what it did to the color of their lip- 
stick. 

New this year are some tubes filled 
with the rare Krypton gas. They give 
more light per watt, cost less to operate 
and start on lower voltages than the 
conventional Argon-filled lamp. A 25- 
watt fluorescent tube filled with Kryp- 
ton is said to give 50 percent more light 
than the standard 20-watt tube. 

Other tubular sources may take ad- 
vantage of new gas fillings, says Hib- 
ben. Experiments with gases, new 
phosphors and improved techniques are 
underway and may soon find a place in 
commercial products. 

Among new tints and colors in 
fluorescent lighting are the warmtone 
or warmwhite, and a new soft white 
which favors the complexion color. 
Also there is improvement and expan- 
sion of more radical tints. These new 
tints and colors are the results of im- 


THE LONGER of the two lamps held by the model is 
only 25 watts, but, since it has been filled with the 
it produces more than five times 
regular 


incandescent lamp. 
provements made in phosphor coatings 
chiefly during 1948. “These,” says Hib- 
ben, “will give us an almost unlimited 
scope of tints and colors. You can 
pretty generally match filament lamp 
colors with fluorescent today. There’s 
a new look in lighting made possible by 
this variety of color. Heretofore light- 
ing has been a utilitarian thing—now 
we can add delight to necessity. It’s not 
a very wild prediction that before long 
living rooms will have two or three 
different lighting color schemes. 
There'll be lighting tuned to the season, 
lighting for mood conditioning, and so 
forth.” 


New Shapes and Sizes 


The 1948-1949 editions of lamp 
shapes and sizes are going to have an 
important bearing on sales. Slimline, 
for example, has come into the picture 
at a rapid pace, expanding the com- 
mercial and industrial markets, Hib- 
ben points out. There are also the 
half- and full-circle tubes, a varicty 





INDUSTRY DOMESTIC LAMP UNIT SHIPMENTS (In 000’s)! 





CLASSIFICATION 
OF LAMPS 


Fluorescent Hot Cathode 
Other Large Incandescent 
and Electric Discharge. 


Total Large Lamps. 


Photo. 
Minature and “L" Lamps. 
Christmas Tree. 


40,686 | 
769,254 | 
809,940 | 

35,157 


315,426 
29,442 | 


! 
| 
1946 seal 1947 | (Est.) 
| 


| | 


1948 | 


rome Increase or 
Decrease 





(Est.) 1948 1949 


over 1947 | over 1948 





50,574 | 79,073 | 86,000 


726,105 | 831,239 850,000 


| 


| 
| 


91,000 | + 88 


+ 2.3 


1949 
| 


850,000 





936,000 


125,000 
420,000 
350,000 


776,679 | 910,312 
43,049 
329,271 
155,547 | 


78,791 
444,910 
271,028 


941,000 


132,000 
420,000 
440,000 


+ 2.8 


+58.6 
- 60 
+29.1 








| 4,189,965 


1,705,041 | 1,831,000 





1,304,546 | 


1,933,000 | + A 
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HALF-MOON shaped lamps are possible with West- 
ynghouse’s Circlare tubes, a semi-circular fluorescent 
lamp. Or they can be put together to make a full 
circle as the girl above is doing. 


of small bulb glow lamps like night 
lights. One of the newest is what 
Hibben calls the “fat slimline” or 
“fatline”, an eight-foot lamp patterned 
after the slimline but with a greater 
diameter. This lamp, says Hibben, is 
an important introduction because it 
doubles the wattage per foot over the 
slimline. It will be widely used in 
department stores, factories and shops 
because it gives a lot of light without 
miles of fixtures. It may simplify 
wiring and save money on renewals. 
The renewal cost alone in large in- 
stallations runs to high figures, Mr. 
Hibben declares, because of high labo: 
expenses. 

Arriving late in 1948 was the 25- 
watt fluorescent. For this item Hibben 
predicts a bright future. “It should 
open up the residential market,” he 
says, “particularly in kitchens, because 
two of these lamps on the ceiling are 
just about right to fill the small kitchen 
lighting bill.” 


Filament Lamp Changes 


Changes have been made in the old 
familiar filament lamps. For one thing, 
some bulb sizes have been reduced, thus 
making more compact fixtures possible, 
reducing storage space required, light- 
ening shipments, and requiring less 
construction material. Typical is the 
75-watt bulb, reduced from an A21 size 
to Al9, one quarter of an inch thinner 
and % of an inch shorter. 

The reflector bulb lamps saw increas- 
ing use last year. Now there are addi- 
tions to the line. There are, for ex- 
ample, the R30 spot and flood lamps, 
only 33 inches in diameter as compared 
with five inches for their predecessors. 
These will be used to good advantage 
in residence hallways and bathrooms 
as well as in commercial establish- 
ments. ° . 

New colors have been, added in the 
incandescent line as well.as in fluores- 

(Continued on page 274) 
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EXPORTS 2.2 Of Electrical Appliances, 1937-1948 









































Cleaners | | Washing | 
Vacuum Clocks Irons Radios Refrigerators | Razors Machines Ranges 
| | 
| | | 
1948 (7 Months) | | | 
ay ea ie a ae Reine 45,464 | 135,789 | 253,212 | 465,858 | 172,588 17,448 42,920 7,740 
Nr ee ee Pee re | $1,947,129 $555,606 | $1,089,500 | $19,615,577 | $25,994,261 $190,258 $4,575,311 | $1,174,356 
1947 | | 
ESSE Sener 7 SNe 74,221 | 410,673 563,947 | 1,520,818 273,624 125,833 | 118,821 15,508 
SSIES ESAS nner reat cee $2,799,209 | $1,623,013 $2,927,886 $53,537,043 | $39,628,246 | $1,128,834 | $10,984,534 | $1,767,755 
1946 | | | | | | 
Rk a a da lad 14,124 | 140,134 | 286,454 832,377 | 102,798 35,435 | 30,304 4,663 
| ES Eaten ay MR niriteonceetees cP: $488,745 $495,134 | $1,331,820 | $23,232,973 | $11,639,487 | $272,175 | $2,052,329 | $451,263 
| | } 
| | | | | 
1945 | | | 
ah SO a a cakes ae 1,470 | 27,306 | 53,762 38,547 | 7,134 1,913 | 1,109 1,158 
RE IE a eds ogee $53,565 | $111,014 | $215,198 | $4,272,613 | $530,412 $15,678 | $53,193 $86,482 
| | | 
1944 | | | | 
tg cts ohh 2) Saks ty hanwinebDbaeh 1,597 | 3,632 | 1,187 70,092 | 2,970 | 2,072 | 138 | 1,056 
ee RES IES ESSERE ae a $45,976 | $30,973 | $6,461 | $15,065,520 | $248 046 $14,367 $11,210 | $69,902 
| | | 
1943 | | 
Pits: sos inseendieedleueaes 1,363 5,259 | 20,341 158,511 | 17,704 1,257 652 882 
a eta etme bial | $37,748 $29,036 | $47,539 | $12,515,428 $1,805,681 $9,528 $44,549 $78,416 
| | } 
1942 | | | | 
yee errno ee | 3,861 | 60,562 | 82,323 453,150 | 12,364 | 10,134 5,131 2,354 
GRR SSeS es $101,466 $149,795 $154,998 | $12,992,237 | $1,181,395 $47,566 $306,838 $142,589 
1941 | | | | 
SE ONO Sr ere | 13,368 117,046 | 205,958 | 648 425 | 126,471 25 866 20,540 11,770 
6 indcdehnendeekinneeiwane kan | $338,241 $272,417 | $332,203 | $13,487,434 | $10,281,136 $139,046 $929,110 $551,304 
| 
1940 | | 
ttt al ai wd ei mmeaes 9,964 86,686 | 162,587 558,398 | 102,082 36,758 29,657 7,302 
| Se ee $205,484 $248,920 | $249,982 | $10,157,423 | $8,073,763 $147,134 $1,196,947 $402,500 
| | 
1939 | | 
dnb od cach od vi eh cilaeipesa ee NN 20,739 | 98,538 164,705 551,846 124,031 296,387 55,239 6,636 
Oe 3 cil ad reciente ate | $383,976 | $221,071 $280,211 | $10,448,017 | $9,534,978 | $918,489 $2,148,199 $379,180 
1938 | 
i i en ok arm piste eewiie 29,779 138,866 | 175,061 449,163 | 141,008 239,501 66,207 6,210 
| FR er | $558,662 $283,692 | $319,200 | $10,553,547 | $10,767,512 | $1,058,674 $2,629,207 $350,410 
| 
1937 
i 2 1 2. ugs Saeeteenedeeuseeeued 27,990 196,538 199,222 618,710 | 167,862 43,766 56,921 6,807 
a al ele etal $529,398 $436,566 $342,099 | $16,128,572 | $12,754,616 $196,921 $2,100,562 $399,939 
| | | | 
L 
—— OD ee te | 243,940 1,421,029 2,168,059 | 6,365,895 | 1,250,636 836,370 | 427,639 72,086 
DR |. . cicieuecendsestenasuente | $7,489,599 $4,457,237 $7,297,097 | $202,006,384 | $132,439,533 $4,138,670 | $27,031,989 | $5,854,096 





Prepared by Market Analysis Department, ELECTRICAL MERCHANDISING, from figures compiled by the Bureau of Foreign & Domestic Commerce, Department of Commerce 


ENGLAND EXPORTS, 100 


BEFORE THE WAR Britain was importing 
clocks and watches. Today, not only have 
these imports ceased, but large quantities 
are being exported. Here, at Smiths Eng- 
lish Clocks, Ltd., London, the Minister of 
Supply, G. R. Strauss, MP (left), inspects elec- 
tric clocks for export. With him is Sir Allan 
Gordon Smith, chairman of the Smiths Group 
(right) and the works manager, E. C. Peskett, 
MBE. 
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REFRIGERATORS. .. Sales by States, 1939-1947 





Maine. ... 

New Hampshire.. 
Vermont. . . 
Massachusetts. 
Rhode Island 
Connecticut. 


New England, 
New York.. 
New Jersey. 
Pennsylvania 


Middle Atlantic. . 


Ohio 
Indiana... 
Illinois 
Michigan. . 
Wisconsin. . 





Minnesota ml 
lowa 

Missouri. . . 
North Dakota. 
South Dakota 
Nebraska 
Kenses ” 


West North Central. 
Seen. 
Maryland. . 
District of Columbie 
Virgittia...... 
West Virginia. . 
North Carolina. 
South Carolina 
Georgia... 
Florida. 


South Atlantic 
Kentucky 
Tennessee. 
Alabama 
Mississippi . 


East South Central. . 


Arkansas 
Louisiana. . . 
Oklahoma 
Texas. 


West South Central. 


Minaban. oe 
Idaho... 
Wyoming. . 
Colorado.... 
New Mexico 
Arizona... 
ie i 
Nevada....... 





Mountain... 
Washington 


California. ..... 


Total Sales 
(6 Years) 





7,880 | 
5,510 | 
3,729 | 
75,094 
9,714 | 
31,344 


10,812 | 
7,559 | 
5,464 

97,749 | 

11,905 | 

43,634 


17,559 | 
14,186 | 


2,548 
2,080 


1,092 | 
19,656 | 


3,484 


10,712 | 


9,786 
6,590 
3,994 
66,500 
17,174 
35,946 


17,182 | 
11,559 | 


5 623 


96,844 | 
26,241 | 


53,733 


65,767 
47,484 
27,298 

489,857 
92,333 

248,625 





Bcenenchdll 


177,123 


39,572 


139,990 


211,182 | 


971,364 





265, 854 
74,632 | 


182,911 | 


"523,297 | 


112,655 | 
49,323 | 


157,439 | 
91,223 
41,132 


451,772 


51,521 
35,073 
54,976 

3,880 

4,962 
14,870 
18,240 


108,588 


3,993 
24,406 
20,790 
31,318 
19,289 
34,327 
15,347 
27,527 
98,473 


205,470 
26,823 
32,573 


18,842 
11,232 


89,470 


11,941 
25,024 
21,496 | 
76,853 | 


135,314 | 


5,357 
6,921 
2,558 
13,248 
3,228 
5,058 
9,373 | 
1,780 


307,963 
107,024 
244,048 


379,024 
149,123 
309,067 


55,536 


21,840 
45,240 


278,581 
17,574 
162,356 


328,957 


122,461 | 
239,611 | 


1,615,915 
492,654 
1,183,233 





| 
659,035 | 


175,162 | 
78,834 | 


214,610 | 
140,302 | 
59,810 


837,214 | 


122,616 


458,511 


691,029 | 


3,291,802 





| 
| 
270,226 | 
| 
| 
| 


244,158 
104,789 | 
253,101 
188,179 | 
84,475 | 


35,776 
15,340 
37,076 
27,560 
12,376 


143,185 
57,913 


135,596 | 


99,850 
43,535 





203,685 _ 


92,158 
208,371 


153,388 | 
68,728 | 


914,621 
398,357 
1,006,193 
700,502 
310,056 





668,718 


| 
874,702 | 


128,128 | 


480,079 


726,330 


3,329,729 





75,672 
48,792 
70,933 | 
5,167 
6,118 
20,920 
25,259 | 


968,708 | 
38,975 | 
46,616 | 
30,568 | 
17,816 


133,975 175 | 
33,176 


25,591 
109,525 | 


98,367 
66,335 | 
93,192 | 


7,401 


14,404 
9,724 


13,624 | 


884 
1,092 
3,536 
4,940 


42,736 


35,746 | 


67,099 
5,991 


6,590 | 


18,372 
18,373 


63,417 
58,106 
97,781 
10,934 
10,934 
30,928 


27,366 | 


346,117 
253,776 
397,605 

32,813 

37,097 
112,783 
129,950 





48,204 


194,907 


301,466 


1,310,141 





1,300 
6,448 


5,668 | 


9,048 


5,668 | 


9,412 


5,044 | 


8,320 
6,812 





3,994 
30,954 
26,360 
27,359 
25,162 
32,951 
15,176 
30,354 


29,556 | 


7,185 | 
45,610 | 
37,800 | 


47,172 
38,738 
52,796 


24,680 | 


55,607 


54,358 | 


31,799 
184,346 
149,741 
217,956 
154,862 
240,989 
118,404 
220,702 
208,568 





173,720 | 


57,720 


363,946 


1,527,367 





25,162 | 
35.147. 
20,769 | 


12,781 


40,612 
57,794 
35,926 


29,493 | 


183,750 

243,093 

155,293 
91,141 











93,859 


156,825 


673,277 





25,262 | 
43,275 | 
31,811 | 
135,511 | 


14,978 


22,366 | 


19,171 
82,476 


24,680 
37,800 
35,614 


145,266 | 


100,314 
167,985 
138,363 
569,495 





188,053 | 


235,859 | 


34,580 | 


138,991 | 


243,360 | 


976,157 





8,083 
11,879 
3,012 
19,033 
5,358 
8,913 
13,803 
2,725 


10,351 
13,327 
4,177 
24,128 
5,663 
11,415 
17,928 
3,375 


1,508 
1,976 
624 
3,536 
832 
1,664 
2,600 
520 


7,389 
7,389 
2,796 

19,371 
4,593 
7,189 

10,384 
3,595 


10,622 | 


11,246 


4,374 | 
27,491 | 


6,560 
14,683 
17,182 

5,936 


43,310 
52,738 
17,541 

106,807 
26,234 
48,922 
71,270 
17,931 





47,523 


72,806 


13,260 


62,706 


98,094 


384,753 





34,155 
16,046 


53,401 
28,265 
200,773 


64,603 
36,937 
243,250 


9,464 
5,408 
35,620 


39,341 
26,560 
139,590 


55,607 
40,299 
235,862 


256,571 
153,515 
991,157 





136,062 | 
186,263 | 


282,439 








50,492 





205,491 





331,768 





1,401,243 





1,956,002 | 


2,718,714 


3,550,117 


520,000 


1,997,000 


3,124,000 


13,865,833 





* 1942 estimated on the basis of 1941 state percentages 
Prepered by Market Anelysis Department, ELECTRICAL MERCHANDISING, from figures compiled by Edison Electric Institute end the National Electrical Manufacturers Association 
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TWO YEARS STATISTICAL SUMMARY 





REFRIGERATORS 
1948 1947 
EE coivawclhs csc meme SS rere 3,400,000 
RIES ee re $255 
Ry SO | ere PE I cc. 6 Sms 64.600 $867,000,000 
(Jan. 1949) (Jan. 1948) 

_ i Xa SRRIRR INR, 5 co's 0 60s. 65,6 23,525,000 
I 5 oi as cs mi ee 9,525,000 





HE figures shown above tell their 

own story. Following the near- 

record sales of *1947 (previous 
high: 3,500,000 units in 1941), both 
production and sales of household 
electric refrigerators went on to new, 
all-time highs in 1948. While, in 1946 
and to a lesser degree in 1947, a good 
proportion of refrigerator production 
went into filling distributors’ and deal- 
ers’ pipelines, the unusually high sales 
volume achieved in 1948 revealed that 
the backlog of demand on the part of 
buying public was still far from satis- 
fied. This backlog of demand, inherited 
from the war years when refrigerator 
production was virtuaily at a standstill, 
is variously estimated to have com- 
prised some eight to 10 million units. 
With sales of close to eight million 
units in the past three post-war years, 
this backlog may be said to have been 
saturated. 

There are two or three important 
factors to be taken into consideration, 
however : 

1, The rate of sale pre-war (2-3 mil- 
lion units annually) together with a 331 
percent replacement factor. 

2. The record addition of some 
5,500,000 new electric customers to the 
lines in the past three years (a rate of 
growth not matched since the late 
1920's. 


24-YEAR SALES, 


on 

8 
J 

1) 


3. New housing construction esti- 
mated at some 850,000 dwellings in 
1947 and 900,000 in 1948. 

4+. High disposable personal income 
ratios obtaining in 1947 and 1948: esti- 
mated at $175 billion and $185 billion, 
respectively. 

5. A growing obsolescence rate of 
refrigerators in homes due to virtual 
abandonment of pre-war trade-in prac- 
tices on the part of retailers. 


The Replacement Market 


All these factors tend to maintain a 
continuing backlog of new refrigerator 
business; they tend to keep the weight 
of the scales on the side of the seller’s 
rather than the buyer’s market. Only 
in the closing months of 1948 has there 
been sufficient evidence—and that con- 
fined to metropolitan centers—that 
aggressive pre-war sales methods were 
being é¢mployed once more to move 
merchandise and explore the enormous 
potentialities of the replacement mar- 
ket. 

The necessity for cultivating the 
vast replacement market, if the present 
four million unit a year production 
pace is to be maintained, has long been 
recognized by responsible officials in 
the manufacturing end of the business. 
The lag has been confined to the dis- 
tributing end of the trade, which has 





been happily gathering the rosebuds of 
war-created backlogs. 

All this does not mean to imply that 
current sales records are being made 
without benefit of any replacement 
business. In 1948, some 30 percent of 
sales involved the replacement of old 
boxes. In 1941, however, just before 
the war, this ratio was 33 percent. But 
even the present ratio of replacements 
to new sales does not tell the whole 
story. The only valid indicator of in- 
dustry-wide replacement activity lies in 
the percentage of refrigerators taken 
by dealers on trade-ins. Prior to the 
war, this ratio stood at 22 percent. As 
of the last quarter of 1948, a survey of 
10,000 dealers conducted by this maga- 
zine showed that the ratio was as 
low as a meager 4.8 percent. In other 
words, some replacement sales are 
being made, but only on the insistence 
of the customer. The old box is being 
resold privately, or given away, and 
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still exists in operation as a replace- 
ment potential. Another thing: in 1941, 
a total of 15.4 percent of refrigerators 
taken in trade by dealers were being 
junked. Today, with less than five 
percent of sales involving trade-ins, the 
junking process has come to a stand- 
still (from a statistical standpoint) 
and the number of obsolete boxes in 
use is growing rapidly. 

In the year ahead, therefore, it would 
seem only prudent for dealers generally 
to examine with fresh eyes the busi- 
ness to be garnered in selling old 
refrigerator owners. The hard facts 
of competition, of supply exceeding 
ready demand, will be sufficient indi- 
cation to the wise. But there will be, 
unhappily, a fringe of dealers to whom 
only the obvious allure of price-cuts 
will appeal. 


Some 1948 Trends 


Apart from the apparent healthy 
state of the refrigerator business as 
evidenced in the new record of sales 
hung up in the past year, some note- 
worthy trends were established that 
will undoubtedly have a bearing on 
1949 business. These trends embrace 
such divergent subjects as design, 
price, supply and new markets. 

The trend in design, ever since the 
production lines started rolling after 
the war, has been to bigger capacity. 
The accompanying graph shows that 
in 1941, over 80 percent of the refrig- 
erators produced were of six cu. ft. 
capacity or under. In the two years 
prior to that the figures were 90 per- 
cent. In the year 1946 and 1947, how- 
ever, the picture was reversed: over 
90 percent were seven cu. ft. or over, 
Today, eight cu. ft. boxes command the 
interest and attention of the buyer. 

(Continued on page 264) 
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ELECTRIC RANGES. .. Sales by States, 1939-1947 





1947 


Total Seles 
(6 Years) 





Massachusetts 
Rhode Island 
Connecticut 





3,188 
2,833 
1,505 
10,448 
1,195 
7,304 


5,658 
5,300 
2,578 
18,837 
2,507 
12,606 


1,777 
1,665 
810 
5,918 
788 
3,960 


4,197 
2,455 
1,827 
12,962 
3,368 
9,107 


8,169 
6,157 
3,078 
25,693 
7,A59 
18,944 


26,942 
20,382 
11,409 
81,911 
16,270 
57,583 





26,473 


47 A86 


14,918 


35,116 


69,500 


214,497 





20,984 
6,198 
30,458 


32,803 
10,887 
56,940 


10,305 
3,420 
17,887 


25,866 
9,536 
39,114 


56,003 
21,431 
86,432 


160,917 
55,975 
253,577 





57,640 


100,630 


31,612 


74,516 


163,866 


470,469 





I at irks aac nde bakankwnher sitesinde 


Ilinois 
Michigan 
Wisconsin 


38,781 
20,674 
26,650 
39,179 
17,443 


58,444 
29,509 
43,618 
59,519 
27,933 


18,360 
9,270 
13,702 
18,698 
8,775 


47,279 
20,556 
32,433 
42,082 
14,218 


86,314 
44,400 
67,843 
71,987 
31,021 


273,403 
139,299 
203,935 
261,344 
913,852 





East North Central 


142,726 


219,023 


68,805 


156,568 


301,565 


991,833 





Minnesota 


Missouri 
North Dakota 
South Dakota 





West North Central 


Ne ia nan cena pensdudedertens cued 


District of Columbia 
Virginia 

West Virginia 
North Carolina 
South Carolina 


Florida 


South Atlantic 


Kentucky 
Tennessee. 
Alabama....... 
Mississippi . . . 


15,273 
7,216 
12,263 
2,568 
2,656 
2,523 
4,339 


22,561 
12,319 
20,126 
4,226 
4,083 
4,870 
5,945 


7,087 
3,870 
6,323 
1,328 
1,283 
1,530 
1,867 


15,588 
12,448 
18,044 
2,798 
2,569 
6,281 
5,539 


30,310 
24,272 
36,467 

6,159 

6,155 
13,735 
11,485 


103,639 
65,713 
103,018 
19,511 
19,310 
30,747 
32,462 





46,838 


74,130 


23,288 


63,267 


128,583 


374,400 








6,773 


8,323 
3,188 
11,687 
6,198 
11,953 


15,937 


13,107 





13,680 
5,873 
19,052 
9,526 
15,900 
22,203 


4,118 


4,297 
1,845 
5,985 
2,992 
4,995 
6,975 


13,533 


11,363 
7,594 
15,074 
7,023 
12,334 
16,502 


26,758 


24,272 
16,576 
33,862 
14,682 
30,547 
35,047 


69,910 


68,049 
37,706 
96,704 
43,905 
83,157 

108,826 





64,059 


99,341 


31,207 


83,423 


181,744 


508,257 








East South Central... . 
Arkansas 
Louisiana...... 


Oklahoma. . . 


West South Central 
Montana 
Idaho... 
Wyoming. . 
Colorado..... 
New Mexico. . 
Arizona. 
Utah. . . 
Nevada... . 
Mountain... 
Washington 
Oregon...... 
California. . . 


Pacific. 


2,744 
16,690 
8,677 
1,948 


4,369 
23,134 
13,322 

2,793 


1,373 | 


7,267 
4,185 
878 


6,110 
19,357 
8,964 





3,883 


11,366 
42,624 
29,614 

7,696 


28,263 
119,294 
63,021 
18,776 








30,059 


43,618 


13,703 


38,314 


84,300 


229,354 





1,107 
487 
885 

5,711 


1,767 

788 
1,671 
9,024 


540 | 


247 
540 
2,835 


2,969 
2,741 
2,683 

14,561 


6,275 
4,499 
6,157 

28,416 


13,315 

9,617 
12,495 
65,313 





8,190 





13,250 | 


4,162 | 


22,954 


45,347 


100,740 





723 
4,569 
723 


3,497 | 


4,338 
575 


2,391 | 
266 | 


7197 
4,516 


1,195 


4,656 
7,807 | 
931 

4,011 

430 
1,003 
7,520 
1,862 


1,462 | 


2,452 
293 
1,260 
135 
315 


2,363 | 
585 | 


3,483 
5,367 
1,085 
5,082 

199 
1,542 
6,681 
1,656 


7,933 

11,011 | 
1,895 | 
9,109 
1,302 
3,670 

13,379 
4,026 


22,576 
33,638 
5,075 
24,622 
3,129 
8,050 
39,028 
10,047 








12,885 | 


17,575 | 


8,865 


25,695 


52,925 





13,510 
10,292 
12,754 


19,966 | 
14,122 | 
15,052 | 


40,682 
23,349 
26,501 


12,780 


7,335 | 
8,325 | 


24,781 


19,243 
27,123 





56,122 
39,427 
60,621 





167,841 
113,698 
150,376 





36,486 


49,140 


28,440 


} 
71,147 | 


156,170 | 


431,915 





TOTAL UNITED STATES........ 


328,700 | 


442,700 | 


716,230 | 


225,000 


| 571,000 | 


1,184,000 


3,467,630 





* 1942 estimated on the basis of 1941 state percentages 
Projected to industry totals by Market Analysis Department, ELECTRICAL MERCHANDISING, from figures compiled by National Electrical Manufacturers Association 
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TWO YEARS STATISTICAL SUMMARY 





RANGES 
1948 1947 
J ee ae ere 1,200,000 
ie a ace anew a Average Retail Price.................. $230 
Pree eee $276,000,000 
(Jan. 1949) (Jan. 1948) 

ERAGE arenes Homes Owning............... 4,789,000 
pS Ee eee 28,261,000 





UTOMATIC electric cooking 
Axo another impressive stride 
forward during 1948 with 1,600,- 
000 converts added to the 5,000,000 
families already enjoying the advan- 
tages of flameless cooking. This record 
number of sales, following on the 1947 
previous record of 1,200,000 units, is 
evidence that, after many years of up- 
hill effort, the electric range is coming 
into its own volume-wise. Since the 
introduction of the first commercially 
successful electric range in 1910, it 
took over 20 years to sell the first 
million units. Two million were in 
use by 1938 and three million by 1942. 
The gap in the time it took to sell one 
million units was closing rapidly, but 
then the war intervened and produc- 
tion was not resumed again until 1946. 
The record of the last two years, there- 
fore, definitely establishes the electric 
range as an appliance with a sales 
future that must always be reckoned in 
the one-and-two-million annual unit 
sale bracket—the big time. 

Further evidence that the electric 
range is rapidly forging ahead in 
public acceptance is contained in the 
comparative figures for gas and elec- 
tric range sales. The giant gas indus- 
try, with close to 20 million domestic 
customers, was selling new gas ranges 
pre-war at a ratio of about 4} to one 
electric. With electric range produc- 
tion again in full swing, however, this 
ratio has declined to two to one. At 
the same time, it should not be over- 
looked that the electric range is faced 
with a new, aggressive and well- 
financed competitor, bottled gas. This 


industry made its greatest strides dur- 
ing the war years against virtually no 
competition. It got its start in areas 
beyond the gas mains, but today it is 
pushing vigorously into electrified 
territory and equally aggressive sales 
tactics on the part of the electrical in- 
dustry will be required to combat it. 


The Replacement Market 


An important future factor in elec- 
tric range selling should lie in replace- 
ments. In 1947, 81.7 percent of all 
range sales went to homes which had 
previously used some other form of 
cooking fuel. That means that 18.3 
percent went into homes using an old 
electric range. This percentage of re- 
placement business is small, however, 
when one remembers that there were 
nearly three million ranges in use up 
to the year 1941. That means that a 
large proportion of them are 10 years 
old or more. Dramatic improvement 
in modern range design—high-speed 
units, double ovens, built-in pressure 
cookers, improved automatic controls, 
etc., should provide the impetus to 
bring many old range owners into the 
market again. 

It might be pointed out, too, that 
while replacements amounted to 18.3 
percent, trade-ins taken by dealers ac- 
tually comprised only 3.3 percent, proof 
that dealers have been busy supplying 
new customers for electric cookery 
rather than cultivating actively the re- 
placement market. Incidentally, in 
pre-war years the replacement busi- 
ness on ranges ran considerably higher 
than it is today. In 1937, it was 21.4 


percent; in 1938, 28.5 percent; in 1939, 
22.4 percent; in 1940, 21.1 percent and 
in 1941, it was 26.5 percent. Record 
sales of 1948, therefore, have been 
achieved without benefit of replacing 
obsolete units in service. 


When and Where Sold 


From the earliest days, electric range 
distribution has been closely identified 
with power company merchandising. 
As a load-builder, the range has long 
been teamed with the electric water 
heater as of first importance in utility 
planning to develop greater residential 
kilowatt-hour use and revenue. Rate 
schedules have been revised to promote 
electric range use and, even when util- 
ities have abandoned direct selling 
efforts on many appliance lines, they 
have continued to evince a lively in- 
terest in the range load. Capacity 
shortages alone during the past three 
post-war years have _ temporarily 
stymied power company programs to 
further develop this attractive range 
and water heater load. 

For many years, the pattern of dis- 
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tribution in the range business reflected 
this interest on the part of the utility 
companies. In the early 30’s power 
company sales of ranges comprised 90 
percent of the total range business. 
Over the years, however, electrical 
dealers have gradually. assumed the 
dominant place and power company 
sales declined in ratio. As of 1940, 
25 percent of the ranges sold were 
credited to power companies and 75 
percent to dealers. Even this figure 
is high, however, compared to washers 
where utilities only did three percent, 
or refrigerators with eight percent. 

From the standpoint of regional 
markets, figures for six year sales of 
ranges, comprising some 3,500,000 
units show the East North Central 
section of the country leading. This 
region includes the states of Ohio, 
Indiana, Illinois, Michigan and Wis- 
consin and they accounted for 28.6 
percent of the total. Nearest compet- 
ing region was the South Atlantic 
states with 14.6 percent and the Mid- 
dle Atlantic area (New York, New 
Jersey and Pennsylvania) was close 
behind with 13.5 percent. Surprising 
enough in view of their relatively high 
range saturation compared to the rest 
of the country, the Pacific Coast states 
of Washington, Oregon and California 
were in fourth place with 12.4 percent. 
Following, in order were the West 
North Central states with 10.8 per- 
cents; the East South Central with 6.6 
percent; the New England area with 
6.2; the Mountain states with 4.2 and 
the West South Central (natural gas 
area) with 2.9 percent. 

Seasonal variation in range selling 
is negligible. The spring months of 
March, April, May and June run a 
little heavier than the other months of 
the year, but only by one or two per- 
centage points. Except for the months 
of January and February, which usu- 
ally account for five to six percent of 

(Continued on page 278) 
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RADIO RECEIVER OWNERSHIP . . . by states, 1948 


RURAL-NONFARM | RURAL-FARM 

















New Hampshire. .. 
Vermont 
Massachusetts. . 
Rhode Island...... 


Connecticut 


New England 
New York 
New Jersey 
Pennsylvania 


Middle Atlantic 
Ohio 


Indiana 
Illinois 
Michigan. 


Wisconsin 
East North Central 


Minnesota 
lowa 
Missouri 
North Dakota 
South Dakota 
Nebraska 
Kansas 


West North Central 
Delaware. . 

Maryland. . 

District of Columbia 
Virginia. . 

West Virginia. 

North Carolina 

South Carolina. . 
Georgia........ 
Florida.......... 

South Atlantic 
Kentucky...... 
Tennessee....... 
Alabama 
Mississippi 





East South Central. ee 








West South Central 





Montana 


Wyoming.............. 

Colorado 

New Mexico 

Arizona..... 

eae 

Nevada.... 
Mountain.... 

Washington... 

Oregon. ... 

California 


Families 


273,900 
168,100 
108,500 
1,316,200 
210,600 


590,800 | 


2,668,100 
4,135,800 
1,247,100 
2,879,000 
8,261,900 


2,239,300 | 


1,139,700 
2,357,400 
1,741,900 

910,400 


8,388,700 | 


799,300 
765,000 
1,137,400 
136,600 
150,900 
375,300 
571,800 


3,936,300 


80,900 
585,200 
219,700 
728,000 
453,100 
860,200 
455,400 
811,700 
682,500 

4,876,700 
715,600 
793,200 
699,100 
533,600 


.| 2,741,500 


Radio 


95.1 
96.6 
95.7 
98.9 
98.8 
98.6 


96.8 
96.5 
95.4 


96.3 


97.4 
96.5 
97.5 
98.0 
97.6 


97.6 
97.1 
94.3 
96.9 
95.8 
95.7 
95.1 


Families 


260,500 
162,400 | 
103,800 

1,301,500 | 
208,100 
582,500 | 

2,618,800 | 

4,001,700 

1,903,800 

2,746,700 


7,952,200 


2,1F0,670 
1,999,200 
2,297,800 
1,707,700 

888,800 


780,200 
742,500 
1,972,800 
132,300 
144,600 | 
359,100 | 
543,800 | 


Families | Radio 


Radio 


Families 


lo 
Families | Radio 


Radio 


Families 


| 
| 


| (7 
Families | Radio 


| 


| 


Radio 


Families 





98.3 
98.3 
98.8 
99.1 
99.0 


99.0 


98,800 
86,700 
32,800 
1,143,500 
187,600 
377,500 


124,100 
58,800 
43,600 

131,400 
18,600 

182,100 








93.9 
95.1 
95.2 
97.5 
97.3 
98.2 


116,500 
55,900 


41,500 | 
128,100 | 
18,100 | 


178,800 


49,300 
21,100 
31,700 
31,100 

2,500 
27,400 


91.7 
93.8 
93.1 
96.1 
96.0 


95.6 | 


| 
| 


45,200 
19,800 
29,500 
29,900 

2,400 
26,200 





6,234,600 | 


1,545,300 | 
654,500 | 

1,755,500 

1,197,000 
514,400 


97.4 8,174,700 5,666,700 


421,200 | 
326,000 

616,900 | 
23,600 | 
31,600 

146,200 | 
252,800 | 


99.0 


1,926,900 


558,600 | 


538,900 


163,100 


153,000 





96.8 
96.3 
95.6 


3,269,100 | 


953,300 
1,787,700 


570,600 | 
224,200 | 
790,600 


97.2 
97.5 
95.9 


554,600 
218,600 


758,200 


189,300 
33,400 
219,200 


94.0 
95.5 
91.6 


178,000 
31,900 
200,800 





96.4 


6,010,100 


96.6 


1,531,400 | 


441,900 


410,700 





97.8 


97.1 | 


97.9 


98.4 | 
98.4 | 


1,511,900 | 
635,800 | 


1,719,300 
1,178,300 


506,400 | 


| 1,585,400 | 


421,200 | 
261,600 | 
347,100 | 
338,300 
185,700 





97.1 
96.5 | 
96.7 | 
97.8 | 
97.3 | 


408,800 
252,400 
335,500 
330,700 
180,600 


272,800 
223,600 
254,800 
206 600 
210,300 


95.3 
94.6 
95.4 
96.2 
96.0 


259,900 
211,600 
243,000 
198,700 
201 ,800 





5,551,700 


1,553,900 


97.0 | 


1,508,000 


1,168,100 


95.5 


1,115,000 





98.2 


97.3 | 
96.1 


971.9 
96.8 


96.9 | 
95.9 | 


413,600 | 


317,200 


592,800 | 
23,100 | 


30,600 
141,600 


242,400 | 


160,900 
181,600 
238,100 
35,300 
38,900 
96,500 
155,800 


97.8 | 
96.9 

94.3 
96.3 
95.6 
95.8 
95.6 


157,300 | 
176,000 | 
224,500 | 


34,000 
37,200 


92,400 | 
148,900 | 


217,200 
257,400 
282,400 

71,100 

80,400 
132,600 
163,200 


96.4 


209,300 
249,300 
255,500 

75,200 

76,800 
125,100 
152,500 








95.9 3,775,300 | 1,818,300 


95.3 
95.7 
96.8 
88.9 
91.8 
87.1 
83.2 
83.3 
86.9 


77,100 | 
540.900 
919,700 | 
646,900 
416,000 
749,300 
379,000 
676,500 | 
592,900 





| 88.40 


4,310,600 | 





| 88.8 


86.9 
| 82.7 | 


| 719.9 | 


635,200 | 
689,500 

578,300 | 
426,300 | 





} 
| 85.0 





84.0 
84.2 
89.5 
88.2 | 


430,600 | 
564,900 | 
576,700 | 
1,722,900 | 





87.2 | 


3,295,100 | 





138,800 | 
129,900 | 


73,500 
315,700 
132,100 
172,800 
157,700 

41,600 


1,162,100 


97.2 
97.3 
97.0 
96.7 | 
90.6 
93.6 
98.4 | 
96.4 


134,900 | 
126,400 | 
71,300 | 
305,300 | 
119,700 | 
161,700 
155,100 
40,100 





95.9 





673,000 
477,900 


97.8 
97.4 
98.2 


1,114,500 | 


1,761,300 


907,100 


870,300 


1,210,900 


1,143,700 





397,100 


96.0 


96.6 | 


40,700 
353,800 
212,700 
269,700 


131,800 | 


26,000 





246,200 | 
121,800 | 
292,200 | 


348,300 


25,100 


158,100 





12,500 


11,300 








2,231,600 


2,017,200 


1,321,100 


| 1,190,200 








255,400 
338,200 
265,200 
149,400 


237,000 
298,900 
223,500 
119,700 


177,000 
170,600 
162,700 
104,100 





264,700 
266,200 
247,700 
263,700 





1,008,200 


879,100 


614,400 


1,042,300 





159,000 
347,400 
303,000 

1,061,800 


136,500 
298,500 
277,300 
945 400 





127,200 
158,800 
151,900 
435 600 


207,600 
140,600 
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TWO YEARS STATISTICAL SUMMARY 


RADIO RECEIVERS 





1948 1947 
S Sarr es eres 17,049,000 
$4 3 oh 2 ee ere a er $50 
$586,950,000 ..........-. Oe eee $854,016,250 
] 
ED sc x amarame was FM-AM Units Sold .............. 1,227,400 
eS aes 2g Average Retail Price.................. $25 53 
eer Nn cdc ais @ ax eee $310,532,200 
oon = rs eS a te Television Units Sold.............. 178,600 
EES Serena rer er $4 86 
3335, | EE re SN so) i-aca 3,6 0:00 5 oes $86,896,050 
eS ere sd re 18,500,000 
$7 ae aan $68 
TR kT | eee Retail Value............ $1,251,444,500 
(Jan. 1949) 

pL ee ee *Homes Owning Radio. .... . —_ 
tS re *Homes Without Radio. ..... — 
2 2 arr rre Homes Owning Television. ... . — 
eer Homes Without Television. ... . — 


*Based on 39,950,000 Total Homes—Broadcast 
Measurement Bureau, 1948 





ELEVISION so dazzled the 
public in the spring of 1948 that 
radio sales fell off sharply in 
areas having video service, faltered in 
those expecting it, and hesitated mo- 
mentarily even in sections of the coun- 
try that may not have picture service 
for several years. This aggravated 
the usual summer decline in the busi- 
ness and caused distinct uneasiness 
among manufacturers, distributors and 
dealers. Still not entirely dissipated, 
this uneasiness was ameliorated to 
some extent by a resumption of near- 
normal demand in the last four months 
of the year for certain types of sets. 
Television apparently cut most 
heavily into the demand for conven- 
tional a-m broadcast table models list- 
ing at $12.50 and up, radio-only con- 
soles, and table-model radio-phonos 
designed for a-m only. Declines were 
less severe in connection with straight 
radio consoles incorporating f-m as 
well as a-m tuning. Table-model a-m 
sets listing under $12.50, compact 
a-m/f-m radio-phonos and a-m/f-m 
tadio-phono consoles sold about as 


well as in 1947, and_ table-model 
a-m/f-m radios actually registered 
gains. 


Further sweetening an otherwise as- 
tringent market were increased port- 
able and automobile-radio sales, plus 
continuing slow but steady build-up 
of demand for wire and tape home re- 
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corders. The promise of long-playing 
phonograph records, while not a fac- 
tor, due to their introduction in mid- 
season, also helped morale. 

Television, discussed in detail else- 
where within this issue, will undoubt- 
edly continue to dominate the radio 
business, of which it is part and par- 
cel this year from a broad national 
standpoint. Radio industry dollar vol- 
ume, including television, is certain to 
reach the highest total since the war. 
Speaking strictly of audio equipment, 
the following trends seem to be indi- 
cated: 

Inexpensive straight a-m broadcast 
table models desired as extra sets for 
the bedroom, kitchen and elsewhere in 
homes already possessing more elabo- 
rate equipment, or in new ones re- 
quiring a minimum entertainment 
investment, should be in moderately 
healthy demand but higher prices will 
probably be commanded only if such 
sets also incorporate f-m tuning. 

Except in areas remote from f-m 
service it is likely that f-m as well as 
a-m reception will be mandatory in 
consoles if any volume is to be 
achieved, or, at very least, an auto- 
matic record player. It may very well 
be that both f-m tuning and an auto- 
matic record player will be required. 

The desirability of including f-m as 
well as automatic record players in as 
many models as possible, even com- 


1949 





pacts, can scarcely be overestimated 
despite the fact that since the advent of 
television f-m has admittedly lost some 
of its recently generated promotional 
steam. Most students of the business 
feel that sufficient steam has already 
been generated to carry f-m over 
through the initial stages of public pre- 
occupation with pictures and that some 
lost momentum can and should be 
picked up again in 1949. 

The need for f-m as a means of in- 
creasing unit sales prices becomes 
particularly acute when it is realized 
that while portable radios are an im- 
portant factor they cannot possibly 
support the entire industry, and when 
it is realized that increased automo- 
bile-radio sales predicted for next year 
will for the most part continue to go 
through car dealers. Then too, the 
record business is substantially off and 
it is still too early to judge whether or 
not the introduction of long-playing 
types can pick up the load in the next 
12 months. 


Future Design Trends 


Manufacturers, as well as the public, 
are currently preoccupied with tele- 
vision so there is little to report with 





respect to future design except in this 
field. Some few things are worth not- 
ing, however, as follows: 

The “home-entertainment center” 
using a video receiver as its core is an 
idea that seems likely to spread, even 
if it is to some extent grasping at a 
straw. This is one way to sell a 
variety of home-entertainment pack- 
ages, though it must be done piece- 
meal. 

The days of separate f-m tuners 
intended for attachment to existing 
a-m radios and straight phonographs 
are numbered and the importance of 
such items will decline in direct pro- 
portion to the speed with which manu- 
facturers incorporate f-m in a-m com- 
pacts, consoles and combinations. 
There will, however, probably be an 
intermediate phase in which a sub- 
stantial number of compact f-m receiv- 
ers having their own audio systems 
and loudspeakers can be sold. 

Efficient tuning indicators, badly 
needed in most f-m sets, will probably 
make their appearance sometime during 
1949. 

Tape will give wire a run for its 
money as a medium for home record- 


ing, End 
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The Only COMPLETE Home 


Model 4© DE LUXE SUPREME 


Equipped with attractive au- 
tomatic timer that rings bell 
and shuts off washer to save 
steps and time on washday. 
Superbly designed for out- 
standing beauty in every de- 
tail. Complete “Flow-Line” 
styling with eye-catching 
chrome trim and fittings. Ex- 
tra large, covered ball bear- 
ing wheels make washer very 
easy to move. Unequalled for 
customer appeal. Its overall 
appearance is so outstanding 
that your customers can't help 
being convinced of its un- 
matched value. 

















Laundry Line... 








venience and beauty of ap- 
pearance that make housewives 
buy! Dual thermostats and 
heating elements so that ends 
of shoe can be operated at 
different temperatures. Roll 
operates at 4!/, r.p.m. for 
heavy fabrics, 6!/, r.p.m. for 
linens, remains stationary for 
pressing. Lots of space for 
working convenience . . . three 
long hanger bars, two disap- 
pearing end shelves and fold- 
ing lap shelf all add to the 
powerful sales one of the 
“De Luxe” model. 





matic washer that housewives 
— and dealers — have been 
waiting for. Has the famous 
“SUDS-MISER" that permits 
use of the same soap and 
heated wash water for two or 
more loads. Gentle, thorough 
SURGILATOR action gets 
clothes cleaner than any other 
washing method. Rinses seren 
times—eompletely, thorough- 
ly. Completely automatic cy- 
cle — can be adjusted any 
time, any way. Non-bolt-down. 
Top opening for easy loading. 
Matchless, modern styling. 


“A small, easy-to-store washer 
built to “big washer” stand- 
ards in every detail. High 
quality gears sealed in oil... 
standard agitator properly de- 
signed for full washing effici- 
ency in six-gallon tub... 
bonderized, baked enamel fin- 
ish . . . drain pump . . . de- 
tachable wringer . . . washes 
3-lb. load as well as any stand- 
ard washer. A big seller for 
apartment, trailer, and cot- 
tage dwellers . . . new moth- 
ers, brides, and career girls. 
Does the whole family wash- 
ing — even dirty overalls! 























Mode! 3O bE LUXE 


Added sales appeal — more 
profits for you. Beautifully de- 
signed with “Fiow-Line™ covers 
for wringer gear case and 
wringer standard. White en- 
amel fittings and chrome trim 
improve appearance. Lever 
adjustment for wringer adds 
convenience, automatically in. 
dicates pressure setting. Con- 
venient motor switch elimi- 
nates need for removing cord 
to stop motor. 6-vane, double- 
wing surgilator increases num- 
ber of cleansing currents, 
speeds up washing. Giant 9- 
Ib. capacity. 


a hile — 


m =tects ironer from dust, serves 


as extra table space when 
closed . . . open, it provides 
space to put finished clothes. 
Disappearing end shelf gives 
more space for folded pieces. 
The “Standard” rolls easily on 
large casters to most pleasant 
work location. Ample clear- 
ance between roll and table 
so finished pieces cannot wrin- 
kle as they come off roll. An 
eye-appealing ironer at a 
moderate price. 


4 


pee’ Pe 


“perfect follow-up sale for the 


automatic washer. Furnished 
with gas or electric drying 
units. Safe controlled drying 
. . . completely automatic with 
selective temperature control, 
timer, and automatic shut-off, 
Housewife can dry clothes to 
exact degree she wants. Built 
to give maximum moisture re- 
moval for fuel consumed. 
Available soon. 


NINETEEN HUNDR! 
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Model 20 sTANDARD 


Economy with extra utility, 
well-styled appearance. Hi-leg 
design adds extra beauty and 
stability. 3-vane, double-wing 
aluminum surgilator reduces 
washing time, gives additional 
washability at top of tub. Wa- 
ter return board automatically 
turns to carry water off in right 
direction. Porcelain enamel 
tub. Bonderized, baked enam- 
el finish on chassis and wring- 
er. Gray enamel fittings. Giant 
9-lb. capacity for fewer loads. 


Mode! 10 LEADER 








A utility washer for budget 
buyers. Gives you a price lead- 
er to advertise . strong 
competitive merchandising. 
Porcelain enamel tub . . . 
bonderized, baked enamel 
—_ finish . . . plated wring- 

. 3-vane ; deen agi- 
oft 7-lb. ca pacity. Built 
without the “extras” of higher 
priced models, but does an 
excellent washing job. You can 
sell it with confidence . . . and 
use it as a merchandising tool 





ents, for step-up sales. 
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ovides _—_ 2 Has full-size 26" x 6" roll . 
lothes. large polished chrome steel q 
gives shoe . . . thermostatic heat @* 
pieces. regulator . . . both knee and od Is 
sily on hand shoe controls for operat- 
easant ing speed and efficiency. Life- 
clear- time finish of baked-on, bond- 
—_ erized enamel. A fine ironer 
in- . . . and a marvelous price bl k £ k t 
oll. An & 4 7 
pe leader. ah q* y ou a aad 








for easier selling 


Handling WHIRLPOOL — the only complete home You stock a single line of parts . . . your service de- 
laundry line — increases sales effectiveness and reduces partment learns a single group of related machines. 


costs for you these five ways: 
Y y @ You cover the market — for price and product — 


ontrol, @ You have a single story of unmatched quality in every without confusing your customers with many brands. 
\ut-off ° . . 
t f f 
hes to detail of oonetnes an ae See Se eeey Goes @ WHIRLPOOL washers and ironers quickly establish 
+ Built these ten beautiful models. : : 
ode a reputation for quality and performance that keeps 
@ Your sales force can do a concentrated job — know prospects coming your way. 


the line more thoroughly, sell it better. 
So it's WHIRLPOOL for lower selling costs, more vol- 


@ WHIRLPOOL service calls are few and far between. ume, bigger profits! Ask us for full information NOW. 


VISIT US AT THE CHICAGO SHOW BOOTH 508-B AMERICAN FURNITURE MART — JANUARY 3-15 
¢ 


HLPOOL 


RPORATION =: St. JOSEPH, MICHIGAN, U.S.A. '® Soreds: Jone Inglis tie SOM g 


2. 
Toronto, Ontario ae 
« 


nufacturers of the World’s Finest Home Laundry Equipment thos gu® 
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THIS DOES IT! 
“RUBBERIDE” 


... MOLDED MOTOR 
AND PROPELLER MOUNTINGS 
THE SENSATIONAL NEW MOTOR- 
NOISE SILENCER 
50% QUIETER (at low speed) 


than ever before, by actual 
Decibel tests 


Other outstanding FEATURES of the 
Meier Line for '49 ... Welded Steel 
Case + Beautiful Off-white Baked-on 
Enamel, with Chrome Trim « Attractive, 
Safe Protective Grill + Lighter Weight « 
Much Thinner « Adjustable to Most 
Standard Windows « Patented Quiet 


Nwair * WIN D OFANS: GA — 
Iwo Great Lines for 49 


with the greatest improvement ever made in Window Fan Construction 


Now you can sell BEAUTY and EFFICIENCY in Window Fans, with all the annoying 
motor noises completely done away with. For, Meier engineers have found the 
secret of silence in window fan performance. 

Now, you can offer all this with the assurance that back of you is the Meier world- 
wide reputation for dependability and quality, plus almost half a century of ex- 
perience in producing electrical equipment. 


Ask your jobber salesman . . . or, write today for full facts about the complete Meier Lines for '49. 
Four New, Improved Models ... 12”, 16” and 20” Windofans and the famous FILT-R-FAN. 


ri ih ) RS 
FAMED FOR DEPENDABILITY ul 4@'904/ THROUGHOUT THE WORLD 


MEIER ELECTRIC & MACHINE CO., INC. 
3523 E. Washington St., Indianapolis 7, Indiana 
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EXT to television, more dizzy 
N prophecies were made for 

home freezers during the war 
years than any other new home appli- 
ance. Wartime food shortages, high 
prices and OPA restrictions on quan- 
tities brought the public in mad scram- 
bles to buy old ice-cream freezers and 
re-convert them into home freezers. 
Pre-war, some 50,000 freezers, of vary- 
ing sizes, capacities and performance 
records had been installed in homes, 
according to the best available esti- 
mates. In 1945, some 20,000 freezers 
were made, but the war was hardly 
over. Not until 1946 did a horde of 
new manufacturers invade the field and 
begin to boost freezer sales into volume 
business. In that year, 210,000 units 
were produced; in 1947, the total was 
boosted to 450,000 units and in 1948, 
freezers hit a new annual record of 
675,000 units. 


Over the Hump 


Up to the present writing, therefore, 
an estimated 1,500,000 home freezers 
have been installed, or 4.26 percent of 
the wired homes in the country. While 
this record falls far short of the roseate 
predictions of pre-war hopefuls (who 
envisaged sales of one to three million 
units a year) it is a definite sign that 
the home freezer has arrived and has 
begun to take its place as a wanted and 
accepted piece of household equipment. 
The records of sales of other major 
appliances reveal that, once the mil- 
lion-mark in ownership has _ been 
passed, the annual sales rate begins to 
accelerate. -It would seem conserva- 
tive, therefore, to predict that home 
freezers will be selling at the annual 
rate of one million units or more from 
1949 on. Nor is there any reason to 
doubt that they will hit a two and 
three million annual clip in the years 
ahead as refrigerators did before them. 

It might be noted, too, that some 
400 manufacturers had made plans to 
invade the home freezer field after the 
war and that about 185 finally reached 
the point of producing units. The 
mortality in this blue-chip business 
has been considerable, however, and 
today, according to ELEcTRICAL MEr- 
CHANDISING’s latest Directory of Ap- 
pliance Manufacturers, only 85 con- 
cerns are listed. This is still a lot 
of companies and private estimates 
put the actual factors in the business 
at about 25. As competition increases, 
it is reasonable to predict that only 
those who are well-financed and have 
hard-hitting merchandising plans will 
continue to survive. 


Freezer Sales Arguments 


Appliances winning the greatest 
public acceptance over the years have 
usually performed four valued services 
for the buyer: They have saved time, 
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money and labor and, in addition, have 
had a pride-of-ownership appeal. The 
home freezer rings the bell on all four 
counts. But the priceless ingredient 
necessary to transform these owner- 
benefits into sales is education. Ma- 
chines can’t sing their own praises. In 
the case of the home freezer, which 
performs an entirely new service in the 
home, rather than replacing an old 
one, the need for telling the product 
story is even more important than in 
the case of other devices. Shortly 
after the war, there was a widespread 
notion that freezers would sell them- 
selves, that the public demand built up 
over the war years would be sufficient 
to move all the merchandise that could 
be produced. We know now that this 
type of thinking was wrong. We have 
learned the hard way over the past 
two years that we must educate our 
prospects to the benefits and services 
of home freezing, just as we sold them 
on the benefits and plus values of elec- 
tric refrigeration. We've got to tell 
them the story of quantity buying, of 
marketing time saved, of money saved 
in seasonal buying, of new convenience 
in meal planning, of year round food 
variety, of speed in preparation of 
foods, of savings from left-overs and all 
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It has been said before, but will bear 
repeating, that the best home freezer 
salesman is an owner. The word-of- 
mouth advertising done by owners, the 
enthusiasm they impart to neighbors, 
is testimony to the satisfaction the 
freezer affords. As in the case of the 
dishwasher, it would not be far-fetched 
to say that a good part of the selling 
function has been performed by present 
owners. One of the first steps in 
organizing for volume sales, therefore, 
should include widespread freezer 
ownership by dealers and their sales- 
men. A second step should be operat- 
ing demonstrations of freezers in deal- 
ers’ stores. One live display is worth 
half-a-dozen dead ones. Other steps 
should include those tried-and-true 
specialty selling methods that have 
proven successful over the years in 
the case of washers, cleaners, refrig- 
erators and other devices. They in- 
clude advertising, outside canvassing, 
follow-up, home demonstrations, using- 
the-user, sales literature and the like. 
Freezers won't sell themselves, as many 
dealers have found out. 


Growth of Freezing 


A valid indication of the demand of 
the public for frozen food storage 








the other benefits stemming from facilities may be noted in the rise in 
freezer ownership. the number of commercial locker 
TWO YEARS STATISTICAL SUMMARY 
HOME-FREEZERS 
1948 1947 
Re eee iS. 55:16 .4drwiareie te onalateis 450,000 
as 6-4-5 0.01% «,0'sia god Average Retail Price.................. $287 
“ $202,3500,000 . 0... 222 eeee es ee eee . -$129,150,000 
(Jan. 1949) 
= Arr Homes Owning......... _ 
ee ee ee Home. Without ........ — 
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plants. Ten years ago there were less 
than 500 of these plants in operation 
throughout the country. Today there 
are approximately 8,000 in existence, 
with over 2,000,000 lockers serving 
8,000,000 people. If you add those 
2,000,000 lockers to the 1,500,000 home 
freezers in use, you have a total of 
3,500,000 freezing units already in the 
service of the public. Some three- 
quarters of these locker plants are lo- 
cated in rural communities—evidence 
that the farmer has been the first to 
take advantage of freezing and storing 
meats and garden produce. But with 
300 companies packing frozen foods, 
40,000 stores selling them and millions 
using them, it becomes obvious that 
the business has developed beyond 
merely rural limits. The background 
for the growth of the frozen food busi- 
ness and the subsequent sale of home 
freezers, therefore, has already been 
prepared. Locker plant operators 
themselves have acknowledged the fact 
by actively entering into the sale of 
home freezers to their own patrons. 
Where, at one time, it was considered 
that commercial locker plants were in 
direct competition with home freezing 
units, now it is recognized that they 
perform a dual function—bulk storage 
in the plant and convenience storage 
in the home.. Any way you look at it, 
the fact remains that the customer is 
sold on the frozen food idea and will 
use both mediums to carry out his 
plans for storage. 


Storage Capacities 


This brings up another question: 
What size unit will the average family 
purchase? We have some data on the 
question from past experience to use 
as a possible guide, but the evidence 
would seem to show that consumers 

(Continued on next page) 
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Exeldiue Foadiitd. 


HELP TO SELL RANGES FOR YOu! 


@ The TK Monotube—with the distinctive swivel-arm con- 
struction—is easily moved to an upright position for quick 
cleaning, even when hot. No need to let spilled foods smoke 





and burn until the unit cools. 


The Monotube is flat, not round. Presents a greater utensil- 
contact area—insures greater heating efficiency and faster 
cooking. 

Y The heating element stays flat—maintains its original efficien- 


cy for the life of the unit. Quicker and lower-cost cooking are 
assured, year after year. 


Here are outstanding, easy-to-demonstrate features that will 
quickly be seen and understood by Mrs. Range Buyer. She 
will appreciate the smart and sturdy design of the TK 
Monotube. You'll find the Monotube easier to sell than to 
sell against. 


REPLACEMENT UNITS NOW AVAILABLE. The TK Monotube is now made for, 
and is being used in practically all types of electric ranges, old or new. Ask your 
distributor about the Monotube Pack, or write us for a copy of the new Monotube 
Replacement Catalog. 





Home Freezers 
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will follow a fairly close parallel to 
the refrigeration business. In the 
early days, customers bought four- 
and five-cubic feet boxes; just before 
the war, 80 percent of sales were in the 
six-cubic feet range. Today, however, 
seven- to nine-cu. ft. boxes account 
for 90 percent of all sales. In other 
words, succeeding refrigerator pur- 
chases involved a larger and larger box 
and even new purchasers did not start 
with small capacities, but seem to have 
been educated to the point where 
bigger boxes were bought as a matter 
of course. 


Breakdown by Sizes 


Comparable figures on the home 
freezer business are not available to 
date. There is not enough experience 
over the years to provide them. But 
a Department of Commerce study in 
1946 showed that of all home freezers 
sold in that year, 47 percent were in 
the 8-12 cu. ft. category; 34 percent 
were under six cu. ft.; 12 percent were 
boxes ranging from 16 to 20 cu. ft. and 
eight percent were over 20 cu. ft. Two 
years later, in 1948, NEMA manu- 
facturer members reported that the 
bulk of sales (25 percent) were in 
the 7-9 cu. ft. group; that 17 percent 
were confined to five cu. ft. and under; 
that another 17 percent were in the 
11-13 cu. ft. class and that 16 percent 
comprised the 5-7 cu. ft. group. Larger 
sizes accounted for a smaller percent- 
age of sales. In other words, two- 
thirds of all freezers sold by NEMA 
members were under the 10 cu. ft. 
range. 


Big Freezers on the Farms 


Obviously, the rural market accounts 
for more of the big jobs, the 20 to 60 
cu. ft. freezers, including walk-ins. 
But the two-thirds market is repre- 
sented by semi-rural, suburban and 
urban homes where the five to six cu. 
ft. freezer has been the rule rather 
than the exception. In this connec- 
tion, we may note another phenome- 
non: the sale of thousands of new re- 
frigerators with two-temperature com- 
partments, one for regular storage and 
one for frozen food storage. These 
frozen food compartments in refriger- 
ators generally accommodate about 14 
to two cu. ft. of frozen food. Their 
appeal is primarily to an urban market 
where convenience of storing frozen 
food, bought in small quantities from 
local stores, is the paramount sales 
feature. But the seed is being planted 
for these customers to grow into 
potential freezer users. They may buy 
four to six cu. ft. freezers for storage 
only, but they will be in the market in 
considerable numbers in the years 
ahead. 


Good Prospects 


All in all, the prospects for continu- 
ing volume sales in this relatively new 
class of business would appear to be 
excellent. And, as in the case of re- 
frigerators, the replacement market 
will become an important factor in 
years ahead. End 
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Piefewed ty MANUFACTURERS OF 


QUALITY TELEVISION RECEIVERS 


Now, with NorELco PROTELGRAM 
supplying perfected picture projec- 
tion, HALLICRAFTERS — another lead- 
ing producer of quality television 
receivers—is bringing to the discrimi- 
nating user large-screen, clear-view 
television entertainment. 

The large distortion-free 16” x 12” 
picture—a full 192 square inches—is 
free from discoloration. NorELCco 
PROTELGRAM reproduces picture 
tones in true black, gray and white 


NORTH AMERICAN | 3 
PHILIPS 3 
COMPANY, INC. 


americAN PHILIPS COMPANY, INC. 


- TM-1, 100 EAST 42nd STREET, NEW YORK 17 . 


SN CANADA: PHILIPS INDUSTRIES LTD, 1203 PHILIPS SQUARE, MONTREAL @ EXPORT REPRESENTATIVE PHILIPS EXPORT CORPORATION, 100 EAST 42ND STREET, NEW YORK 17, N. Y. 
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without glare or eyestrain. And, be- 
cause NORELCO PROTELGRAM large- 
screen projection permits normal 
viewing at less than 5 feet and up- 
wards, it is ideal for either small or 
large groups. 

More and more of America’s lead- 
ing producers of quality television 
receivers are making dependable 
large-screen, clear-view projection 
television an actuality with NorELco 
PROTELGRAM. 





1949 


@ The Hallicrafters Model No. T-68 incorpo- 
rates the PROTELGRAM system with 16” x 12” 
viewing screen in a classic mahogany Chippen- 
dale cabinet measuring 40” x 26” x 22%”.. 














@ The ProTe.craM projection 
system consists of a specially 
developed 2%” projection tube, 
an optical box with focus and 
deflection coils, and a 25 kv 
regulated power supply unit. 
Compactness and flexibility 
make possible large-picture 
television in average size 
radio-phonograph consoles, 
consolettes and table model 
television receivers, 
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ITH a dozen years of develop- 
ment and testing behind it, the 
automatic clothes dryer is now 
coming into its own sales-wise. Its 
commercial introduction to the public 
dates back only over the past three 
post-war years. Yet from a start of 
only 2,000 units in 1946, sales jumped 
to 58,000 units in 1947 and zoomed to 
75,000 units in 1948. Nor is it diffi- 
cult to find the reasons for this rapid 
public acceptance of what was a prac- 
tically unknown major appliance be- 
fore the war. The clothes dryer adds 
the final missing link to the mechan- 
ization of laundry work in the home. 
It was an important link, too, because 
the time and labor involved in lugging 
heavy baskets of clothes to the line and 
back nullified much of the labor-saving 
gains in the washing and ironing proc- 
In addition, the housewife was 
at the mercy of the weather. Accord- 
ing to the last edition of the U. S. 
Meteorological Year Book, 180 Ameri- 
can cities have cloudy or partly cloudy 
weather about 70 percent of the time, 
which would mean an average of only 
2.07 clear days each week. Then 
there is the added hazard of soot and 
dirt in the air, a condition common to 
large industrial areas. The health 
angle, of course, is obvious: Hanging 
wet clothes in freezing weather is con- 
ducive to colds and other ailments. 
There are a host of other reasons 
that have prompted women to buy dry- 
ers. Apart from the elimination of 
hard work in this intermediate step 
in the home laundry operation and 
freedom from age-old dependence on 
the weather for good drying condi- 
tions, we may list the following argu- 
ments culled from various surveys of 
dryer-users : 


ess. 


1. Limitations of space for clothes 
drying in many urban areas. 

2. Clothes are dried with the proper 
degree of dampness for ironing. 
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TWO YEARS STATISTICAL SUMMARY 
CLOTHES DRYERS 





(Jan. 1949) 


175,000 


35,030,000 


Units Sold 
Average Retail Price 
Retail Value 





. Operating costs are reasonable. 

. Clothes emerge soft and fluffy and 
many items need no ironing. 

5. Wear and tear on clothes from 
wind is done away with. 

. Prejudice of many housewives’ to 
hanging clothes indoors in incle- 
ment weather. 

. Hundreds of steps saved in getting 
clothes out and in from line. 


Time-saving, of course, is still the 
biggest argument. Hamilton Mfg. Co., 
which pioneered the clothes dryer, had 
about 5,000 units in use before the war. 
Recently they queried 500 owners on 
their experience and found that 99 per- 
cent saved time by using the dryer, 
anywhere from one to five hours on a 
washday. 


The Dryer Market 


Basic market for any electrical appli- 
ance is the number of wired homes. As 
of January 1, 1949, this figure was 
over 35,000,000. Of these, 23,500,000 
were urban customers, 7,300,000 were 
rural non-farm and 4,200,000 were 
farm customers. With less than 200,- 
000 dryers sold to date, saturation is 
still less than one percent. Sales will 
be chiefly to new customers, therefore, 
and replacement potentials lie only in 
the future. 

The size of the potential market for 
clothes dryers, however, is subject to 
some limiting factors: 


1, Initial cost of the product. 

2. Installation cost of the product. 

3. The need for 220-volt service in 
electric models, 

4. The tendency of sales to be made 
to,present owners of washers. 


Let’s look at some of these factors 
in a little more detail: 

Initial Cost: The average price of 
electric clothes dryers varies between 
$225 and $250, close to the same price 
range of refrigerators, washers, 


ranges, dishwashers and console radio 
sets. As these other devices have sold 
into the millions, there is nothing in 
the price to prevent dryers: from sell- 
ing in like quantities. But because*the 
dryer may be classed as a luxury, its 
first cost will probably result in sales 
being confined to the better-class 
homes and the above-average income 
groups. Present income levels,: how- 
ever, are high and personal disposable 
income (personal income less all di- 
rect taxes) is currently running. at 
around $190 billion dollars, Declines 
in personal disposable income invari- 
ably affect luxuries before they do 
necessities or semi-essential goods and 
services. The prospect of any such 
decline, therefore, would have an in- 
hibiting effect on dryer sales potentials. 

Installation Costs: Electric clothes 
dryers require 220-volt, three-wire 
circuit to supply power for the heating 
unit, the same as electric ranges and 
water heaters. Costs of both materials 
and labor for such wiring have in- 
creased since the war. Many homes, 
however, are already equipped with 
three-wire service entrances for range 
or water heater service thus drastically 
cutting the cost of a dryer installation. 
Where 220-volt service must be in- 
stalled the costs may range from $35 
to $75 on an average, bringing the 
installed price up around $300. Among 
higher income groups where most 
dryer sales have been made, however, 
there is little evidence that cost of in- 
stallation has proven of sufficient im- 
portance to kill the sale. 

Washer Owner Prospects: In the 
same Hamilton survey mentioned pre- 
viously, it was revealed that 75 percent 
of the respondents owned automatic 
washers, 15 percent wringer washers 
and 10 percent spinner models. In 
other words, the obvious market for 
dryers is to present owners of washers. 
The reason for the preponderance of 


automatic washe. owners would seem 
to indicate (1) that they are families 
in the higher income brackets and (2) © 
that dryer design complements most 
automatic washer design. Basically, 
however, present owners of washing 
machines, numbering some 23,000,000, | 
may be said to be the logical mass” 
market for dryers. For a further 
breakdown of immediate dryer pros- 
pects, present owners of both washers 
and ironing machines provide a logical 
market, according to some informed 
industry thinking. Ownership of both 
devices is evidence of ability to buy 
and proof that the family is sold on 
home laundering the electrical way. 
On the other hand, ironer ownership 
to date is confined to some 3,000,000 7 
families and the sales record of the- 
dryer in its comparatively short life” 
indicates a wide market ahead. 


Other Market Factors 


So much for possible limitations to 
the dryer market. On the whole they 
do not add up to anything impressive. 
The important fact to remember is that” 
the clothes dryer is an entirely new de- 
vice that performs an entirely new 
service in the home. It faces no in 
trenched competition as did the elec- 
tric range when it was first introduced. 
The public acceptance of the washer 
and the ironer have paved the way for 
volume sales, just as the refrigerator” 
paved the way for the home freezer 
and the radio set the stage for tele- 
vision. Brand new appliances have 
traditionally taken 10 to 20 years to 
achieve their first million sales, after 
which anual sales continue to mount 
and replacement factors enter the busi- 
ness. Those appliances which have 
achieved the greatest volume, yeaf 
in and year out, performed a specific, 
useful and paying function in the home. 
Measured by that standard, the clothes 
dryer faces a bright future. E 


JANUARY, 1949—ELECTRICAL MERCHANDISING 





amilies 
nd (2) 


S most 


further 
r pros- 





MAKING 
BETTER 





ressive. 


1S74-A9AG 


AMERICA’S OLDEST WASHER MANUFACTURER 











BLACKSTONE 


QD PRESENTS THE 
# Y// e 


OF HOME LAUNDRY EQUIPMENT 


Z 




















MODEL 130 WRINGER WASHER 


Only machine in the world with HYDRACTOR ACTION .. . the 
new 3-way washing principle that Rubs, Flexes and Flushes to get ee ——— ; 
clothes cleaner easier . . . speedier! The secret is the exclusive design = ™ 
of its cast aluminum HYDRACTOR. All metal is bonderized to prevent 
rust and corrosion and clothed in gleaming white “Supernamel’ for 
extra years of beauty and protection. Ruggedly constructed of heavy- 
gauge steel the Blackstone is powered with a heavy-duty, rubber 
mounted motor that operates a precision made mechanism which moves 
in a constant bath of sealed-in lubrication to assure its owner of smooth, 
silent, trouble-free performance for years to come. Super-Safe wringer 
has “Econo-Gauge” pressure indicator to permit efficient wringing of 
ANY type fabric. Splash proof 9-lb. capacity tub is drawn from ONE 
PIECE of heavy gauge steel. No seams or bumps. No rust or leaks! 























MODEL 132 WRINGER WASHER 


Very similar features as Model 130 with the exception of 
HyYDRACTOR ACTION and SIZE. This 
model has an 8-lb. capacity tub and a 
new Plastic Hi-Vane Circulator. ‘AUTO- 
MATIC DRAIN PUMP available on either 
of above models, at an additional cost. 
GASOLINE ENGINE instead of electric 


Model 132 


motor available for unwired - homes. 9 Model 130 


MODEL 150 AUTOMATIC WASHER 


The ultimate in modern home laundry equipment . . . to be used alone or with matching dryer and 
ironer. Washes, rinses and damp dries automatically, by means of “Autotrol” the positive, mechanical 
timer. Counter high, counter deep, it has ALL the features desired by the buying public. No vibration! 
No bolting down! Can be installed: in owned or rented home! Wider range of washing periods 
(24 to 15 minutes) makes it possible to wash ALL types of soiled linens and clothes. Exclusive “agitated 
flush” rinses clothes cleaner—its 550 RPM spin cycle dries clothes 25-35% dryer than average wringer. 


MODEL 190 AUTOMATIC DRYER 


This matching companion-piece to the Automatic Washer has positive, fully automatic selective 
drying control, automatic heat controls to prevent scorching and a finer system of radiant heat 
and circulating air to dry clothes QUICKER and more ECONOMICALLY. Dries 20 Ibs. of wet 
wash in about 25 minutes at a cost of aproximately 6¢. 


MODEL 180 C AUTOMATIC IRONER 


Designed’ as a companion piece to the Blackstone Automatic Washer and Dryer. 
Consists of the Blackstone Portable Ironer. mounted on counter-balanced brackets 
which pull out of the cabinet when the single hinged door is opened. Can be used 
independently as well as a unit of the Combination Laundry. 


BLACKSTONE 
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MODEL 3N 
CABINET IRONER 


Convnience plus . . . that’s the Black- 
stone UTILITOP Ironer. Shelf at left 
VEARS holds dampened clothes, “ironing center” 
of roll and 127 sq. inch thermostatically 
MAKING controlled stainless steel shoe, supplies 
BETTER the beat, motion and pressure that take 
the work out of washday. Finished work 
WASHERS can be piled on two convenient shelves 

‘ formed by lowered top. Dual finger 
BETTER tip and knee controls. 
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We represent Blackstone 


Home Laundry Equipment 
in the above Illinois coun- 
ties. 


Harry ALTER. President 


Blackstone is ably represented in 
Chicago and the surrounding territory 
by the fourteen thoroughly trained 
wholesale representatives of the Harry 
Established in 
1919, this firm has built a mail-order 


Alter Company, Inc. 


business for refrigeration parts that 
annually runs into the millions of 
dollars, plus an appliance distributing 


organization that’s second to none. 


Employing 170 people and operat- 
ing from a fully equipped and amply 


supplied headquarters in Chicago, 


this company has been a dominant 
factor in appliance sales development 


in this. Illinois area. 


Said Mr. Harry Alter—“We have 
long been familiar with the reputation 
for quality and engineering alertness 
that has made Blackstone a respected 
name in the appliance field and we are 
proud to serve such an important area 
for America’s Oldest Washer Manu- 
facturer. Because of Blackstone's fine 
reputation, excellent margin of profit 
and rapid turnover, we enthusiastically 
predict a mighty bright future for 
every one of our franchised Blackstone 
dealers.” 


Other MAJOR LINES: 


CROSLEY RADIOs, 


TELEVISION, 


GAS AND ELECTRIC RANGES; SHEL- 
“VADOR REFRIGERATORS, FROST- 


MASTER FROZEN FOOD CABINETS; 
COLEMAN HEATING EQUIPMENT; 
REGINA PRODUCTS; AND CADILLAC 
VACUUM CLEANERS. 


| WASHERS 
BETTER 
1874-1949 
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MAJOR LINES 
in the 


MAJOR MARKET 
of Chicago 
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The HARRY ALTER €O., inc. 


1728 SO. MICHIGAN AVE., CHICAGO 16, ILL. 








Full view of our , keel new showroom at our Haalenaten in 
Indianapolis. 


Believing that no job can be done 
right without adequate facilities and com- 
petent manpower, we went all the way 
in organizing our company in 1939. 

We feel that we have some of the 
finest offices, showrooms and warehouses 
to be found anywhere. In addition, we 
maintain a staff of twenty-five expert 
wholesale people who, by efficient man- it — 
agement of their time and energies, ac- Stage of showroom is used 7 inning product presentation. Here, 
count for a record volume of sales every Boyd Bullock, Blackstone 
year. 

We feel good about the future and 
especially good about the part Blackstone 
will play in that future. The public here 
is ready and anxious to modernize with 
labor-saving appliances. Blackstone's tra- 
ditionally fine quality and long-standing Se hae oy anti 
reputation for engineering leadership is qesriee & i? Pie. 
well known to these people and they are ver ei 

buying as rapidly as they can be served. There is an unlimited dollar 
volume here for our Blackstone dealers, and the future indeed looks 
bright for a long time to come. 


factory representative, demonstrates at 
dealer meeting. 


Sale 





We represent Black- 
stone in the Indiana 
counties shown at 
the right. 


Wm. J. Helt, President of Appliance Distributors, Inc. listens in- 
tently to new sales promotion plans. 


Other MAJOR LINES: 


* STROMBERG-CARLSON RADIOS; COOLERATOR REFRIGERA- 
TORS, FREEZERS, RANGES; LEwyT VACUUM CLEANERS; CAR 
RIER AIR CONDITIONING; RECORD PLAYERS AND A LINE Of 
SMALL APPLIANCES. 
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APPLIANCE DISTRIBUTORS, Inc. 


421 EAST MARKET ST. 
BETTER INDIANAPOLIS 4, INDIANA 


WASHERS 
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We represent Blackstone in the 
Pennsylvania, New Jersey and 
Delaware counties shown at the 
right. 











ABOVE: General Headquarters for 
Philadelphia Electronics in  Philadel- 
phia, Pennsylvania. 


BELOW: General Headquarters for 

Biehl’s, Inc. is located in Pottsville. 35 years of distribution experience in both Philadel- 
phia and Pottsville, Pennsylvania, a top-notch staff of 
appliance merchandisers, and warehouses in Allen- 
town, Williamsport, Wilkes Barre, Harrisburg, Phila- 
delphia and Pottsville have attracted the finest lines 
in the country to Biehl’s. Among these is Blackstone 
and we're proud of it. Proud not only of our associa- 
tion with this quality-built line, but also proud of 
the job we have done in this territory. Congratula- 
tions, Blackstone! We sincerely hope that you will 
join us on owr 75th Anniversary. 


BIACKSTON ONE 
ah 7 famond Sfrubilee 
EFRIGERA- | eae 
[ERS; CAR EP ES 
A LINE OF ’ WY 
: : ty BIEHL’S, PHILADELPHIA ELECTRONICS, INC. 


YEARS 500 So. ice St. 2530 No. Broad St. 
MAKING Pottsville, Pa. Philadelphia 32, Pa. 


Ag. —_ ~ Fe' BETTER 
Incl mW Sy) 


WASHERS WAREHOUSES AT THE FOLLOWING SHIPPING POINTS 
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We represent Blackstone in the 
Minnesota counties shown on 


map at upper left. 





® Thoroughly covering a territory the size of this one ... is mot an 
easy job! But with the help of our ten seasoned wholesale representa- 
tives and fifteen efficient and thoroughly trained Home Office employ- 
ees we pride ourselves on doing a selling job that easily matches the 
size of our territory. 





On December Ist, we opened our new branch at Duluth with 
complete sales force and office staff in order to better serve our dealers 

Northern Minnesota and Wisconsin. By practically doubling our 
sales group and reorganizing their duties and responsibilities, we intend 
to offer the same kind of service in Duluth that has attracted the best 
dealers in the state and the finest lines in the country to our St. Paul 
organization. 











We recognize the part that Blackstone's long standing reputation 
for quality has played in our growth. Because this quality will always Other MAJOR LINES 
remain an inseparable part of Blackstone products and because we % COOLERATOR REFRIGERATORS, FREEZERS, RANGES * 
know Blackstone will ever remain alert to sales-wise innovations, we BENDIX RADIO & TELEVISION * QUAKER OIL SPACE 
y . , , , HEATERS * ADVANCE GAS RANGES *®* MCALLISTER BAG 
predict a thoroughly profitable future for all our Blackstone dealers. ws ° 
‘ LESS CLEANERS * HAMILTON BEACH MIXERS AND 


CLEANERS *® MHEATRITE GAS AND ELECTRIC WATER 
HEATERS. : 


Our General Offices in St. Paul = The Blackstone corner of our Show Room Partial view of our Show Room 


Gi CAMPBELL-STENSON CO. 


BETTER 2441 UNIVERSITY AVENUE ST. PAUL 4, MINN. 
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We represent Blackstone Home Laundry Equip- 
ment in the New York counties illustrated above. 












From our years of association with Blackstone, we've notic- is “well done”. This, too, has helped us attract lines of top- 
ed one thing and that is . . . when Blackstone tackles a job, —_— notch products and a fine group of thoroughly experienced 
that job is well done. We think that is a “must” factor in _—_ wholesale representatives. All in all, it adds up to the fact 
every success story; we know that this has been true in ‘that we're proud to be on the same team with Blackstone, 
ours. Operating in two of the many rich strips of New = and to be able to offer our dealers this fine quality product 
York State, both of our organizations have cultivated un- and substantial margins which mean turnover and profits 
usually high calibre dealers by seeing to it that every job _for all. 













Other Major Lines Handled By City Electric Company Other Major Lines Handled By Empire State Distributors 
TOASTMASTER AUTOMATIC ELECTRIC WATER HEATER; QUAKER PHILCO PRODUCTS; AMERICAN KITCHEN; SLOANE-BLABON 
BURN-OIL SPACE HEATER; ELGIN ALL-STEEL KITCHEN SINKS FLOOR COVERINGS AND DECCA RECORDS. 

AND CABINETS. 


Ciry Etectric Company, inc. Empire Stare Distripurors, inc. 


514 W. GENESEE ST. 448 No. PEARL ST. 
MAKING SYRACUSE 4, N. Y. ALBANY 4, N. Y. 
BETTER “Over 30 Years Dealer Service in Central N. Y.” 
WASHERS 
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CLEVELAND 





' Cleveland and the northeastern Ohio commercial hub of the state, is, in our opinion, 


wi the “best location in the nation”. This territory has been good to us and good to 


A pporonninn Blackstone. 


e 
nton ooo This firm was only established in July of 1943 and in those five and one half years 


we have built a distributing organization second to none. Under the skillful piloting of 

its operating heads, President James Mitchell, Treasurer Fred Miller and Vice President 

and General Manager George Schwartz, Cleveland Distributing Company has con- 

stantly expanded. Today, 14 thoroughly experienced representatives cover this trading 
area under the able guidance of General Sales Manager 
W. S. Combs. These men are backed up by a headquarters 
that has unusually fine display and warehousing facilities 
and a complete service department under the direction of 
Mr. Joseph Fogel. 


We are looking forward, in 1949, to even greater sales, 
service to dealers, and closer coverage of this market in 
general. Blackstone will play an important part in this 
program. Blackstone’s traditionally fine quality has won 
unprecedented public acceptance here in Cleveland where 
the concensus seems to be: “When it comes to fine home 
laundry equipment . . . Blackstone tops ’em all”. 





(Top LEFT) Partial 
rieu of our main 
a | | Other MAJOR LINES 
RIGHT ) Showing 
Blackstone Automatic GRAND GAs RANGES * GIBSON 
Washer and Dryer in = 4 ELECTRIC RANGES, REFRIGER- 
our modern kitchen ; * 
display. (LEFT) Black- ‘ it ATORS AND HOME FREEZERS 
stone Display on our 2 COLEMAN AUTOMATIC HEAT- 
show room floor. 

ING EQUIPMENT * STEWART- 
WARNER RADIOS AND TELE- 
VISION * CARRIER ROOM AIR 
CONDITIONING * AMERICAN 
CENTRAL KITCHENS AND 
KITCHEN EQUIPMENT * GAS 
AND ELECTRIC CALCINATOR. 
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@ When we started this business, we realized that Prompt Service, 
a Square Deal and Quality Lines are the triple requisites for a 
profitable distributor business. Consequently we have “bent over 
backward” to service our dealers quickly, exercised all possible cau- 
tion to give them a “baker's dozen” on every deal and offered them 
only quality lines like Blackstone. Today we have reaped the reward 
of this policy. With headquarters in Houston, staffed with people 
who really know the wholesale business, we cover one of the richest 
parts of Texas with a thoroughly seasoned group of sales experts. 
These now tell us that our A-1 quality lines permit them to double 
up their sales results in any given area ... and to make more money 
for themselves, for the dealer, and incidentally for us. 

Blackstone’s traditionally fine quality has always fitted right into 
this policy of ours and assisted us in building one of the finest deal- 
er organizations in the United States. We think this kind of qual- 
ity, coupled with our Square Deal and Prompt Service spells plenty 
of profits for all of our Blackstone dealers now and in the future. 


COASTAL EQUIPMENT CO. 


MAKING 2015-19 CONGRESS AVE. HOUSTON, TEXAS 
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WASHERS 
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with BLACKSTONE 


We represent Blackstone in the im- 
portant West Virginia market as in- 
dicated on the county outline map at 
the right. 


® The year that Huntington was incorporated and Mr. Blackstone developed 
his first washing machine, Emmons-Hawkins Hardware Company was es- 
tablished. Starting as a small retail hardware store and later becoming a re- 
tail-wholesale company, this firm disposed of the retail part of the business 
in 1944 to devote all its energies to the distribution of hardware, builders’ 
supplies, and home appliances. 








Today, we have a force of 16 highly trained and experienced representa- 
tives covering a large part of West Virginia, Eastern Kentucky and Southern 
Ohio. Assets of well over $1,000,000 are represented by our numerous ware- 
houses and main office. 


Down through the years, we have seen Blackstone introduce the first hand- 
operated models and create machine after machine with innovations which 
were later adopted by the entire industry. Such engineering alertness is 
responsible for the downright good quality built into every Blackstone prod- 
uct today. This means a secure and profitable future for every one of our 
franchised Blackstone dealers. 











Other MAJOR LINES 


L & H RANGES AND WATER HEATERS, STEW- 
ART-WARNER RADIOS, DEEPFREEZE HOME 
FREEZERS, SUNBEAM, HAMILTON-BEACH AND 
UNIVERSAL SMALL APPLIANCES. 


EMMONS - HAWKINS HARDWARE CO. 


BETTER H U N T N GTO N, WwW. VA. 
WASHERS . 
BETTER 
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We represent Blackstone in the important 
New York trading area shown at the right. 
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Gross Distributors, Inc. is a specialty selling 
distributor representing a limited number of 
high quality major appliance lines. It has serv- 
ed the New York, New Jersey, Connecticut, 
and Western Massachusetts area for twenty- 

five years. 

—4 Insistence upon only those lines which offer its dealers quality performance, 

: fair margins, and quick turnover when backed by sound promotion, Gross has 
achieved one of the most enviable distributor sales records in the East. Black- 
stone, long known as a quality line of laundry products only recently took lead- 
ing position in the New York market with a typical Gross promotion in the 
leading metropolitan newspapers. Large space ads featured the names of all 
franchised dealers and were supplemented by large ads from all leading depart- 
ment and chain stores. 











Yes, promotion has paid off for Gross dealers in the past . . . it will pay off 
in the future. That fact plus the traditionally fine quality of Blackstone products 
will build a sound future for every one of our Blackstone dealers. 


in RGB 856 












Other MAJOR LINES 


STROMBERG-CARLSON RapDIOs, TELEVISION, SOUND EQUIPMENT; L & H ELECTRIC 
RANGES AND WATER HEATERS; LEwyT CLEANERS; DEEPFREEZE HOME FREEZERS AND 
REFRIGERATION; AUDIO INDUSTRIES; TAPE-O-GRAPH TAPE RECORDERS. 





GROSS D6sstributors, Inc. 


a WHOLESALE DISTRIBUTORS FOR NEW YORK, NEW JERSEY, CONNECTICUT & WESTERN MASSACHUSETTS 


570 LEXINGTON AVENUE, NEW YORK, N. Y. 
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We serve Blackstone in the counties 
shown above which include Sduth- 
ern Louisiana, Southern Mississippi, 
a portion of Alabama and part of 
Florida. 


~ 


Ever since this business started our policy has been to represent only the best lines, to se- 
lect only reputable and qualified dealers and to render a service to those dealers that is unequall- 
ed in the distributing business. In all our transactions with these dealers, we are frank, honest 
and sincere. What has been the net result? Dealers like our method of operating, they believe in 
us, they rely on us. In 1947 these dealers of ours helped us show a 50% over-all increase in busi- 
ness over 1946. This year they will help us show another increase of well over 25%. 

This organization practically pioneered the Blackstone Washer in this territory and _ this 
year our dealer organization helped us show a 200% increase in Blackstone sales, over last year. 
We have large rural areas here and Blackstone Washers require little or no service. This im- 
portant consideration is passed along from neighbor to neighbor and is a big factor in the tre- 
nendous sales strides we have made in this territory. 


OTHER MAJOR LINES 


* CARRIER AIR CONDITIONING, 
_——— REFRIGERATION 
AND HEATING, 
*UTILITY HEAT- 


BLACKS NE 
 Viamond ubilee 
rh ING EQUIPMENT 


HEATERS * ELECTROMASTER 
RANGES AND WATER HEATERS * 
KITCHEN KRAFT CABINETS, 
* AMERICAN COOLAIR FANS * 
SCOTT-ATWATER OUTBOARD Mo- 


BP b) 





VEARS 
MAKING 

BETTER 
WASHERS 

BETTER 


1S74-1949 


- ~~ ~ 


luk MONI 


Mat 
»\ \ RADIOs, 


MOTOROLA 
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SION AND CAR 


TORS * WESTINGHOUSE WATER 
COOLERS * DELCO WATER Sys- 
TEMS. 


INDUSTRIES SALES 


CORPORATION 
2927 JACKSON AVE., NEW ORLEANS, LA. 
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SERVICE 


and 


DEPENDABILITY 


Since 1896 






































We serve Blackstone Dealers View of our Headquarters Building in Newark, N. J. 
in the Northern New Jersey 


Counties shown on map. 





For 53 years, we've found that Service and Dependability are two magic words in the 
wholesale appliance business. We know that time means money to our dealers and conse- 
quently, prompt service is a “must” in this firm. Honesty, sincerity and a square deal are 
other important links in the chain of confidence we have forged with our dealer organiza- 
tion. This policy has rewarded us with one of the finest distribution setups to be found 











anywhere. 
S, tO se- —_ ' ; 
nequall- We distribute over fifty different famous electrical appliances and represent a score of 
email top-notch manufacturers. We have long recognized Blackstone leadership in the washing 
Sieve is machine field and are familiar with their long-standing reputation for fine quality — a 
i hell reputation that has built public acceptance to the point where the demand is unlimited 
and sales resistance is at a minimum. That kind of sales situation certainly makes the fu- 
ture look pretty profitable for all our Blackstone dealers. 
ind this 
ast year. 
This im- 
the tre: | OTHER MAJOR LINES 





* UNIVERSAL * GENERAL ELECTRIC * SUNBEAM *® COLUMBIA 
RECORDS * CHICAGO ELECTRIC * NATIONAL CARBON Co. * 
DAIZOR MFc. Co. * NATIONAL DIE CASTING Co. * WATERS CON- 
LEY Co. * OsTER MFG. Co. * STANDARD PRoDUCTs Co. * HAMIL- 
















TON BEACH * SYLVANIA * SILEX * BREWER TITCHENER * 
AMERICAN BLOWER * REMINGTON RAND *® BLACK & DECKER 
* FROSTAIR * TOASTMASTER 





EMERALITE * EVERHOT 


E. B. LATHAM & COMPANY 


1010 BROAD STREET 
LA. MAnING NEWARK 2, NEW JERSEY 


BETTER 
WASHERS 
BETTER 
1874-1949 I 
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Staffed to Serve 


IN SOUTHERN OHIO 
AND ADJOINING COUNTIES IN KENTUCKY AND INDIANA 
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| in 1943, this is one of the best equipped and best 
staffed organizations in the country. We maintain Headquarters in 
Columbus, and Branches in Cincinnati and Dayton, all three com- 
plete with Managers, full staff of operations personnel, warehouses 
and sales force. In the field above, we travel twenty thoroughly ex- 
perienced wholesale men who handle well over a dozen world-fa- 
mous appliance lines. We are happy to top this list of appliances 
with Blackstone Home Laundry Equipment ... a line that is always 


a ‘sell 








out” wherever we go. Blackstone quality has earned top pref- 
erence in our territory in the past; Blackstone quality will retain this 
leade rship for the future. 


. . + Other Major Lines 


* R. C. A. RADIOS, PHONOGRAPHS, TELEVISION * 
* COOLERATOR REFRIGERATION AND FREEZERS * 
* PREMIER VACUUM CLEANERS *®* DOMESTIC SEWING 
MACHINES *® BETTY CROCKER SMALL APPLIANCES *® 
HANDYHOT SMALL APPLIANCES * TELECHRON ELEC- 
TRIC CLOCKS * KITCHEN AID MIXERS * DORMEYER 
MIXERS *® KIscO FANS * NESCO ROASTERS. 


12, Ohio Appliances, 


MAKING COLUMBUS, OHIO CINCINNATI, OHIO DAYTON, OHIO 
BETTER 243 N. Fourth St. 659 E. Sixth St. 430 Leo St. 
WASHERS 


BETTER 
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PROGRESS 





We now occupy all four floors of this 
headquarters building in Pittsburgh, — 


Titusville 
Penns lvania. a 


We represent Black- 
stone in the Penn- 
sylvania, Ohio and 
W. Virginia coun- 
ties shown at left. 
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Showing a portion of our newly decorat- 
ed show room where all our lines are dis- 
played and demonstrated to dealers. R .W. EVANS 
Vice-President . 
and General Mgr. modest quarters and represented only three lines; Black- 
stone, Chambers Ranges, and Victor Products. Nine months 


later we moved to the building shown in the upper left corner of this ad and 


Only four years ago, this firm was established in very 


occupied a portion of the ground floor. Today, we occupy all four floors of this 
building and represent ten additional lines that are _= 
known from coast to coast. =e 
We think this is real progress and we're proud of 


the part Blackstone has played in our growth. Even 





before Blackstone became one of our original three 
lines, we were familiar with the traditionally fine 
quality of Blackstone products. Because this quality 
has gained so many friends through the years and 


because we recognize Blackstone engineering leader- 





A partial view of our washer and refrig- ship—we do not hesitate to predict a bang-up future 


erator service department. for all our Blackstone dealers. 


Other MAJOR LINES 


* CROSLEY RADIOS, REFRIGERATORS, RANGES AND FROSTMASTER FREEZERS * 
TEMCO HEATERS AND FLOOR FURNACES * SMITHWAY WATER HEATERS * 
PAN-AMERICAN RANGES * ECONOMY COMMERCIAL RANGES * GENEVA 
MODERN KITCHENS * CORDLEY WATER-COOLERS * CARRIER ROOM AIR 


CONDITIONERS AND FREEZERS * TRAFFIC APPLIANCES * LEHIGH CONDENSING 
UNITs. 


ws Pittsburgh Products Co. 


5 iat 
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tengo was still r building after the great fire 
when the first Blackstone Washer was built. A business 
was founded which has survived war, panic, prosperity, 
and depression. Measured by modern standards, that 
original Blackstone Washer seems 4 crude device, but 
it was a revolutionary labor-saver when grandmother 
was a girl. In the seventy-five years that have since pas- 
sed, the agile minds of Blackstone engineers have labored 
unceasingly to make washday ever easier and pleasanter 


in countless American homes. 


glackstone pioneer a. In 1904, after develop- 
ing and manufacturing several models of hand-operated 
washers, Blackstone offered a further step in labor-saving 
— its ‘* Magic Motor”’ washer, operated by water power. 
In 1905, the first Blackstone electric-powered washer 
made its appearance although hand, water-power and 
pulley-driven washers of the ‘milk stool”’ agitator type 
continued in popular demand. In 1921, Blackstone pre- 
sented its first electric cylinder-type washer to an America 
which had decided that home laundry equipment was 
here to stay. This washing principle was utilized by 


Blackstone in both continuous rotation and reversing 


rotation cylinders until 1925 when the Blackstone 
** Arrow’’ was introduced. The ** Arrow’ was Black- 
stone’s first base-driven agitator-type machine—4 metal 
tub, swinging-wringer model— prototyPe of the efficient 
agitator washers manufactured by the majority of washer 
builders today. The “whirlwind”, Blackstone’s first 
spin-dry washer, was introduced in 1938 and utilized the 
then newly-developed ‘*Hydractor”’ instead of a con- 
ventional agitator. The Blackstone ** Hydractor’’, with 
its unique three-way cleansing action has continued in 


use in certain Blackstone models to the present day. 


Dev eloped First Agitator Automatic in 1940. 
Blackstone designed and produced the first Agitator-type 
Automatic Washer, thus utilizing a washing principle 
long since proven to be the most efficient of all types 
employed in the manufacture of Blackstone washing 
machines. Immediately following World War Il, 
Blackstone perfected the first, and only, Combination 
Laundry..-4 compact, integrated unit that washes, dries 
and irons automatically. Other Blackstone developments 
of recent years include cabinet and portable Jroners and 
the Blackstone Automatic Clothes Dryer. 











‘Quality and engineering alertness make Blackstoye 


my best bet for big washer pri fits” 
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With a staff of 36 highly trained 
and experienced people, we serve 
Blackstone and a host of other 
national manufacturers in the 
State of Connecticut 


Eight years ago we coupled our then twenty years of appliance merchandising experience 
with Blackstone's sixty-seven years of manufacturing experience to introduce to Connecticut, 
Blackstone superior products in the home laundry field. Today we are proud of our fine dealer 
organization for the merchandising of not only Blackstone's unequalled quality but many 
other leading household appliances. 

Today, Plymouth joins Blackstone in celebrating their Diamond Jubilee; in observing 
the unprecedented popularity and success of the Blackstone Home Laundry Line — today 
Blackstone produces the finest products in each type of home laundry equipment — Black- 
stone today is the most sought after franchise in the home laundry industry. 

Now Plymouth’s 28 years of successful experience offers Blackstone dealers merchan- 
dising assistance, advertising assistance, promotional assistance, service instruction and assist- 
ance — we are prepared with Blackstone to continue to build a Blackstone Home Laundry 


merchandising operation that is consistently profitable and continuously establishing good 
will among consumer owners. 


BLACKSTONE Other MAJOR LINES: 
A) eg 

Leanna ubilee ZENITH RAbIOos & TELEVISIONS; ALLEN SPACE AND WATER HEATERS; 
CADILLAC CLEANERS; M-G-M REcorDs; PROCTOR APPLIANCES; EVER- 
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ae || thy HOT; WARING PRODUCTS; GILBERT PRODUCTS; ARTIC AIRE FANS; 
¢. CAMFIELD TOASTERS; CO-Z-AIRE RADIATORS; CASCO PRODUCTS; 
’ KITCHEN AID MIXERS; AMERICAN BEAUTY IRONS; TEX-KNIT; MET- 
VEARS L-Top IRONING Boarps; Davis Corp SETS; Cory COFFEE BREWERS; 
MAKING DuRABILT IRONS; STEAM-O-MatTic IRONS; BURGESS BATTERIES; AND 


OTHERS. 
BETTER 
WASHERS 


BETTER The PLYMOUTH ELECTRIC CO. 


1874-1949 393 CHAPEL STREET NEW HAVEN, CONN. 
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ABOVE: Our headquarters 
building in Charlotte, N. C. 


RIGHT: James P. McMillan, 
President and Treasurer of 
Southern Radio Corp. 


We've found that major lines, good dealer service, complete headquarters facilities 
f 
and a well trained staff of 14 wholesale representatives is a combination that’s hard 


to beat in the distributing business. 


Since 1930, this organization has been pioneering America’s leading electrical ap- 


pliances and is among the oldest franchised radio distributors in the country. 


We are proud of our Blackstone Franchise and up to the present time have not 


been able to keep up with the demand for this excellent product. 


Other MAJOR LINES: 


RCA VICTOR RADIO, VICTROLAS, RECORDS, rte 
SOUND EQUIPMENT, BATTERIES AND TUBES, > 2 te 
SEPCO AUTO. ELEC. WATER HEATERS, AL- Creananees 
LEN SPACE HEATERS AND OIL 

WATER HEATERS, APEX VAC- 

UUM CLEANERS, CARRIER ROOM \een well. 
AIR CONDITIONERS, COOLERA- ENA Dae aS STEN Charlotte 
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FREEZERS AND ELECTRIC Ne, | *HEN, oGetfney 

RANGES, SUNROC WATER COOL- Easier, Spartanburg) |oca wut 


arcm 
2 
HS Risen btn faad of 
n we Greenville /°eo> Me ree 2 8e,8 
ERS. ie Srl nd 
f-Ehinton,, 
Leeswtte > jorngpen, 
> (% : 
 ™: Ae Martsvfie - 
a 


We serve Blackstone Dealers in the North and D> one 


South Carolina counties shown at the right. 5 RO] 


SoutHern Rapio Corporation 


‘cee 1201 W. MOREHEAD ST. CHARLOTTE, N. C. 


WASHERS 
BETTER 
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We represent Blackstone in the Texas 
counties shown below. 
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W. G. MEDARIS 


President 





Tus is the outfit that’s building Blackstone sales in North East 
Texas. From Dallas to Denison, from Palestine to Paris, from Terrell 
to Tyler, Blackstone Washers are popular with Texans. 

We feel that our unusual service and facilities are more than parti- 





ally responsible for this preference. Our new home, now under con- 
struction and which will be ready for occupancy soon after January first 
devotes 6,000 sq. ft. of air-conditioned floor space to offices and show- 
rooms and 430,000 sq. ft. of warehouse space with its own private rail- 








Way spur. 
This ultra-modern home office is statfed with 45 efficient and well- 
trained people and seven seasoned wholesale men travel our territory, 





selling and merchandising nationally known appliance lines 

It has been the downright honest quality of Blackstone Washers 
that has appealed so strongly to people around here. One neighbor tells 
another and the good word is passed along. Because we know what 
they're saying about Blackstone, we predict a profitable and secure 


nap 


future for every one of our Blackstone dealers. 


. » « Other Major Lines 


* PHILCO RADIOS, REFRIGERATORS, AIR 
CONDITIONERS AND HOME FREEZERS * 
KNAPP - MONARCH’ ELECTRICAL APPLI- 
ANCES * COLUMBIA RECORDS, 


2 The Southwestern Company, Inc. 


MAKING 

BETTER 1719 N. HARWOOD ST. DALLAS 1, TEXAS 
WASHERS 

BETTER 
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We serve Blackstone Dealers in the rich Massa- 
chusetts and New Hampshire counties shown above. 





Wahn Distritutors service to appliance dealers is an old New England custom, having 
been established more than thirty years. Coupled with exceptionally fine product lines select- 
ed for their quality and performance, Wahn Distributors service has resulted in the healthy 


growth of an enthusiastic dealer organization which is second to none. 





A limited number of lines backed by consistent and strong promotion programs has 





meant sales leadership, and dealers are lavish in their praise for the fast turnover and service 
records of products like Blackstone laundry equipment which heads our list. 


Only recently, a Wahn-inspired promotion gave Blackstone a fast start in the Boston 





area and kept sales rolling at a fast clip ever since. Dealers tell us that the pre-sold acceptance 





of this line makes sales come faster and easier; that Blackstone features, performance and 
quality construction are unequalled. With this kind of dealer enthusiasm and with a product 
like Blackstone, our future looks good indeed. 








Other MAJOR LINES 


* Crosley Products * L & H Ranges and Water Heaters * Domestic Sewing Machines 











WAHN DISTRIBUTORS 


A DIVISION OF GEORGE H. WAHN COMPANY 


serves 69-71 HIGH STREET BOSTON 10, MASS. 


WASHERS 
BETTER 


1874-1949 





ORGANIZED 
for Real 


Dealer Service 


Left to Right: Roy K. Nighswonger, Sales Manager Appliance Divi- 
sion; Daniel Dragoo. Dept. Mgr. Floor Coverings & Shades; M. A. 


Koopman, General Manager; Mrs. Elizabeth M. Anderson, President; 
Howard L. Garrett, Purchasing Agent, Building Material Division. 


We represent Black 
stone in the Kansas 
ounties shoun above. 





Our newly modernized entrance in Wichita View of reception desk in new show rooms 


with a view of the show rooms 
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Front view of our building which contains 
85,000 sq. ft. of floor space. 


The whole Southwest offers no finer example of progressive 
Distributorship than that found at Wichita Building Material 
Co., Inc. Representing more than 125 nationally known brands 
and traveling twenty wholesale men throughout most of Kansas, 
Northern Oklahoma and part of Colorado, this firm is the dom- 
inant factor in building material and appliance sales for this part 
of the country. Occupying six two-story buildings in Wichita 
with over 85,000 square feet of floor space and with a private 
Santa Fe spur line to their shipping dock and 100 ft. frontage 
trucking lot plus a 13,500 sq. ft. warehouse in Dodge City, Kan- 
sas, the physical properties of this corporation alone are enough 
to indicate the tremendous sales job that is performed annually. 
Naturally, Blackstone Washers are in the forefront of sales 
with the Appliance Division and Blackstone's traditionally fine 


WICHITA BUILDING MATERIAL CO., Inc. 


414-16-18-20-24 
S. COMMERCE STREET 101 WO 


‘ which are complete with model kitchen and 
luxurious powder room. 


Another view of our newly modernized dis- 
play rooms where over 125 lines are 
represented , 


quality will keep them there. We're 
proud to be a part of the Blackstone 
Sales family and to be able to salute this 
great organization on its 75th Birthday. 


OTHER MAJOR APPLIANCE LINES 


* AMANA HOME FREEZERS * Co- 

ROAIRE HEATING AND AIR CON- 
DITIONING UNITS * INTERNA- 
TIONAL OIL HEATERS *® A. J. 
LINDEMANN AND HOVERSON ELEC- 
TRIC RANGES AND WATER HEAT- 
ERS *® STEWART WARNER RADIOS 





BRANCH 
ODLAND AVE. 


WICHITA, KANSAS DODGE CITY, KANSAS 


MAKING 
BETTER 
WASHERS 
BETTER 


1874-1949 
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Leading the Field 


with 


EADING PRODUCTS 


* AUTHORIZED DEALER * 


BLACKSTONE 


HOME LAUNDRY EQUIPMENT 
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* GIBSON REFRIGERATORS *®* KOOKALL ELEC- 
TRIC RANGES AND HOME FREEZERS *®* COLUM- 
BIA RECORDS *® STEWART-WARNER RADIOS 
AND TELEVISION * EUREKA VACUUM CLEAN- 
ERS AND ELECTRIC IRONS ®* KNAPP-MONARCH 
SMALL APPLIANCES ®* HUNTER FANS *® SUPER- 
FLUME OIL HEATERS AND WATER HEATERS *® 
PARSONS PUREAIRE KITCHENS *® BRILLIANT 
FIRE GAS HEATERS 











We serve Blackstone Dealers in the Ten- 
nessee, Mississippi, Arkansas, Missouri and 
Kentucky counties shown. 








We're proud of our list of TOP product lines and we're proud to TOP 
that list with Blackstone . . . a name that has earned an enviable 





reputation in the appliance field. For three-quarters of a century, 
Blackstone's genuinely fine quality and engineering leadership have 
built a solid foundation for the present universal acceptance of Black- 
stone Washers. 


When a product's reputation is built through the years with quality 


as the keystone, it has been our experience that outstanding sales suc- 
cess has been the inevitable reward. If this is true, 


our Blackstone dealers can look to a rosy future with 





an ever growing dollar volume. 


Woodson & Bozeman, INC., 482 UNION AVE., MEMPHIS 1, TENN. 
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SELECTIVE 
DISTRIBUTION 


PAYS OFF! 


WE SERVE BLACKSTONE DEALERS IN THE 
COUNTIES SHOWN ON THE OUTLINE MAP BELOW 
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We represent 
Blackstone in the 
Missouri and Illi- 


nots counties shown. 


® Acceptance of a product is only as de- 
pendable as the channels through which it 
is distributed to the public. Experience has 
proved that it pays to be “selective” and that 
is exactly the policy which Appliance Dis- 
tributor Company has followed in franchis- 
ing its Blackstone dealers. The result has 
been the building of a dealer organization 
which is unsurpassed anywhere in the Mid- 
west. We are proud of this organization. 
It means that we can offer with confidence 
the many fine lines we represent, secure in 
the knowledge that our Blackstone custom- 
ers will be equally satisfied with their con- 
tacts with our dealers as they will be with 
the Blackstone products which they buy. 


OTHER MAJOR LINES. Presteline Electric Ranges and Water 
Heaters ®* Amana Freezers and Refrigerators ® Sonora Radio and 
Television * Preway Oil Heaters * Naxon Junior Washers * 
General Mills Appliances * Proctor Appliances * White Cross * 
Geyser Oil Water Heaters * Royal Rose Gas Ranges * General 
line of Traffic Appliances. 


APPLIANCE DISTRIBUTOR COMPANY 


1814-16 WASHINGTON AVE. ST. LOUIS 3, MISSOURI 
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G. J. PapouscHex 
Vice-President 
and Sales Manager 


H. A. McCreapy 4 


Treasurer 


M. A. ALAMPRESE 
Ass't Sales Manager 


We represent Blackstone 
in the entire state of 
Maine. We also cover 
northern New Hamp- 
shire in the interest of 
other lines. 





® Yes, we move merchandise and 
move it fast here in Maine. Qual- 
ity product lines, prompt dealer 
service, a seasoned staff of whole- 
sale experts, and one of the best 
dealer organizations in the country 
are the important gears in this 
smooth-running distributing ma- 
chine. 

Blackstone, long ago, made a 
good impression on quality-mind- 
ed New Englanders and that origi- 
nal impression is paying off in ever 
expanding sales. We're proud of 
the part we have contributed to 
Blackstone's present and confidently 
predict an even better future. 








OTHER MAJOR LINES 


* Admiral Radios * Domestic Sewing Machines * 
York Shipley Heating Equipment * Moore Ranges * 
Superflame Space Heaters * Elgin Steel Kitchens * 
Dominion traffic appliances and Nesco products. 


APPLIANCE DISTRIBUTORS, INC. 
“MAINE'S LEADING DISTRIBUTOR” 


33 Commercial St. Portland 3, Maine 
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When QUALITY 


makes a 


DIFFERENCE 


BLACKSTONE 


makes the Sale 
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The Craw We represent Black- 
ford and ~ stone Products in the 
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Ki There's a good reason why most Geor- 
| ; gia dealers are “switching to Blackstone”. 
° They all tell us that consymers are now 
| buying more carefully, expecting more 
for their money. Their customers are 
/ looking for quality and they're finding it 


in Blackstone Washers. 

From its exclusive Hydractor and “3- 
way washing action” to its “Econo- 
Gauge” Pressure Indicator, from its 





smooth rolling casters to its super-safe 





wringer, from its smooth, silent motor to 





its “Supernamel” finish, the Blackstone is 
built better to last longer. 

Good, honest Blackstone quality is 
making a big difference in sales now and 
will make a bigger difference in the future. 







BLACKSTONE 


}iamend fukilee 


Our Blackstone dealers can look ahead to more sales 
—more profits for a long, long time. 


CRAWFORD & THOMPSON 
291 Ivy St., N. E. 
Atlanta, Georgia 
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Organized in 1942, the two part- 
ners of this firm, Cage Cross and 
Claude Rogers have proven that 
alert merchandising pays off. To- 
day, Cross and Rogers is one of the 
fastest growing Distributorships in 
Arkansas. 

By working closely with large 
and small dealers throughout the 
state and by holding evening sales 
meetings with chain department 
store groups this firm has steadily 
expanded Blackstone sales to a dom- 
inant point in this territory. 

Blackstone's fine quality and envi- 
able service record appeal to many 
consumers in isolated areas. This 
fact alone will steadily build an ever 


































increasing dollar volume for our 
franchised Blackstone dealers. 





Other Major Lines 
SERVEL REFRIGERATORS AND WATER HEATERS, 
FARNSWORTH CAPEHART RADIOS, AMANA HOME 


FREEZERS, KITCHEN CABINETS, GAS HEATERS AND 
RANGES. 


Cross G Rogers, Inc. 


300 RECTOR STREET 
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LITTLE ROCK, ARK. 








‘BACKING UP BLACKSTONE 


.. in Central Texas 
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; . : We represent Black- 
substantial profit margins. 


© Quality is important in stone in the North 


Texas. What one neighbor These are the qualities that Dakota and Montana 
tells another either makes or dealers consider important in counties shown on this 


, . a map. 
breaks a product. Our deal- today's highly competitive - Quality is neither flamboyant nor flashy 
ers tell us that this is the im- market. 


: . . and in most cases, not self evident to the 
— . a Backed by Fort Worth passing glance. For instance, the gleaming 
- _— white surface on many makes of washers 
looks like the “Supernamel” on a Blackstone 
but underneath that super-tough enamel 


Battery Company's resources 
Star Scate and facilities, Blackstone 

Our association with Dealers can rest assured that 
Blackstone has proved over here are all the ingredients 


the years that these tradition- 
ally fine products offer the 
advantages of competitive 
pricing, quick turnover, and 


for a profitable and secure 
future. 


° 
WICHITA 


coat of the Blackstone, every metal part has 
been Bonderized to prevent rust and corro- 
sion for years to come. It’s the same with 
Blackstone’s main drive gear—it’s machined 


from close grained gray iron, not die cast 
from some soft alloy, as is the case with many 

tone Home Laundry Equipment : other washers. This built-in quality has been 
ao = 1a Senne: Motes 4 making friends for Blackstone products and 
: Blackstone dealers down through the years. 


MONTAGUE 


oO 
nacaza Wichita Falls 


We are Distributors for Black- 








ae ae With headquarters in both Bismarck, 

Granam 7 North Dakota and Billings, Montana, we 
| 7 operate in five Western States with one of 
the finest wholesale sales staffs and dealer or- 
ganizations in the country. We are looking 
forward to an ever increasing volume dur- 
ing the “Diamond Jubilee” Year and all the 
years to come. 
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Other MAJOR LINES 


Coleman * KOHLER LIGHT PLANTS * SUB-ZERO FREEZ- 
ERS * UNITED REFRIGERATION * LEWYT 
VACUUM CLEANERS * WELSH BABY CAR- 
RIAGES * SERVEL REFRIGERATORS, 


C.W. HENDRICKS CO., INC. 


214 BROADWAY BISMARCK, NO. DAKOTA 
2405 MONTANA AVE. BILLINGS, MONT. 
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1949 marks the TWENTyY- 

SIXTH year in which this 
4 company has progressively 
* served hundreds of leading 

appliance dealers . . . in sup- 

plying them with QUALITY 

MERCHANDISE .. . in train- 
ing their retail personnel . . . 
i in the development of mer- 
" chandising programs which 
have produced volume sales 
and profits! Our entire or- 
ganization is pledged to the 
continuance of that program 
. in the years ahead which will, 
; indeed, be banner years for 
those dealers whom we are 
privileged to serve! 











Distributors for 


* BLACKSTONE * EUREKA * PHILCO * GRAND * NEW 
HOME * Cory * SCHICK * PRESTO * DORMEYER 
MANNING-BOWMAN AND SETH THOMAS PRODUCTS. 
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Radio Specialty Company 


MILWAUKEE 2, WISCONSIN 
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The Finest 


* FACILITIES 

* PRODUCT LINES 

* DEALERS 
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300 of the finest electrical 
dealers in the Northwest con- 
sider this amazingly modern 
structure the source of supply 
for the nation’s leading appli- 
ances. With its staff of fifty em- 
ployees (including eight sales- 
men), 41,000 square feet of 
floor space, its own private rail- 
way spur and the outstanding 
list of major products below, 
Radio Television & Appliance 
annually grosses well over two 
million dollars. 

Because of their fine reputa- 
tion for quality, we are proud to include Blackstone among 
our list of top-notch lines and to enthusiastically predict that 
Blackstone’s many exclusive and superior sales features, plus 
the merchandising and promotion alertness will assure every 
one of our franchised Blackstone dealers an ever expanding 
and profitable future. 




































F. T. BRIEN 
Executive Vice-President 


Other MAJOR LINES 


PHILCO RADIOS, TELEVI- 
SION, REFRIGERATORS AND 
HOME FREEZERS, COLUMBIA 
RECORDS, L AND H RANGES, 
ALLEN HEATERS, KNAPP- 
MONARCH, PROCTOR, CorRY, 
HAMILTON-BEACH, AND 
SETH THOMAS. 








We are Distributors 
for Blackstone Home 
Laundry Equipment in 
the counties shown 
above. Depending on 
the franchise involved, 
we operate generally in 


Western Washington 
and parts of Alaska. 
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RADIO TELEVISION & APPLIANCE, INC. 


510 WESTLAKE AVE. NO. SEATTLE, WASHINGTON 


MAKING 
BETTER 
WASHERS 
BETTER 


 Blackstonts Diamond fulilec 
























A. W. KILGORE 
General Manager 
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the Texas coun 
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The home of Southern 
Equipment Company. Or- 
ganized with five- major 
sales departments handl- 
ing Electrical Supplies, 
Automotive Equipment, 
Sporting Goods, Firearms, 
Columbia Records, and 
Appliances. 








Everything is booming in Texas and 
sales are no exception. For 36 years 
the record of Southern Equipment 
Company has kept pace with the 
progressive spirit of the Lone Star 
State and today is equipped to meet 
any sales challenge with quality 
product lines which are competi- 
tively priced, consistent and factual 
merchandising, and the finest dealer 
organization. Under the capable di- 
rection of Robert Frank and A. W. 
Kilgore the aim of Southern Equip- 
ment is to build the appliance end 
of the business into TOP position in 
this part of the country. The en- 
viable reputation of Blackstone in 
the home laundry field and the fa- 
cilities and sales effort which we 
a . are prepared to place behind this 
fine product are assurance to our 
Blackstone dealers of a comfortable 
and profitable future. 








Other MAJOR LINES 





{ DEEPFREEZE, ZENITH RaApiIos, A.O. 
| SMITH WATER HEATERS, GRAND 
a 2 A RANGES, PLUS A FINE ARRAY OF 
% SMALL APPLIANCES, 
7 4 

x, 


SOUTHERN EQUIPMENT CO. 


210-212 WEST COMMERCE ST. 
SAN ANTONIO 6, TEXAS 














We represent Black- 
stone in the Oregon 
and Washington 
counties shown at 


the left. 














From our own years of experience, we know what it takes 
to conceive a business, establish it, and keep it going down : 
through the years. For that one reason alone, our hat is off 
to Blackstone. 


And.. 


electrical contractors who have helped us do an outstanding 


_ our hat is off to our more than 2,000 dealers and 


job of merchandising Blackstone Washers in the territory out- 
lined on the county map above. 


We are the oldest electric supply house North of San Fran- 
cisco, represent more than 200 famous lines, and carry a per- 
petual inventory of well over 10,000 items. Our 53 employees 
trained 
and efficiently guided by Depart- 
ment Heads who have proven 


are exceptionally well 









themselves in the electrical ap- 
pliance business. 





WE FEATURE THESE LINES 


* COLUMBIA WATER HEATERS 
* DEEPFREEZE HOME FREEZERS 
* ELECTROMASTER RANGES 

* STROMBERG-CARLSON RADIOS 
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STUBBS ELECTRIC COMPANY 


33 N. W. PARK AVE. PORTLAND, OREGON 
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ABOVE: Shon n on 
the map are the 
Vermont and 
Massachusetts 
counties we serve 
for Blackstone. 

Richt: A_ partial 
view of our dis- 
play room in 


Springfield, Mass. 
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and 
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@ Serving these dealers has been the main 
factor in our phenomenal growth during 
the past 34 years. Today, we maintain com- 
plete branches at Pittsfield, Northampton 
and Greenfield, Massachusetts as well as 
at Rutland, Vermont. Distributing only 
quality lines such as Blackstone, Sunbeam, 
Universal, Crosley, Marquette and Ekco... 
we have been able to select leading lines 
for our dealer organization. Consequently, 
we now have a distributor set-up second to 
none and confidently predict a promising 
and profitable future for every one of our 
Blackstone dealers. 
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The TARBELL- WATTERS Co. 


144 CHESTNUT ST. SPRINGFIELD, MASS. 
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Our headquarters building in 
Omaha, Nebraska 








We serve Blackstone dealers 
in the territory shown above. 





Nebraska, Wyoming, South 
Dakota and lowa counties 
shown. 


Four years before the organization of the Blackstone Corporation, this firm 
began business in Nebraska City, Nebraska under the name of Larson & Wil- 
helmy. We are now serving the third and fourth generations of our original 
customers. We have kept pace not only with the ever changing times but also 
with the needs of our valued customers who were just “youngsters” to our pre- 
decessors in this grand old firm. 


—_ ae Today, we are conscious of the fact that we 
be are one of the largest and most outstanding 
| wholesale firms in this section of the country. 
We cover territory in six states with a staff of 

sales experts which has grown up with the 
j wholesale business in their blood. But... 
he we're not resting on our laurels . . . we're still 
building! An important part of that building 
job will be done with Blackstone. 

Through the years, we've been familiar with 
the fine reputation for quality enjoyed by 
Blackstone. Today, that fine quality is creating 
giant sales strides for us in the Blackstone line. 




















OTHER MAJOR LINES 


* YOUNGSTOWN KITCHENS * ROYAL RANGES * 
INTERNATIONAL OIL HEATERS *® A-B RANGES 
* EVERITE PUMPS * SENTINEL RADIO * SUN- 
BEAM * TOASTMASTER * NESCO * HAMILTON 
BEACH * KIsScCO * MANNING BOWMAN * TELE- 
CHRON *®* UNIVERSAL * REMINGTON RAND 


WRIGHT & WILHELMY COMPANY 


10th & Jackson, Omaha 8, Nebraska 
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With Branch Headquarters in 
Toledo and Providence, we serve 
Blackstone's in the Obio 


“oye 
dealers 


We pride ourselves on the care we 
exercise in using the simple little tag 
shown above. Before we hang that 
tag on a product, we like to be satis- 
fied that the product measures up in 
every respect. Blackstone’s tradition- 
ally fine quality has earned our 
whole-hearted endorsement. 

As distributors of Blackstone Washers in our territory, 
we have watched with great interest the ever increasing 
consumer acceptance of this fine product. We look back 
with pride on our successful association with Blackstone 
and look forward to many more years of continued co- 
operation. 

We are ever mindful of the seventy-five years of con- 





tinuous service that Blackstone Corporation, America’s 
Oldest Washer Manufacturer, has given to the public. 
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ELECTRIC COMPANY 


194-196 RICHMOND STREET 
PROVIDENCE 3, RHODE ISLAND 


; ’ } , 
and Rhode Island counties shown 
abou é. 
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1700 CANTON STREET 
TOLEDO 2, OHIO 
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L & H ELECTRIC RANGE 


SEE YOUR NEAREST DEALER 





The South is on the march again and Blackstone's banner is 
flying high. Here in the heart of the Tennessee Valley, we like 
to do things in a big way and our annual Home Laundering and 
Cooking School is a good example of this operation. 

Above you see a small portion of the 15,000 people who packed 

the Memorial Auditorium in Chattanooga during our four day 

session last May. 

They came, they saw, they went away convinced of one basic 
truth that we, and all our dealers, have known for 
years and that is the good old fashioned type of 
quality that is built into every Blackstone Washer. 
This Blackstone quality means a lot to the dealer 
. . . fewer service problems . . . the opportunity of 
making additional sales to satisfied customers .. . 
and the plus sales he gets from word-of-mouth rec- 
ommendations. We've seen this kind of quality work 
sales miracles for years and we KNOW that it 
spells a bigger and better, more profitable future 
for every one of our Blackstone dealers. 


Chattanooga, ¢ 


_ eae wanton /wamitton 14 
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We serve Blackstone Dealers in the 
Alabama, Georgia, Tennessee, Kentucky 
and Virginia counties shown above. 


COMPANY 


245 NORTH BROADWAY 
KNOXVILLE, TENN. 
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1148 MARKET STREET 
CHATTANOOGA 2, TENN. 
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AMARILLO HARDWARE CO 
Amarillo, Texas 

THE HARRY ALTER CO., INC@® 
Chicago, Ill. 

APPLIANCE DISTRIBUTORS, INC. 
Indianapolis, Ind. 

APPLIANCE DISTRIBUTORS, INC. 
Portland, Maine 

APPLIANCE DISTRIBUTOR CO. 
St. Louis, Mo. 

BIEHL’S, INC. 
Pottsville, Pa. 

LOUIS O. BOWMAN, INC. 
Richmond, Virginia 

CLEVELAND DISTRIBUTING CO. 
Cleveland, Ohio 

GEORGE S. CONLEY 
Denver, Colorado 

HARRY COOPER SUPPLY CO. 
Springfield, Missouri 

CRAWFORD & THOMPSON, INC. 
Atlanta, Georgia 

CROSS & ROGERS, INC. 
Little Rock, Ark. 


COASTAL EQUIPMENT CO., INC. 


Houston, Texas 
CAMPBELL STENSON CO. 
St. Paul, Minn. 
CITY ELECTRIC CO., INC. 
Syracuse, N. Y. 
DEVLIN-DREW CO. 
Fresno, Calif. 
ELECTRICAL DISTRIBUTORS, LTD. 
Honolulu, Hawaii 
EMMONS-HAWKINS HDWE. CO. 
Huntington, W. Va. 


You are 
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AMERICA’S FINEST DISTRIBUTING ORGANIZATION 


EMPIRE STATE DISTRIBUTORS, Inc. 
Albany, N. Y. 

FORT WORTH BATTERY CO. 
Ft. Worth, Texas 

GRAYBAR ELECTRIC CO., INC. 
Providence, R. 1. 

GRAYBAR ELECTRIC CO., INC. 
Toledo, Ohio 

GROSS DISTRIBUTORS, INC. 
New York, N. Y. 

Cc. W. HENDRICKS CO. 
Bismarck, N. D. 

INDUSTRIES SALES CORP. 
New Orleans, La. 

IDAHO HDWE. & PLUMBING CO., 

LTD. 

Boise, Idaho 

INDUSTRIES DISTRIBUTORS, INC. 
Shreveport, La. 

K. G. DISTRIBUTORS, INC. 
Missoula, Montana 

KEITH-SIMMONS CO., INC. 
Nashville, Tenn. 

KENTWORTH CORP. 
Louisville, Ky. 

KLAUS RADIO & ELEC. CO. 
Peoria, Ill. 

E. B. LATHAM & CO. 
Newark, N. J. 

LONG-LEWIS HARDWARE CO. 
Birmingham, Ala. 

LUTHE HARDWARE CO. 
Des Moines, lowa 

ALBERT MATHIAS & CO., INC. 
El Paso, Texas 


_@_ C6666 C6 —. 


MIDWEST DISTRIBUTING CO. 
Flint, Michigan 

OHIO APPLIANCES, INC. 
Cincinnati, Ohio 
Columbus, Ohio 
Dayton, Ohio 


PHILADELPHIA ELECTRONICS, INC. 


Philadelphia, Pa. 

PIONEER APPLIANCE CO., INC. 
San Francisco, Cal. 

PITTSBURGH PRODUCTS CO. 
Pittsburgh, Pa. 

THE PLYMOUTH ELECTRIC CO. 
New Haven, Conn. 

RADIO SPECIALTY CO. 
Milwaukee, Wis. 

RADIO TELEVISION & APPL., INC. 
Seattle, Wash. 

THE RIDGE COMPANY 
South Bend, Indiana 

RUDNING-ROBERTSON CO. 
Sioux Falls, S. D. 

SOUTHERN EQUIPMENT CO. 
San Antonio, Texas 

SOUTHERN RADIO CORP. 
Charlotte, N. C. 

THE SOUTHWESTERN CO., INC. 
Dallas, Texas 





STUBBS ELECTRIC CO. 
Portland, Oregon 

SUPERIOR DISTRIBUTING CO. 
Kansas City, Mo. 

THE TARBELL-WATTERS CO., INC. 
Springfield, Mass. 

TARTAK BROTHERS, INC. 
Santurce, Puerto Rico 

THUROW DISTRIBUTORS, INC. 
Tampa, Florida 

TRI-STATE SUPPLY CO. 
Chattanooga, Tenn. 

TRUE’S DISTRIBUTING CO. 
Spokane, Washington 

VANCE ELECTRIC SUPPLY 
Salt Lake City, Utah 

WAHN DISTRIBUTORS 
Boston, Mass. 

J. A. WHITE DISTRIBUTING CO. 
Grand Rapids, Mich. 

WICHITA BLDG. MATERIAL CO., INC 
Wichita, Kansas 

WOODSON & BOZEMAN, INC. 
Memphis, Tenn. 

WRIGHT & WILHELMY CO. 
Omaha, Nebr. 


FACTORY SALES OFFICES 


BLACKSTONE CORPORATION, 
BLACKSTONE CORPORATION, 
BLACKSTONE CORPORATION, 
BLACKSTONE CORPORATION, 


JAMESTOWN, N. Y. 
ROCHESTER, N.Y. 
LOS ANGELES, CAL. 
DETROIT, MICH. 


HEADQUARTERS: JAMESTOWN, N. Y. 





The Blackstone Triplets are here 


TO HELP YOU PROMOTE THE 
Diamond : Jutiee 


INTRODUCING THE BLACKSTONE TRIPLETS 


Three vivacious teen-agers who will present the story 








of Blackstone’s famous 3-way washing action 
“Rubbing, Flexing and Flushing” in a new and 
unusual manner. The triplets will be featured in all 





Blackstone advertising and promotion material for 
‘49 and will lend warmth and human interest to your 





sales message. 
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4 COLOR CONSUMER ADVERTISING IN 
LEADING NATIONAL MAGAZINES 


To gain maximum attention in the nation’s leading magazines, 
Blackstone goes into a complete schedule of four color adver- 
tising in 1949. The first ad in the new series is scheduled to 
appear in the January 8th edition of the Saturday Evening Post. 
Be sure to watch for it. A giant four color blow-up of this ad 
will be made available so that you can post it in your store 
and tie in with this powerful new campaign. 








AND A HOST OF SALES BUILDING 


DEALER HELPS...... 


Including a four color lithographed floor and ae ‘AGE 75 YEARS 
window display that incorporates a real life size Le : ; munud ennees 
washer, a giant size white satin banner, new four é Z or WASHERS BETTER 
color folders, Diamond Jubilee pennants, window 
streamers, etc. Also a transcribed radio program, ' = 
“Blackstone, the Magic Detective”, special news- 
paper mat series, demonstration aids and loads of 
other sales helps. Watch for big broadside that will 
arrive in the mail. It tells how you can get all this 
material through your Blackstone Distributor. 
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BLACKSTONE 


paooucrt 
AMERICAS OLOEST WASHER MANUEACTURER 


SEE THE BLACKSTONE EXHIBIT AT SPACE 544-A AT THE JANUARY MARKET. 
























(Jan. 1949) 
Homes Owning 


1948 TELEVISION 


Units Sold .... 
Average Retail Price......... $416 
Retail Value .. 


Ere wae 1,037,000 


Homes Without ........ 34,168,000 
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FF to a false start before the 

war, television obtained a toe- 

hold in the bar and grill during 
1947 and, in 1948, graduated to the 
American home. The sales showing is 
impressive, considering the relatively 
small number of video stations on the 
air from a national viewpoint, the 
nature of their programs, and the in- 
ability of manufacturers to supply a 
healthy consumer demand in the first 
half of the year. 

Already it is obvious that television 
will exert a profound influence upon 
the habits of the general public. Sales 
will, in all likelihood, reach a dollar if 
not a unit volume in excess of that 
achieved by radio in its palmiest years 
well within the next decade. The year 
1949 will see a sharp upward slant in 
the curve and any tendency to level off 
seems unlikely much before the mid- 
50’s due to the virtually unsaturated 
market. 


Market Potential 


Television bears all the earmarks of 
anew major appliance for home enter- 
tainment well along in the initial stage 
of a boom. At first, receivers were 
purchased largely by people intrigued 
by novelty rather than the actual serv- 
ice rendered. Sports telecasts, still 
the most important program factor, 
gave the business an additional fillip. 
Today, children who have seen shows 
next door needle Dad into buying. The 
whole family soon finds itself looking 
in and, later, talking about programs 
to friends. This word-of-mouth pro- 
motion is reminiscent of the early days 
of radio in its first, and most profitable, 
commercial phase. 

Programs are improving slowly but 
perceptibly, and already there appears 
to be sufficient interest to keep the 
average owner reasonably satisfied 
with his investment. Sponsors are 
exhibiting growing interest in variety 
shows of all kinds, and even the movie 
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people show more tangible signs of 
climbing on the bandwagon with ap- 
propriate films. Wherever stations 
are receivable there is a rapidly grow- 
ing market. The snowball is gather- 
ing size. Stations rather than pro- 
grams, in fact, now seem to be the 
limiting factor. 


More Room on the Air 


So great is the demand for station 
licenses that the Federal Communica- 
tions Commission recently called a halt 
on new applications and is currently 
studying ways and means of getting 
more video transmitters on the air 
without creating a serious interference 
problem. It will, in all probability, 
open up the ultra high frequencies in 
addition to the very high frequencies 
now being used by television. In this 
event, people in technical circles be- 
lieve it will be at least two years before 
transmitting if not receiving equip- 
ment capable of functioning efficiently 
at the supplemental frequencies can be 
designed and manufactured. Inex- 
pensive converters could be used in 
conjunction with existing receivers, so 
sales resistance to sets now being pro- 
duced should not be serious. Spot 
checks within the industry have indi- 
cated a general belief that consumer 
interest in television on its present fre- 
quencies has built up to a point which 
in most instances makes fear of early 
equipment obsolescence a secondary 
question. 

Station applications already on hand 
in Washington are being processed as 
rapidly as possible and many cities and 
towns and areas not now being served 
will be able to tune in direct in 1949 
and 1950 via coaxial cable, or by 
means of microwave relaying, on pro- 
grams of originating at distant points. 
Coverage of major cities should be 
good by the latter date, but any- 
thing resembling complete coverage 
of the country will require many more 


years, the problem being even more 
difficult of solution than was radio 
broadcast coverage. 

Another limiting factor, perhaps the 
most important one, is the ability of 
manufacturers to produce the number 
of television receivers that the market 
can absorb. Toward the close of 1948 
there were signs that despite procure- 
ment and manufacturing difficulties 
this problem was at least temporarily 
solved. Some 75 factories, turning 
out about 195 different models, were 
shipping in quantity, and the indus- 
try’s ability to produce in 1949 is at 
present estimated as high as two mil- 
lion sets. Estimates of production 
possible by 1958 run as high as 40 
million receivers. Be that as it may, 
it seems likely that with a market as 
big as television appears to be the con- 
sumer will not for long go begging 
when he wants the merchandise. The 
radio business is, to put it mildly, ac- 
customed to supplying demand if the 
money is there. 


Trends to Watch 


So big does television loom as a 
major appliance market that there is 
some doubt as to the ability of manu- 
facturers to handle all installations in 
the future. Initially, many of them in- 
sisted upon performing this function 
in order to insure proper operation and 
so avoid possible early black eyes. 
Some still prefer the plan, and may 
continue to follow it where they can 
for an indefinite period. Newcomers, 
however, for the most part appear will- 
ing to have installations made by prop- 
erly qualified retailers. This poses a 
question for the trade. Is business to 
be gobbled up by specializing stores, 
as in the early days of radio? Or will 
merchants with diversified lines profit 
by past experience and provide the 
installation if not servicing facilities 
necessary for sales? 

In this connection, it is interesting 


_—— 





to note that while good outside anten- 
nas are invariably necessary in loca- 
tions remote from stations and desir- 
able even where the stations are 
nearby, some customers within the 
primary coverage area of television 
transmitters have had fairly satis- 
factory results with window-sill and 
under-the-rug varieties. The great 
danger here is that some retailers, in 
their desire to move sets, may lead 
prospects in whose homes simple in- 
door-type will not provide adequate 
service to believe that they will. The 
kickback that could occur in such cases 
might be considerable. 

Space in which to put a television 
receiver is so far not, oddly enough, a 
major consumer problem. Manufac- 
turers have succeeded in designing 
efficient as well as compact table-type 
receivers and at the moment these 
seem to be in greatest demand. Con- 
scious of this phenomenon, some manu- 
facturers who ordinarily go in for 
large consoles almost to the exclusion 
of smaller models have brought out 
high-quality compacts. These include 
projection models. Consumers, per- 
haps, are buying the smallest sets they 
can find in order to hold their invest- 
ment down until they are sure their 
interest will last and until their fear of 
obsolescence subsides. Later, they 
may buy the “big set” for the living 
room, complete with a-m and f-m 
radio and an automatic record-player. 

Cathode-ray tubes of the larger 
varieties are still on the critical list 
and will i.ct be in plentiful supply at 
least for the first half of the current 
year. The situation is, however, loosen- 
ing up and more 12 and 15 and even 
16-inch types will be seen in receivers 
before Christmas. Size, it seems, is 
something the average customer wants, 
but it is too early to judge whether he 
will choose to get it by direct-view or 
by projection. Meanwhile, even a 
three-inch picture appears to have its 
place, where, for instance, rock-bottom 
price is of utmost importance and, for 
another, where extreme portability is 
desired. 

Television receiver prices are not 
likely to change materially in 1949. 
Some simplifications of circuitry are in 
the offing but these, for the most part, 
will be counterbalanced by higher 
material and labor costs. 

Color television is still around some 
far-distant corner. End 
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% equal function and utility at cut prices. 


. 7 CONSTIPATION! 


Now, there’s a word for you. It describes probably the greatest source of human 
ills, but did you ever think of it in relation to your business? 


Where are all those estimated mark-ups that didn’t materialize? How much 
inventory refused to move until you used a good dose of price cuts? 

“Constipation” is merchandise that won’t sell unless prices are lowered and 
necessary profits sacrificed. Why? Because all too often, competition offers products 
of identical functions and services at prices less than yours. 

Take washing machines: Do the washers you sell (whatever the price) have any 
function or performance that competition cannot equal at lower prices? No? Then, 
don’t kid yourself, you will have to get down to your competitor’s price level. 


Ye —« HERE’S A SURE CURE 
) 


\ PRESCRIPTION: Place a Barton “Controla Speed” Washer (3-speeds) on your 
sales floor, filled with water and ready to demonstrate. 


DIRECTIONS: Show your customers: 


o—___—_—+ 


HREE-SPEED Washing and Wringing—provides the exact washing speed for 


every fabric—also controlled wringing speed for safe, easy wringing of heavy and bulky 


articles. 
& poe ape a nd anc NR 
PATENTED WATER DEFLECTOR TUB —creates 1800 extra water currents a 


minute. More water action means less paddle action. Cleaner clothes in less time and 


with less wear. 









DOUBLE DUTY AGITATOR -— gently washes small pieces in 


the removable bow! while heavier pieces are washed in the tub. Saves 
arduous, time-taking hand washing. 


Barton also has a Low Cost Lifetime Replacement Guarantee— 
the most liberal in the Industry. 





No competition can duplicate your Barton demonstration or offer 






Why Permit Your Business to Suffer from Constipation inp 
When Barton “Controla Speed” Washers Provide the Cure? ¢ ‘a } 


THE BARTON CORPORATION, West Bend, Wisconsin 
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Your customers can enjoy the day- 
light bright, daylight clear, daylight 
sharp pictures of G-E Daylight Televi- 
sion—at an amazingly low price. Model 
810. 10” direct-view tube, Mahogany 
veneered cabinet. $325.00° 


(plus installation) 





























Complete home entertainment center. 
Everything your customers want—in one 
exquisite mahogany cabinet. Daylight 
Television—122" direct-view tube the 
“best picture in sight~day or night”... 
FM-AM — short-wave radio... dual 
phonograph plays both type records 
culomatically! Model 840. $995.00* 


(plus installation) 
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Model 810 


NE RMD Pere 6 here 8s 


. 

















EASIER TO SELL—that’s G-E Daylight Television! It’s extra 
bright, extra clear for extra enjoyment even in broad daylight or 
in normally lighted rooms. Your customers don’t have to sit in 
darkness (a G-E selling point that rings the bell—on your cash 
register). Push G-E Daylight Television. You'll find it sells itself 
on sight! For complete information about the entire TV line, 
call your nearest G-E television distributor or write today to 
General Electric Company, Electronics Park, Syracuse, New York. 


ewe 








@ New! Large screen table television! 
12%" direct-view tube—largest daylight 
picture yet! G-E Automatic Clarifier for 
sharp, clear pictures. Mahogany ve- 
neered cabinet. Model 814. $389.50* 


(plus installation) 


: *Prices slightly higher West and South, 
la = : : subject to change without notice. 


Model 814 


Performance-Engineered 
at Electronics Park 


With its renowned scientists, electronic engineers and highly skilled 
technicians, plus all the facilities of the most modern labora- 
tories and production lines, Electronics Park is truly the 
world center for electronic progress! Performance- 
engineered means your customers get utmost 
value in G-E television sets. 
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KITCHEN CABINETS, STEEL 





1948 1947 
rr Undersink Cabinets, Steel—Units....... 1,015,000 
SA are ee Average Retell Petes... ... ....- 22000. 56 
LE eee i ccisie: aicvancen aie $56,600,000 
2,586,500...... All Other Kitchen Cabinet, Steel—Units... . . 1,775,000 
ES ee ee eS ee 27 
ON err ST WI is oo sine ore aye 4 $48,000,000 
a eee Total Kitchen Cabinets, Steel—Units...... 2,790,000 
Ean So's oboe a ee 37 
er ee ee $104,600,000 





ages in 1948, the steel kitchen 

cabinet business continued to 
forge ahead of previous post-war years 
and set new records in both units sold 
and dollars taken in. 

Total steel kitchen cabinet business 
in 1948 showed 3,500,000 units sold, or 
a 25 percent increase over the 2,790,000 
units sold in 1947. Dollar volume 
zoomed to $138,000,000, an increase of 
32 percent over the $104,600,000 
recorded in 1947. The increases were 
not general, however. Undersink steel 
cabinets, for instance, comprised 913,- 
500 units, compared to 1,015,000 in 
1947—a drop of 10 percent. Buta rise 
of 46 percent in all other types of cabi- 
nets—from 1,775,000 units in 1947 to 
2,586,500 units in 1948—more than 
offset the slight decline in the under- 
sink category. 

Much of the reason for this steady 
increase in public acceptance of steel 
kitchen cabinets must be ascribed to 
the aggressive advertising, promotion 
and merchandising of major manufac- 
turers in the field. Few American 
housewives are unfamiliar with the 
barrage of handsome consumer maga- 
zine advertising—to say nothing of the 
equally attractive articles in the edi- 


[) sees in continuing steel short- 


number of distributors and dealers who 
have installed live counterparts of these 
kitchens in their own places of busi- 
ness. Kitchen modernizing business 
has been constantly expanding and, in 
the meantime, the industry has bene- 
fited from the extraordinary activity 
in new home construction, estimated 
for 1948 at some 925,000 units. Nor 
is there much reason to look for any 
real decline in 1949 if steel continues 
available in at least the quantity ob- 
taining in 1948. The steel kitchen 
cabinet business in 1949, however, will 
face the same problem merchandisers 
of other major pieces of electrical 
equipment face—the necessity of doing 
a more active selling and promotion 
job. The turning point has been 
reached in the post-war appliance boom 
and from here on old-fashioned spe- 
cialty selling—convincing consumers of 
value received—will become increas- 
ingly important. 


Developing Standards 


In this connection, when the buying 
public is becoming more and more 
insistent on quality—on value received 
—it is refreshing to note how the steel 
kitchen cabinet business is gearing up 
to assure its prospective buyers that 



































Steel Kitchen Cabinet Institute, which 
has its headquarters in Cleveland, has 
been developing and perfecting a pro- 
gram of minimum quality standards 


for steel kitchen cabinets. This pro- 
gram is supported by tests in an inde- 
pendant testing laboratory where 
eleven mechanical and ten cabinet fin- 
ishing tests are made to insure highest 
quality. 

Sample cabinets for these laboratory 
tests are taken directly from the pro- 
duction lines of individual manufac- 
turers, according to S. S. Keeney, 
executive secretary of the Institute. 
When a line of cabinets meets the 
prescribed Institute tests, then and then 
only is the manufacturer given permis- 
sion to use the copyrighted seal of ap- 
proval on his product. The tests, 
incidentally, are available to both 





sumer literature folders for dealers 
which analyze the various advantages 
of steel kitchen cabinets. They em- 
phasize streamlined design, durable 
construction, lasting finish, ease of in- 
stallation, trouble-free operation, lack 
of service cost, and low initial cost. 

Another important factor in the 
growth of the business has been the for- 
mation of sales training schools on the 
part of several large manufacturers to 
acquaint distributors and dealers with 
remodeling and installation problems. 
The products have reached a high de- 
gree of standardization in sizes of units 
and, with relatively simple schooling, 
dealers are equipped to modernize any 
kitchen. 

As the sale of refrigerators, ranges, 
freezers, water heaters and other 
devices are often held up pending a 





























torial section—which has glorified the real worth will be built into the members and non-members of the complete kitchen remodeling, this is 
modern steel kitchen. Of equal im- products they install in their homes. Institute. one class of business the dealer should 
portance has been the growth in the During the past several years, the The Institute also provides con- not overlook. End 
TOTAL DOLLAR VOLUME (Left) AND PHYSICAL UNIT VOLUME (Right) 
OF STEEL KITCHEN CABINETS, BY MONTHS (Steel Kitchen Cabinet Institute) 
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Were you in‘on the 


Electric Water Heaters 


For the past two years, the sales volume of Storage Type Electric 
Water Heaters has been over 1,000,000 units a year. This represents 
more than $126,000,000 annual sales volume, and that’s not peanuts 


in any be nly *s language. 


If you didn’t promote and sell Electric Water Heaters, how much 
of that volume did you miss? 


Proof that Electric Water Heaters are what people want 
Not only actual sales volume but surveys—by such magazines as 
McCall's and Successful Farming, by the Office of Civilian Require- 
ments, and NEMA—show the rapidly increasing demand for modern 
Automatic Electric Water Heaters. 


Here’s WHY people want Electric Water Heaters 
This trend is growing daily as people see for themselves the many 
advantages of the modern Automatic Electric Water Heater: 


(1) Auromatic (continuous hot water, no attention); (2) CLEAN 
(smokeless, sootless); (3) DEPENDABLE AND TROUBLE-FREE (as 
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electric light); (4) Economicat (fully insulated storage, short hot 
water lines); (5) SAFE (all electric, dependable temperature control); 
(6) FLEXIBLE (can be installed anywhere, even in living quarters; 
no flue or vent). 


Here’s why dealers like to sell Electric Water Heaters 


Not only do people want to buy Electric Water Heaters, but dealers 
like to sell them because of: 


® Larger Individual Sales. One Electric Water Heater repre- 
sents as much dollar volume as two or three smaller appliances. Each 
sale also represents... 


® More Profits for You. There is a full margin of profit on the 
sale of Electric Water Heaters. And there is also the added advan- 
tage of... 


® Pleased Customers who come back to you for other electrical 


appliances and services. 


That’s why you're missing plenty of sales and plenty of profits unless 
you stock and sell modern Automatic Electric Water Heaters! 


ELECTRIC WATER HEATER SECTION, 

155 East 44th Street, 
BAUER + BRYANT + FOWLER «+ FRIGIDAIRE « GENERAL ELECTRIC 
NORGE «+ PEMCO « REX «¢ RHEEM « SELECTRIC «+ SEPCO « SMITHWAY 


JANUARY, 
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that were sold last year? 
















Water Heaters 
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betas Bait 10 the FUTURE 


During the six years preceding war-time manufacturing restrictions, 700,000 
sales of Automatic Electric Water Heaters almost tripled. Since the 600,000 
war, sales have really soared. The year 1947 showed a gain of more than 

500% over the best pre-war year. This points to a high volume for 500,000 
years to come. The Electric Water Heater is what people want! 
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Source: January, 1948 Statistical Issue, Electrical Merchandising. Industry Figures developed from Statistics compiled by NEMA. 


National Electrical Manufacturers Association 

New York 17, N.Y. 
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HE electric blanket and bed-cov- 

ering business is no longer in the 

infant stage. Today, over a mil- 

lion people are using some type of 

electric bed covering and in 1948 about 

650,000 were sold for a retail value of 
$27,950,000. 

Sefore the war electric blankets 
were still in the sampling stage with 
about 55,000 in use. In three short 
years electrical bed coverings have 
captured the fancy of comfort-loving 
folks everywhere. 

Additional evidence of the wide- 
spread acceptance for electrical bed 
covering can be found in the fact that 
approximately 75 hotels in the U. S. 
are presently using electric blankets. 
This opens a vast market over and 
above the wired home market. Further 
acceptance is revealed by the fact that 
the American President Steamship 
Lines have installed electric bed cover- 
ings on such luxury liners as the S. S. 
President Cleveland. Railroads are 
also said to be negotiating with manu- 
facturers with a view to equipping new 
pullmans with electric bed coverings. 
Sanatoriums are recognizing the ad- 
vantages of this commodity by installa- 
tions in some of their rooms. And 
doctors are recommending and pre- 
scribing them for arthritis and for all 
circulatory ailments. 


The Home Market 


The average home in the United 
States has three beds. The sale of one 
blanket to a home in most cases results 
in a repeat performance for a second 
and possibly a third sale—and this is 
figuring conservatively. 

The Product: On the market today 
there are electric blankets,” sheets and 
comforters varying in price from $30 
to $60 retail. They are available in 
twin bed size, double bed size with 
single control, and some manufactur- 
ers have a two-control double bed size 
so that each sleeper in a double bed 
many select his own warmth. In this 
connection it is interesting to note 
that 75 percent of all married couples 
in the U. S. sleep in double beds. The 
majority of these bed coverings, other 
than the sheet, are available in pastel 
shades of rose, blue, green and cedar. 


Seasonal Sales: Forty-one percent of 
all units sold during the year were sold 
in November and December, according 
to a General Electric survey. January, 
February and March account for 16.11 
percent. But there is also a market 
for blankets during the summer months 
when people go to the shore and the 
mountains where the evenings are 
damp and chilly. Some manufactur- 
ers conduct off-season selling cam- 
paigns with national consumer adver- 
tising in May and June to balance the 
seasonal curve. 

Gift Appeal: The gift appeal is tre- 
mendous, which in part accounts for 
the 41 percent being sold in Novem- 
ber and December, Mother’s Day, 
Father’s Day, anniversaries and birth- 
days. All mean sales for the elec- 
tric bedding business. Nearly all 
brides need blankets, and a study made 
by Women’s Home Companion re- 
ports that women of 35 and under are 
much better prospects than older 
women. 


Selling Points 


The automatic blanket division of 
General Electric Co. made a survey 
recently of 300 people who own 
blankets. It was found that 59.4 per- 
cent of the users said they like their 
blankets because they are light in 
weight—no extra blankets required; 
46.5 percent like them most because of 
the constant even heat; 19.4 percent 
mentioned general comfort and con- 
venience; 13 percent thought auto- 
matic compensation for temperature 
changes was the best feature; 8.8 per- 
cent said being able to get into a warm 
bed was best; 5.9 percent mentioned 
restful sleep and 2.9 liked the blanket 


hee 


because with only one blanket bed- 
making was less work. All of these 
points make excellent sales ammuni- 
tion. 

In the same survey 22 percent of the 
people interviewed indicated their in- 
tention to buy one more blanket; 11 
percent said they will buy two more; 
and two percent will buy three or more. 
This means 65 more blankets can be 
sold to approximately every 100 pres- 
ent users. Electric bed covering is 
tailor made for distribution and sales— 
requiring as it does no investment in 
equipment, no additional wiring, cir- 
cuits or transformers, and involving no 
installation problems. It is ready “as 
is” for over-the-counter sale. 

Bed coverings are ideal load build- 














ers. Most power companies operate 
at near capacity during the day and 
early evening, but this load declines 
shortly before midnight. At this time, 
during the off-peak period through the 
night, the automatic blanket goes to 
work for the utility. 

J. E. McCarthy, sales manager, 
automatic b' nket division, General 
Electric Co., in a speech at the South- 
eastern Electric Exchange Conference 
in Atlanta, Ga., recently presented the 
following table of load profits possible 
for utilities in bed coverings : 

“Based on national averages, the 
kw.-hr. load of two automatic blankets 
equals the load of one average size 
refrigerator with the added advantage 
that all the blanket load is high-profit 
off-peak load: 


TOTAL ANNUAL REVENUE 


No. Auto 
Blankets @2¢ kw.-hr. @3¢ kw.-hr. 
1,000 $2,380 $3,570 
5,000 11,900 17,850 
10,000 23,800 35,700 
20,000 47,600 71,400 


And this annual revenue is based on 
only one blanket. It is also based on 
seven months usage, eight hours a 
night, and at a national average kw.-hr. 
consumption of 119 kw.-hrs.” 





TWO YEARS STATISTICAL SUMMARY 
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@3.6¢ kw.-hr. @4¢ kw.-hr. @5¢ kw.-hr. 
$4,284 $4,760 $5,950 
21,420 23,800 29,750 
42,840 47,600 59,500 
85,680 95,200 119,000 


In 1941 only two manufacturers 
were making electric blankets. EM 
Directory of Manufacturers, 1948, lists 
a total of 11 with an additional depart- 
ment store in the middle west making 
its own blanket for sale only through 
the blanket departments of its own 
chain of stores. 

Electrical specialty shops, depart- 
ment stores and utilities are the main 
outlets for electric blankets. Elec- 
trical bedding as sold nowadays is 4 
well-packaged unit which lends itself 
to attractive display anywhere, and 
the sales potential is astronomical, con- 
sidering the fact that the sale of ordi- 
nary blankets k'ts around 125,000,000 
anmally. End 
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THAT’S WHY THE 


MIRRO-MATIC 


 Deep-Well PRESSURE COOKER 
CAN HELP YOU SELL YOUR RANGES! 
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m4 @ The 6-quart MIRRO-MATIC Deep-Well — you can hear” which automatically prevents 
‘000 COOKING WITHOUT LOOKING Pressure Cooker is an adaptation of pressure from going higher than recipe 
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48, lists We popular MIRRO-MATIC. . nize. Specially designed Deep-Well shape 
depart- : va and handles are the only points of difference. 
making LCC 0, MIRRO-MATIC Deep-Well has every 
hrough Control automatically prevents wanted feature in common with the top- Point this out to your range customers. 
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WORLD'S LARGEST MANUFACTURER OF ALUMINUM COOKING UTENSILS 
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Critical refrigeration and air conditioning 
men have been amazed at the COOLING 
POWER of Fedders Room Air Condition- 
ers. It is the talk of the industry. 

This COOLING POWER is the result of 
Fedders 50 years experience as heat transfer 
specialists. 

Backed by thousands of outstanding per- 
formance records in every climate in every 
part of America, the sales of Fedders Room 
Air Conditioners have grown like a rolling 
snowball. They have opened up a new 
business for distributors and dealers every- 
where. 

Get behind this rolling snowball ... push 
it and make it grow and grow and grow. 
Your business will grow with it. 

Don’t wait for your competitor down the 
street to get lined up for 1949 business. 
Now is the time to start by writing to: 
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FEDDERS-QUIGAN CORPORATION 
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i ee most impressive single fact 
about 1948 electric water heater 
sales is not that they slipped 60,- 
000 units from the 1947 all-time high ot 
1,100,000, but that they so nearly held 
their own. 

There were two powerful factors op- 
erating adversely on 1948 sales: (1) 
an early and gigantic post-war produc- 
tion which just about saturated the 
pent-up demand; and (2) the nation’s 
critical power shortage which slowed 
utility promotions of this traditionally 
big load-building appliance. Despite 
the slight decline from 1947 levels, 
1948 sales were far higher than in any 
other previous year (1946—488,000; 
1941—205,000) and indicate that at 
long last the unglamorous and unro- 
mantic water heater, ugly duckling of 
the appliance flock, has impressed the 
consuming public with its subsurface 
qualities of economy, cleanliness, 
safety, efficiency and automatic opera- 
tion—all for an average price of $130. 

The climb to public acceptance has 
been both long and hard. Back in 1935 
only 70,000 water heaters were sold; 
the total stayed below 200,000 until 
1941. Then in 1946 sales spurted to 
an unprecedented 488,000 units and in 


1947 this figure was more than doubled 
—1,100,000. 


Bigger Sizes Popular 


The growth in sales has been accom- 
panied by a trend toward a preference 
for the larger sizes of heaters—a trend 
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that is attributable in some, measure to 
a greater interest in the comfort and 
cleanliness derived from ample hot wa- 
ter, but more espécially to the demands 
of automatic clothes and dish washers. 
Back in 1941 almost half of the electric 
storage heaters’ were 30-gallon units. 
A little more than 20 percent were of 
40 gallon capacity and another 20 per- 
cent were 50-gallon tanks. By the end 
of 1947 the 30-gallon heaters only com- 
prised about 28. percent of sales, while 
heaters in the 35 to 44 gallon sizes 
totaled approximately 19 percent and 
the bigger ones, the 45 to 54 gallon 
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TWO YEARS STATISTICAL SUMMARY 


WATER HEATERS, STORAGE 
1948 





1947 
J eee e ios ae, aay igh ai 1,100,000 
 - Average Retail Price.................. $130 
| eee I oo ee ae $143,000,000 
(Jan. 1949) (Jan. 1948) 
Re a. ae 2,270,000 
SE ok so neces awe Homes Without ... 2... ..s000 30,780,000 





class, jumped up to about 37 percent 
of total sales, replacing the 30-gallon 
units as the most popular size. Figures 
for the first nine months of 1948 indi- 
cate that the 1947 proportions will be 
repeated. It is also interesting to note 
that sales of 100-gallon-and-over tanks 
in the first nine months of 1948 (2,075) 
exceeded the total for all of 1947 
(1,854), according to figures provided 
by NEMA member companies. 


More Makers 


Just in the past year there has been 
a growth in the number of water heater 
manufacturers. In 1947 there were, 
according to this magazine’s Classified 
Directory of Appliance and Radio 
Manufacturers, 94 manufacturers of 
water heaters (one faucet type, seven 
immersion type, 60 electric storage 
type, 26 oil-burning storage type). In 
1948 the total had increased to 114 
manufacturers (three faucet type, nine 
immersion type, 71 electric storage 
type, and 31 oil-burning storage type). 
The biggest gain was made in pro- 
ducers of electric storage heaters. 


Dealer and Utility Selling 
Up through 1941 there was a definite 


trend for utilities to leave more and 
more water heater merchandising to 
dealers. For example, in 1935, accord- 
ing to the EEI, 73 percent of all water 
heaters were sold by power companies. 
By 1939 this had dropped to 54 percent. 
A similar survey conducted in 1941, 
though not comparable on a mathe- 
matical basis, since it was made by 
another source, showed that only 35 
percent of water heater sales were 
made by utilities. This all reflected a 
tendency, as expressed in succeeding 
statistical surveys by this magazine, 
for utilities to back out of sales: How- 
ever, many companies did so with the 
proviso that they would stay out only 
so long as they thought the dealers 
were doing an adequate merchandising 
job. Recently some power companies 
have apparently become dissatisfied 
with dealer sales efforts and have re- 
turned to merchandising. One such 
company reports that in the month 
after it returned to selling, the unit 
volume of independent dealers in the 
area jumped over 100 percent—a fact 
which the utility took as sufficient proof 
that little sales effort was being ex- 
pended prior to the change. 
(Continued on next page) 


12-YEAR SALES, AVERAGE PRICE AND RETAIL VALUE OF WATER HEATERS 
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| Water Heaters 
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| Today so many utilities are ham- 
| pered by overtaxed generating facilities 
that a complete reversal of the trend 
to stay out of selling is unlikely. But 
once the power shortage is overcome, 
many utilities will be inclined to take 
a careful look at sales volumes in their 
areas—with a return to merchandising 
in mind as a stimulant if those volumes 
are unsatisfactory. 


The Table Top Heater 





Since the ending of the war we have 
seen a tremendous growth in the popu- 
alt larity of ranch-style and other one-floor 
‘ homes without cellars. This type of 
| house has created a need for utility 
appliances that can take their place in 
the kitchen beside the refrigerator and 
range without loss of appearance. 
There has been an accompanying trend 
to bring the home laundry up out of 
the cellar and put it in or near the 
kitchen. Washing machines and iron- 
ers are no longer reminiscent of a 
factory—and neither is the water 
heater. 

It has always been logical for the 


SELLING days are here again . . . Gibson’s the 
sellin’est line for 49. . . and “49 and Gibson will 
reward salesmen. 

Think ahead. Design your own perfect profit 
line—and you'll find you've designed the Gibson 
line! Here are the four points you'll want covered, 
and Gibson covers each one supremely well: 

/ GIBSON IS HANDSOME. IT’S HOUSEWIFE 

# DESIGNED—AND THEREFORE IT’S SELF- 
SELLING ...a mighty important point. 

GIBSON IS NATIONALLY PRICED, and 





Priced in Line Despite Plus Features . . . another water heater to be close to the greatest 
Great Point. THE GIBSON LINE HAS PER- s | war diet cael ae ee ee 
FECT STEP-UP. .. One more Big Profit Feature. | a? of economy—and nothing could be 
AND—THE LINE’S COMPLETE .. . Refrig- 


more logical than putting it in the 
kitchen with the automatic or conven- 
tional clothes washer and the dish 
g/ GIBSON HAS SMASH-O NATIONAL ADVER- | washer. Hence the table top wate 
TISING AND LOCAL AND STORE heater. In the past two years table tap 
MATERIAL THAT SELLS AS WELL AS | water heaters were mentioned no less 
ATTRACTS... Radio, Movies, Newspaper, Bill- 


erators, Ranges, Vertical and Horizontal Home 
Freezers. 


| 
| than 28 times in the new product 
| columns of this magazine. 


board, Floor Displays, Even the Refrigerator and Re —Eeeeee : 
Range That “Speak for Themselves” When the ——s | This type of heater has had to make 
Door’s Opened . . . All with selling Wallop. This | Sacrifices in size because of the limited 


line cracks your local market wide open! 





| Space for which it was designed. Un- 
| fortunately this puts a strain on most 
| | of them when used in conjunction with 

automatic clothes washers. Only two 
of the 28 table top heaters mentioned 
in this magazine in the last two years 
were of 50 gallon capacity or better. 
Most of them were in the 30 and 4 


| 





Gibson is the independent dealer’s selling Line 











for °49. That’s what you want, that’s what _ gallon sizes. 

Gibson’s got. It adds up! Get the Gibson story In styling, however, the table top has 

now from your Distributor or directly —for it’s achieved both usefulness and beauty. 

a fact that— | They all live up to their name. And [> 
Copyright 1949, Gibson Refrigerator Co. | one manufacturer, at least, has put out | 





a kitchen desk model which even in- 
| corporates a lamp. 
(Continued on page 128) 


dette Giboon Wlakee , 
Dolled and Pence tw FF 


LOOK FOR FULL PAGE, FULL COLOR, 
- GIBSON ADVERTISEMENTS= 


n LADIES’ HOME JOURNAL 

n BETTER HOMES AND GARDENS 
n GOOD HOUSEKEEPING 

n SATURDAY EVENING POST | 


| 
| “| LOVE TO GAZE INTO IT AND WATCH 


| THE PICTURES PAINTED BY THE DANCING 
ELECTRONS”. 
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AND RETAIL PROFITS LIKE THAT _paign in Universal history pushed retail 
DON’T JUST HAPPEN—they’re planned. _ sales to a new high... because in mar- 
Universal dealers made money and __ ket after market special promotion and 


plenty of it in ’48 because imaginative, alert merchandising were combined in 
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market-wise planning gave them real _ hard-hitting local campaigns making 
feature merchandise to sell... because the selling job easier and more profit- 


the biggest consumer advertising cam- able for Universal dealers. 


top has 
beauty. 
. And 
Dut out 
ren in- 


| } 














ELECTRICAL MERCHANDISING—JANUARY, 1949 PAGE 125 


% ¢ . 


FULL-YEAR AHEAD! 
AMAZING 
2-SPEED WASHER 
The one washer that 
does all the wash — with 
a REGULAR speed for or- 
dinary wash and a new 
LOW speed for the fine, 
fragile pieces. First, too, 
with super-safe Con- 

trol-O-Roll Wringer! 


UNIVERSAL 
‘Planned-Profit 


PROGRAM 


oT 
IN PRODUCTS 

T 
FEATURES 


7 


/ 


NOTHING LIKE IT! 


NEW BEAM-O-LITE IRON 
Sells on sight! Exclusive built-in head- 
light for a “standout” competitive ad- 
vantage—also, Hand-I-Set Fabric Dial 
and Wrinkle-Less Heel. 


LEADING THE FIELD! 


CONTROL-O-MATIC COOKING 
The Universal Speedliner Range goes 'way 
out in front with the dramatic selling power 
of Control-O-Matic cooking for new, faster, 
easier, automatic cooking convenience. 


UNIVERSAL DOES IT AGAIN! 


NEW COOK-A-MATIC GRILL 
Never has more eye appeal been designed into 
a table appliance. In features, size and automatic 
control, too, it’s “miles ahead” of other grill and 
wafflemaker combinations. 


SPEEDLINER RANGE 
STARTING IN APRIL: 
Saturday Evening Post 

Good Housekeeping 
Better Homes & Gardens 
Farm Journal 
Household 
Sunset 

Plus... 

Key-Market Newspaper 
Campaigns 


2-SPEED WASHER 
STARTING IN MARCH: 


life 
Saturday Evening Post 


Key-Market Newspaper 
Campaigns 
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TANK AND 
BRUSH CLEANERS 
STARTING IN APRIL: 


life 
Saturday Evening Post 
Look 


Plus... 
Billboard 
in 129 Markets 
Plus... 
Individual “Blitz” 
Newspaper Promotions 





SCOOPS THE MARKET! 


BRAND NEW! TEMP-O-STAT 
ELECTRIC WATER HEATER 


Far ahead in ’48 in advanced features 

Universal jumps out front again with 

: : a 10-year Warranty, corrosion-pre- 

A “SMASH” HIT! venting Anodic Rod and new auto- 


matic over-temperature control. 
AMERICA’S FASTEST-SELLING 


TANK CLEANER 
First with the ‘““Thread-Picking, Self-Clean- 
ing Nozzle” and “Tattle-Tale Light”—Uni- 
versal’s Clean-Air Cleaner is first in sales 
right across the nation. 


WITHOUT COMPETITION! IN FRONT ON EVERY COUNT! 


NEW, BETTER COFFEEMATIC NEW 10-SPEED FOOD MIXER 
Amazing new Flavor Selector and Kwik- Ahead with full power at every speed, 
Acting Pump make this America’s No. 1 over-size beaters, swivel-arm feature and 
Coffeemaker—automatically makes better completely streamlined design. 
coffee—all metal, no breakage problem. 


“PLANNED-PROFIT’” PROMOTION PROGRAM! 


FOOD MIXER COFFEEMATIC BEAM-O-LITE IRON 
STARTING IN FEBRUARY: STARTING IN APRIL: STARTING IN FEBRUARY: 
life life life 
Ladies’ Home Journal Saturday Evening Post Good Housekeeping 
Good Housekeeping Ladies’ Home Journal Ladies’ Home Journal 
McCall's Good Housekeeping 
McCall’s 
Bride’s MAIL 


” Sunset . TODAY! FOR COMPLETE INFORMATION 
US 2.6 : 


Special Local Promotion 
Special Lecal Promotion LANDERS, FRARY & CLARK 


NEW BRITAIN, CONNECTICUT 
DEPT. EM 
1 am interested in your “Planned-Profit’’ Program for ‘49. 


A sincere renionseee ena 


UNIVERSAL Sameer ser 


EE 
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ADVANCED STYLING... It’s their modern 
design .. . their good lines . . . their clean 
curves and flowing contours that give 
Morton units the eye-appeal that makes 
buyers out of lookers. It’s the way Morton 
Pantryettes*, Base Cabinets, and Cabinet 
Sinks go together . . . blend together . . . the 


way they grow from single Units iN(0 OU- gp gy 


of-this-world kitchens. 


ADVANCED EFFICIENCY... Morton units 
save on meal-mileage, because they're 
designed to form ideal Work Centers; because 
they have a place for everything in the place 
it’s needed; because they have many exclu- 
sive features, such as sliding doors of frosted 
glass, Totalite, Space-Users, and special fea- 
tures for improved kitchen efficiency. 


ADVANCED MERCHANDISING ... For lim- 
ited inventories, limited investment, faster 
turnover, the Morton line is compact, con- 
taining no unessential items (Space-User, 
alone, does away with 15 sizes of filler-type 
cabinets). And the Morton Unit Sale plan 
makes it easy to sell cabinets one at a time, 
in centers or in complete kitchens—which- 
ever the home owner can afford. 


FRANCHISE PROTECTION... You can push 
the Morton line with confidence, because 
Morton Franchise Dealers are protected 
from unnecessary competition. An exclusive 
dealer for each market and an ample mar- 
ket for each dealer is the Morton principle 
of distribution. Look ahead, and plan with 
Morton. 

"Trade Mark reg. 


“Marton. 


MORTON MANUFACTURING COMPANY 
General Offices: 5125 W. Lake St. 
Chicago 44, Illinois 
















































































“IT’S NOT ‘JUST ANOTHER TOASTER’—MINE 
BUTTERS!” 


Water Heaters 





CONTINUED FROM PAGE 124semmmm 


You can expect that 1949 sales will 
decline from the 1948 level, but the 
| total will still be far in excess of 1941. 
Some utilities, historically the big pro- 
moters of ranges and water heaters, 
may alleviate their own particular 
power shortages to the point where 
they will be interested in pushing water 
heater sales. In areas where this hap- 
pens sales will compare favorably with 
1948 totals. 

Some utilities, faced with ever-rising 
costs, have been compelled to reduce 
or eliminate installation allowances. 
Where this has been necessary sales 
will face a tough hurdle. According 
to a 1948 survey (EM, May 1, ’48, 
p44) the average cost to the consumer 
for installation of water heaters in 
1947 was $29 (81 percent higher than 
the 1940 figure) when the utility made 
an allowance averaging $23. This 
makes the substantial sum of $52—a 
figure which has probably risen since. 
In 1947 the 111 utilities who responded 
to the survey said that 71 percent of 
them make no allowance for water 
heater installation. This figure, too, 
has probably risen slightly. 

There is great hope for this appli- 
ance in the rural market, now being 

| reached by more and more lines and as 
| well off economically as any other seg- 
ment of the population. To cultivate 
it will require more effort and more 
selling than has been necessary in the 
immediate post-war years, but the re- 
sults should help to keep the national 
sales at a_high level. -“ End 


























Seriaco 


“| THINK HE WAS WEARING IT WHEN HE 
CAME IN.” 
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FU'\Y AUTOMATIC—EXCLUSIVE “DOUBLE TUMBLE” Re-Verso-Rol 
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WASHING ACTION! 
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he end of the post-war sales 
spree for vacuum cleaners came 
in the month of April, 1948, 
when, for the first time, this appliance 
revealed a downward trend—306,588 
cleaners sold as compared with 335,- 
368 in the same month of 1947, From 
April on sales have been consistently 
below 1947 levels, although far in ad- 
vance of 1946 or pre-war totals. 

At the end of 1948 there were for 
the first time more wired homes with 
cleaners than without—an important 
milestone in public acceptance. How- 
ever, according to the figures, nearly 
half of the homes are still without 
cleaners, a percentage which compares 
unfavorably with refrigerators, wash- 
irons and radios. It would be 
sheer denial of the facts to claim that 
the cleaner’s enormous sale in 1947 
and even in 1948 was due to anything 
more than its availability and con- 
sumer willingness to spend freely. It 
was one of the first appliances to reach 
the market in quantity after the end 
of the war and it owes its sales more 
to that than to any vigorous and ag- 
gressive promotion at the retail level. 

Sales in “hot” lines have been too 
easy and consistent for the average re- 
tailer to expend more than a casual 
effort in selling cleaners. There have 
been exceptions, of course. The 
Cordes Electrical Co. of St. Louis, 
Mo., with an average of 300 cleaner 
sales a month (EM, June 1, ’48, p48) 
is a good example. Those manufac- 
turers which sell on a door-to-door 
basis, like Electrolux and Air-way, are 
building profitable volume by actual 
selling. Some of the major companies 
which have relied on dealers and de- 
partment stores have not fared so 
well—a fact which has been reflected 
in administrative shakeups. On the 


ers, 


other hand, at least one newcomer to 
the field has, through aggressive pro- 
motion, built a huge backlog of orders 












over current production to emerge as 
one of the industry’s leaders. 

With some exceptions it is a fairly 
safe bet that most retailers will stay 
comfortably snuggled in their present 
merchandising inertia, despite prods 
from above, until all appliance lines 
have caught up with demand and eat- 
ing becomes dependent on selling. 


Why the Low Acceptance? 


Aware that sules would not stay 
high indefinitely and puzzled at the 
relatively low acceptance of cleaners, 
the Vacuum Cleaner Mfrs. Assn. made 
an intensive effort to get concrete 
selling answers with a consumer sur- 
vey. Instead of asking cleaner owners 
about their product, VCMA research- 
went to non-owners with the 
question, “Why ?” 

The basic reason for housecleaning, 
they discovered, is a desire for clean- 
liness and sanitation. Yet the women 
the surveyors interviewed were using 
brooms and carpet sweepers. These 
same non-owners had greatly magni- 


ers 











TWO YEARS STATISTICAL SUMMARY 


VACUUM CLEANERS 





1948 1947 
OS ee PU IS 6s Kewwseccsoa 3,800,687 
See Average Retail Price................ 75.08 
pO eee PT ES ccc ccbeiserwns $285,368,000 

(Jan. 1949) (Jan. 1948) 
_ <P Homes Owning............... 16,356,000 


| ee 


Homes Without 


eka danke a ace 16,694,000 





fied impressions of the cost of a 
cleaner; some were as high as $200. 
Many had no idea of the multiplicity 
of a cleaner’s uses or of its efficiency 
and time-saving quality. Naturally, 
the cleaner makers took note of these 
facts and began to build their adver- 
tising and promotional campaigns 
around them. How much of this new 
approach has filtered down. to the 
point of sale is anybody’s guess. One 
thing is certain; that too often the pre- 
sale demonstration is the only one ever 
given the consumer. Many women 
who now own cleaners don’t know 
how to get the most out of them; some 
don’t even know how to put the at- 
tachments together. According to a 
Crowell-Collier poll made in 1945 only 
65 percent of the women who own 
cleaners with attachments find the at- 
tachments useful. Attachments are 
“mostly superfluous” gadgets to 18 
percent and 17 percent think they are 
“difficult to get out and use.” That 
last objection has been at least par- 
tially overcome through the efforts of 


some manufacturers who have intro- 
duced attachment chests or fitted bags 
and simplified the means of connecting 
the extra gadgets. 

Cleaning, most women admit, is 
second only to dishwashing in un- 
pleasantness and perhaps for this 
reason few women rush to show a new 
cleaner to their friends. They aren't 
so inclined to brag about it as they 
are about a new refrigerator or 
washer. Working with dirt is menial 
labor, no matter how efficient the 
equipment, and unless it can be made 
gracious and graceful in the eyes of 
housewives they aren’t going to boast 
about it. For this reason vacuum 


. Cleaners don’t receive as much word- 


of-mouth advertising as benefits the 
white and shiny kitchen appliances. 


Need for Demonstration 


According to a Eureka-Williams 
study made early in 1948 the surveyed 
women who owned vacuum cleaners 
spent only 24 percent of their cleaning 

(Continued on page 132) 


28-YEAR SALES, PRICE AND RETAIL VALUE OF CLEANERS 
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| To make the most of General Electric’s new 4-Lamp Package... 


GE LAMPS 
GENERAL ELECTS 

25 watt... 13% 

40 wen... 13% 

60 won... 13% : 

75 wot .-- 27% 
on 100 watt... 3 

150 watt... 28% 
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When people see it they buy it! 
Se ect Ree, 


Quickly tile one its GE! 
Selle 4 
: tale! 


Wh 





/ 
f 


~— 





it pays to handle 


ELECTRICAL MERCHANDISING—JANUARY, 





G-£ Lamps sell on sight! 


--- MORE THAN EVER IN THE 
NEW 4-LAMP PACKAGE! 


More customers prefer General 
Electric lamps than all other lamp 
bulbs put together. And the new G-E 
4-Lamp package is designed to help 
you cash in on this overwhelming 
preference. In store after store, the 


4-Lamp package is booming lamp sales 
300% ...500%... even as much as 
800%! Make sure your customers see 
it when they come into your store. 
It sells 4 lamps and sells on sight—it 
pays you to display it right! 


G-E LAMPS 
GENERAL @@ ELECTRIC 


1949 
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It’s here! Order today! 


Years and years experience 
building the Schaefer Venti- 
lating exhaust fans has been 
the ‘‘test tube’ from which the 
Schaefer-V12 has finally 
reached the fan market. The 
same Schaefer one year’s serv- 
ice guarantee of quality and 
fine craftsmanship protects 
your customers who buy the 
Schaefer-V12. Liberal allow- , ~ 

ances on shipments in lots of Budding Stationary 
Fan Units SincelGSO 
SCHAEFER KITCHEN VENTILATING FANS 


10 and 12 inch sizes 


ESTABLISHED IN 1903 


six. Write for special sales 
promotion offer, on early pre- 
season deliveries. Mail coupon 


for complete information. 


Styling improved over most 
types circular floor-fans. 

Circulates the equal of sever- 
al ordinary fans. 

Blades guarded for greater 
safety than ordinary fans. 


Finish: Baked Enamel. Colors: Maroon or Grey Metallic. 


Te. ee a Or Oo or oc CO 8 Oo o'er OC Bee 2. ce ©. C Ox 9 2 


SCHAEFER BRASS & MFG. CO. 


Jobbers: 
Please state 
the territory 


Lever control for three speeds; 
high, medium and low. 


Backed by 45 years continu- 
ous building of mechanical 
devices. 


Same one year guarantee as 
for Schaefer Ventilating fans. 


2601 Ohio Avenue, 
St. Lovis 18, Missouri 


Gentlemen: Please send complete information on the 


Schaefer-V12, also your line of Kitchen Ventilating Fans. 
Name 


you are Address 


servicing. City__ 


se 8 


i 





Vacuum Cleaners 





time using them. The rest of their 


| time, 76 percent, was spent swinging a 
| broom, mop, or other non-mechanized 


device. These women were given 


| complete new vacuum cleaning sys- 


tems by Eureka and left to their own 


| devices for a period of weeks, Finally, 
| Eureka people showed their human 
| guinea pigs how to use the cleaners. 
| As a result, the average cleaning time 
| per woman per week was reduced 11 
| percent from the time spent using the 
| same equipment without instruction. 


The moral is obvious. 
The Replacement Market 


In a recent survey, this magazine 
found that 75.5 percent of 184 respond- 
ing electrical appliance dealers handle 
vacuum cleaners. During the first 
eight months of 1948 total cleaner 
sales of 3,561 units were amassed by 
the 135 dealers who supplied us with 
sales figures. One hundred and 
twenty-four dealers told us that of 
3,439 cleaners sold, 1,182 (34.4 per- 
cent) went to homes which did not 
previously own this appliance. The 
remainder, 2,257 (65.6 percent) were 
sold as replacements to homes which 
already had cleaners. The important 
indicator of the replacement market is, 
of course, the percentage of units ac- 
cepted as trade-ins to sales. In the 


| case of 135 dealers who sold 3,561 


cleaners in the eight month period, 588 
old cleaners (16.5 percent) were taken 
in trade, Only 175 of the trade-in 
units were resold on an as-is basis; 
220 were rebuilt and resold; 190 were 


| junked; three were not accounted for. 


High Replacement Sales 


With the exception of radios, the 


_ replacement sale figure for cleaners 


was higher than for any of the other 
appliances mentioned (ranges, refrig- 
erators, washers, ironers, water heat- 
ers). Vacuum cleaner sales involved 
a higher percentage of trade-ins than 
any of the other appliances, exceeding 
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the nearest competitor, washers, }y 
nearly four percent. 
These figures are ample evidence 
that vacuum cleaners are in a buyer; 
market. Sixteen percent of ali sale; 
already involve trade-ins; and the 
figure is certain to go higher. 


The 1949 Picture 


Some new types of cleaners, notably 
the canister and tank, have take, 
their place in the sales picture and are 
competing for the consumer’s dollar, 
More attention was given in 1948 to 
the development of attachments and 
extra uses than in previous years and 
the trend is likely to continue. At 
least one revolutionary design is in 
the offing and will probably make its 
appearance this year. This cleaner 
will, according to advance informa 
tion, effectively remove all dust from ff 
the air taken into its system, in addi- 
tion to removing the solid dirt from J 
rugs and floors. 

Eye-catching promotions and sou. 
venir offers, which made their appear- 
ance in 1948, will undoubtedly assume 
a greater role on the sales stage. 


Prices and Sales 


Price has become an increasingly 
important factor in sales. Some 
manufacturers have altered existing 
models slightly to justify a price drop; 
one concern, Hoover, has brought out 
an entirely new model, the Hoover Jr. 
which is smaller and less expensive [ 
than its companion models. When 
forced to it by declining sales, produc- 
ers will reduce their prices, but they 
are, in the large, still beset by high 
production, labor and materials costs. 
The national price trend is still up- 
ward and it is unlikely that one in- 
dustry can successfully go against it. 
However, despite prices and the ap- 
parent satisfaction of ready consumer 
demand, 1949 sales will in all proba- 
bility continue to exceed pre-war 
totals. 
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mn is in Go ahead—take another look. This is a 
= P wringer washer—Automatic’s great new 
informa. Press-Toe. The first really new development 
ust from fF : : . 
in addi § in wringer washers in years. 
irt from - = ee 
But there’s no wringer in sight! All you see 
nd sou. fi is a smoothly styled, gleaming white cabinet 
 appear- & . ° 
r assume fl —counter high—with a smooth flat top that 
age. : does double duty as an extra work surface. 
” So where és the wringer? Inside—ou: of the 
‘easingly : : , 
Some way when not in use! It’s a disappearing, 
i i by - D4 9? e 
existing § now-you-see-it, now-you-don’t” wringer. 
ce drop; 
ught out 
over Jr. 
xpensive 
When iy ? o A 
 produc- FF Ce 
but they @ 
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ls costs. 9 Think what this means. A handsome washer that can go into kitchen, utility room, 
= a ; basement—without Jooking like a washer! Mounted on smooth-rolling casters, it 
zainst it. glides easily to wherever convenient—needs no bolting down, no plumbing 
the ap- connections. 
onsumer 
ll proba- Add in exclusive “working” features—plus popular price—and you have the 
re-wat f ; E 
. End finest wringer washer value of all time. See your AUTOMATIC WASHER dis- 
tributor—or write for his name and full details. 
————$_$_——— i “~ 
oa Press -7ae- -~afe comes the wringer! Nationally advertised n color—in leading magazines! 
= To bring wringer into operating position, Press 
your Toe to a foot lever in back. Then—presto!— 
wringer, tub and mechanism are automatically 
raised, ready for work. When the washing’s done, = 
wringer is swung into proper position, and entire 
unit is concealed in the cabinet again. AUTOMATIC WASHER COMPANY, NEWTON, IOWA 





Factories at Newton, la. and Mason City, la. 
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NEW FULL-VIEW WRINGER 
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wi AMANA REFRIGERATOI 





REFRIGERATOR 
COMPARTMENT 


over 
7 cu. ft. capacity 


TWO TEMPERATURES 
One for Freezer 
One for Refrigerator 


ti 743 
COMPARTMENT 


Approximately 
2 cu. ff. capacity 


TWO DOORS 


One for Freezer 
One for Refrigerator 


STYLED FOR 
THE FUTURE 
Smart, trim lines 


NEVER NEEDS 
DEFROSTING 





\ 


WHAT'S BEHIND THE AMANA LINE! 


*Since 1852 Amana craftsmen have been producers of quality goods 

for the American household. Products that bear the Amana name 

carry a tradition of quality and integrity of prideful workmanship. 

SOCIETY, AMENEE 'O 


ee a a ee DIVISION, AMANA 





Arcee Deal ed 


R 


MODEL 18 
18 cu. ft. 
capacity 





@ You must see Amana's new refrigerator- 
freezer to understand why and how it can brighten 
your profit picture in 1949! 


Thousands of homemakers are looking for the 
finest— something besides “just another 
refrigerator.’ This new Amana Refrigerator- 
freezer is for them! 


Profits! Your full mark-ups! To get the cream in 
1949—sell the cream—the new Amana 
Refrigerator-freezer—and the complete line 

of Amana Freezers. 


Let us send you full details of Amana’s 
profit-making proposition for dealers. 
Send coupon! 


DISTRIBUTORS 


‘ YOUR TERRITORY MAY BE AVAILABLE! 


MODEL 255 si mw Wire, Phone, Write, or See Amana representatives 
25 cu. ft. | at National Home Furnishings Market, Chicago, 


capacity MODEL 110 January 3 to 15—Space 536B, Furniture Mart. 
10 ft 7 
cu. fr. 


*Hotels, Restaurants, Clubs, Estates are calling for eupadiy 
Amana's big 134 cu. ft. capacity “Walk-In” 
Freezer-Cooler—and Amana Freezer Model 30RS 


with over 1000 pounds capacity of frozen foods. DEALERS! MAIL COUPON TODAY 
Refrigeration Division 
A M A N A S Oo C | E T Y Refrigeration Division 
AMANA SOCIETY, Amana, lowa 
AMA NA, lO WA Furnish us with complete profit making proposition for Amana Refrigerators 


and Amana Freezers. 


PPO iiciica cae oavsindncéasaend Gea eee sa cakeoeaeee 
Address 


Pioneer specialists in low temperature refrigeration with 
a century-old tradition of fine American craftsmanship. 
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ing stokers should not be dis- 

mayed by the bad breaks the 
industry has gotten recently. The busi- 
ness has vitality. Homes must be kept 
warm and coal has been used for a long 
time. So let’s face the marketing liabili- 
ties first before deciding to buy. It is 
easy to discover that: 

1. Stokers have lost out in the pres- 
ent building boom because of the 
eagerness of the contractors to skimp 
houses, leaving out basements, fuel 
bins, and even chimneys, 

2. John L. Lewis has given the coal 
industry bad publicity. 

3. Coal prices have, as a result, 
been run up. Once you could buy as 
many B.t.u.’s for $8 in coal as you 
could get for $17 in oil or $20 in gas. 
Today oil and coal cost as much as 
gas. 

4. Gas heat, at the present moment, 
due to lagging utility rates. is a big- 
ger bargain than coal or oil. This is 
only a temporary advantage, however. 

5. Bad coal and mal-distribution of 
coal during the war hurt stokers. In 
one town 95 crated stokers which were 
sold were returned because coal could 
not be obtained. 

6. Publicity in magazines showing 
pingpong tables set up in neatly tiled 
basements, free of all coal, has caught 
the public imagination. The public is 
getting the idea that it doesn’t want 
coal on the premises, 

7. A stoker will cost around $350 on 


A DEALER contemplating carry- 
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the average, when installed. A gas 
burner will come around $200, and an 
oil burner with tank, around $300. 
The stoker has to buck against higher 
unit cost. 

Now for the 
angles: 


optimistic market 


THE SILVER LINING 


None of these handicaps are perma- 
nent. Coal offers an accepted way of 
heating the home that has been sold 
to the public most thoroughly, and has 
its complete confidence. There has 
never been any scarcity as with oil, 
nor any freeze-up as in gas or fail- 
ures in cold weather. A man can 
guarantee his winter warmth by stock- 
piling in advance, Admitted, at coal’s 
high prices today, it is not a bargain 
any longer, but nevertheless, it is well 
treated and a nearly dustless fuel to- 
day. Furthermore, the balance in fuel 
costs will change with time. 


AUTOMATIC COAL 


There are 14,343,623 homes in the 
United States with central heating, 
according to the 1940 census. It does 
not matter whether these people use 
coal or coke, wood, gas or fuel oil, 
any of them are meat for the conver- 
sion stoker job. The greatest freight 
economies occur in the East North 
Central area of the United States, due 
to proximity of coal. Here the most 
stokers have been sold, some 31.45 per- 
cent of sales going into this area in 
1935, There are approximately 1,415,- 
893 stokers in use in the United States, 
sold since they first came on the mar- 
ket in 1923. To this you can add ap- 
proximately 75,550 units for 1948. 


A Specialty Item 


Unlike the oil burner, the stoker is 
sold in increasing numbers by the in- 
dependent specialty house. 

As surveyed by ELECTRICAL MER- 
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COAL STOKERS 

1948 = 1947 
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CHANDISING 
breakdown: 


in 1945, this was the 


Type of Dealer Will 
Selling Stokers Instali 
Electrical dealers 49.5% 73.8% 


Hardware-electrical 


dealers 67.8 72.1 
Furniture stores 22.8 452 
Department stores 70 472 
Plumbing and heating 97 912 
Auto supply 37.5 66.7 
Miscellaneous 28.6 5.75 
Coal dealers 917 87.7 


Peaks in the sales seasons are a 
follows: 


August 12.7% 
September 20.5 
October 19.7 
November 9.4 
December 63 


This is a seven year average. 


Some idea of the market situation 
can be obtained from the following 
sketches from a Chicago Tribune sur- 
vey: In Madison, Wis., with 26,532 
families there were 4,670 stokers 
owned, 17.6 percent saturation; 5 
percent of these declared they were 
making replacements. Stokers les 
than three years old number 17.1 per- 
cent of the total; three to five years 
old, 25.1 percent of the total; six years 
old, 8.6 percent of the total. 

In Davenport, Iowa, with 103,652 
families there were reported 3,731 
stokers in use; average price paid was 
$209.38. Of these, 25.6 percent were 
less than three years old; 38.4 percent, 
three to five years old, and 5.6 percent, 
six to nine years old. 

In Kalamazoo, Mich., with 41,183 
families there were reported 3,731 
Some 27.3 percent declared they were 
making replacements. Of these, 108 
percent were less than three years old, 
three to five years old, 37.8 percent, 
six to nine years old, 5.7 percent. 


Typical Sales Procedure 


According to R. W. Anderson of 
Link-Belt Co., the typical routine for 
stoker selling is as follows: 

The salesman calls on the prospect 
whose name has been secured from 
newspaper advertising, direct mail 
leads, canvassing, display telephone 

(Continued on page 140) 











































STOPS MISTAKES - SAVES TIME — Indica- 
tion shows price of each item and 
total. Machine automatically adds 
items, preventing mistakes in addition. 
Speeds customer service. Gives protec- 
tive supervision over all prices charged, 
and control of all money collected. 


ANNOUNCING THE IMPROVED 


\ " ' pipe U 
NATIONAL"200" Ea 


a complete cash register with 





was the 


- built-in mechanized adding feature ct 








ers Install 
73.8% 
721 AUTOMATIC DISTRIBUTION — Classifica- 
452 tion keys automatically separate sales 
412 by departments, selling employees, 
services, commodities, or other classi- 
912 fications. Quickly adapted to any need, 
66.7 or to changes within a business. 
5.75 
877 SINGLE -LOCK CONTROL — One 5-posi- 
tion lock, controlled by proprietor’s 
> are ag key, protects records and accumulate? 
total. 
EXTRA-LARGE CASH DRAWER — 7 coin, 
4 bill compartments. Free-gliding, 
roller bearing construction prevents 
binding and sagging. Removable, plas- 
tic coin tray permits balancing cash 
in private. 
situation DESCRIPTIVE KEY SECTION — This fea- 
llowi ture’s flexibility makes it an invaluable 
OHOWINg aid in providing more complete rec- 
une sut- ords in your business. The keys can be 
1 26,532 used to identify clerks and depart- 
ments; and to print account numbers, 
stokers a ‘ 
ion: 50 sales-slip numbers, stock numbers, 
=a; contract numbers, cost price of mer- 
“y were chandise sold, etc. 
ars less 
7.1 per- 
ye years 
ix years 
103.652 THE NATIONAL CASH 
Se REGISTER COMPANY, 
ai 
dese DAYTON 9, OHIO 
percent, 
percent, 
41,183 
1 3/731 Now, for the first time, thousands of businesses can enjoy the protection of a complete 
sy were : ty . a 
108 National Cash Register, plus the advantages of its built-in, mechanized adding feature. 
7 old The improved National “200” shows the customer the price of each item purchased 
. ao - — and the total. The machine prints a record of every transaction — and automatically 
“| prints in separate columns for clerks, departments, etc. Information may be written ‘o 
_ opposite any entry. The special built-in mechanized adding feature can be used at any 
time without disturbing the accumulated cash total. Cash drawer is extra large. case escisTens~anine Mi 
— This modern business machine gives you a better, simpler, easier way of keeping a ee 
ine for your business records. It provides Information that Makes money, as well as Protection 
: that Saves money. And it pays for itself over and over again! See it at your local National 
rospect Cash Register office, today. Nothing like it has ever been offered at the price. 
d from 
t mail 
lephone 
) 
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Exclusive " 
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ABC MODEL 405 (Model 405-P with pump) ABC SPINNER—Model 177 


low-skirted, streamlined design. Timer Control gives Washes, rinses, blues, and spins the clothes damp-dry—the com- 
correct timing for all fabrics and degrees of dirt. plete washing action without needing additional equipment. 




















































ABC MODEL 251-5 (Model 251-SP with pump) ABL Le Line IRONER 


27-gallon porcelain tub; safety wringer stops and Rotary ironing action; stationary pressing action; and’ exclusive 
releases at finger-tip touch. Heavy-duty agitator. to-and-fro finishing action. Knee and hand controls. 
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VERHOT line / 


Every Everhot appliance suggests another Everhot to the home- 
maker seeking more comfort and convenience—more time for 
leisure through modern work-saving devices. Everhot quality, 
dependability and smooth performance sell more Everhots to the 


home that has one. 


Everhot Roaster Oven 


One of the greatest staples 
in the appliance trade 
Many patented exclusive 
self-selling features. 











Everhot Rayvector 


The outstanding room 
heater for any room and 
any season, Circulating or 
radiant heat as desired. 





Everhot Fan and Heater 


A heater for room heating 
with Comfitrol cooling. 

Dual service in a single 

compact beautiful unit, 





Everhot Air Flo Heater 


A fan type unit. Smart 
styling, quick, light and 
efficient. Sells on sight. 





Everhot Timer Clock 


Useful with roasters, heat- 
ers, radios, coffee-makers, 
electric lights and other 
appliances. All electric 
movement. 


| 





\ 


Everhot Electric Blanket 


Finest quality, full size. 
Big intrinsfe worth in a 
new appliance item of wide 
appeal and utility. Zipper 
Plastic Bag, no added cost 





<*> 


Everhot Roasterette 
Cooks a complete meal and 
goes to the table where it 
functions as a serving 
utensil. A year’round item. 








Everhot Rangette 


Does everything that can 
be done on a kitchen 
range. The only cooking 
unit in thousands of homes. 


THE SWARTZBAUGH MFG. COMPANY 


TOLEDO 6, OHIO * ESTABLISHED IN 1884 


€VERHOT 
PRODUCTS 


ROASTERS...HEATERS... APPLIANCES 
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Automatic Coal Stokers 





list or other customer; he demon- 
strates his visual presentation page by 
page to create interest and to get per- 
mission to make a survey of the heat- 
ing plant (questionnaire form). 

From the information obtained in 
the survey an estimate folder is made 
up, which shows the prospect what his 
present heating costs are, what they 
will be with the stoker, how much he 
will save a month, size of the stoker 
recommended, what the down payment 
is, what the monthly payments are, 
specifications of the stoker selected, 
resumé of the advantages of stoker 
firing. 

The salesman calls on the prospect 
with a folder of studies and goes over 
the figures and features point by point. 
If the prospect is hot he will want to 
see one of the stokers. Competition 
may be met on some jobs if broken 
down by competitive analysis of the 
different machines point by point. 

For side by side comparison, com- 
paring one fuel to another, the Stoker 
Association worked out this following 
average table. It won’t apply with 
today’s prices, but you can make the 
changes for your area and get approx- 
imate results. Here it is: 


Heating the Average Home, Pre-war 


Hand-firing— 


20 tons of coal @ $9 = $180.00 
Stoker-firing— 

15.4 tons of coal @ $7 = 107.80 
Oil firing—30.58 gals. @ 6¥2e = 198.77 
Gas firing— 

431,200 cu.ft. @ 60¢ M = Baz 


People Know Coal 


In nearly all cases stokers are con- 
version jobs, being hooked up with 
the hot water system, a hot air system 
or a boiler. 

Advantage of the stoker is the fact 
that automatic heat with coal is not 
new. The Jones underfeed principle 
was patented 58 years ago, but until 
recently was only used for large boil- 
ers. Domestic stokers came on the 
market in quantities as far back as 
1923. About 10 percent of those sold 
are bin fed and about 82 percent of 
total are domestic jobs. Some models 
will handle ash or clinker removal. 
New refinements such as controls on 
rate of feed and automatic air supply 
have helped to obsolete old models. 
Today’s supply of coal is very even, 
dust treated and is free of slate or 
scrap iron, things that used to give 
trouble in the early days. 


Smoke Abatement Helps 


Greatest sales stimulants are smoke 
abatement campaigns, such as hap- 
pened in Nashville, Tenn., in 1935. 
Some soot showered down on Presi- 
dent Roosevelt’s nose, thus starting 
off a campaign for smoke abatement. 
Naturally, stokers, making all fuels 
smokeless, led the van in sales as a 
result of the publicity campaign. There 
have been four cooperative campaigns 
in Kansas City and Chicago. 

One of the assets the dealer selling 
stokers enjoys is the fact that heat is 
a necessity in the home and the stoker 
business is a sure, steady business that 
can be depended on. It was a depres- 
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sion baby and stoker sales have alway; 
been good when the going is tough, 
Furthermore, the firms that work x 
the job have good sales under all cop. 
ditions. 

A factor that favors stoker busines 
is the growing necessity of the electric 
utilities to cooperate in the sales. 


How to be Unpopular 


The other day in Chicago the sug. 
gestion was made by a gas man that 
the government export solid fuel like 
coal and oil for military purposes, and 
let the gas people take care of the do. 
mestic load. This provoked an up 
roar because the toughest bit of com. 
petition the electric utility has is with 
the gas company, which, if it could 
grab the heating load in the home 
eventually would progress to obtain 
the gas water heating and the cook- 
ing load, leaving very little for the 
electric utility to enjoy. 

Inasmuch as it is worth anywhere 
from 30¢ to 36¢ for electricity for each 
ton of coal burned, as pointed out by 
Marc G. Bluth, secretary of the Stoker 
Association, it behooves the electric 
utilities to cooperate with the firm sell- 
ing stokers not only to enjoy this 
revenue but to protect their interest 
against raids. 

During today’s shortages it may be 
difficult to envisage competitive fuel 
battles in the future, but it is easy to 
see that stokers are tied up with elec- 
tric utility interests. 


Installation Data 


The average stoker weighs around 
500 lbs. and it takes two men to 
handle the installation. This is about 
a five hour job with the most difficult 
part of it being the wiring in of the 
controls which is easy for an electri- 
cal dealer. All control manufacturers 
supply wiring diagrams. Bricking up 
the fire box is a simple job, though 
outsiders consider it difficult. Every 
step in the installation has been illus- 
trated in 36 pictures, in a guide pub- 
lished by the A. O. Smith Co. 

Controls are essential to  stoker 
operation. In a cooperative campaign 
not long ago, it was decided that every 
job must carry: (1) thermostat, (2) 
limit control (low water cutoff, steam 
and water boilers), (3) timer type 
hold-fire, (4) line switch. 

Dealers selling stokers should main- 
tain a service department so that cus- 
tomers can obtain service at any hour. 
This is a great vehicle in maintaining 
confidence. Service calls are charged 
for and the service department cal 
earn a tidy revenue summers cleaning 
up and inspecting stokers. During the 
war, Jim S. Shannon of the Shannon 
Electric Co., Nashville, Tenn., kept 
his firm operating by means of these 
summer checkups. It is an effective 
way of using the user to get new pros 
pects. : 

Supplying a fundamental need o 
the household, heat, the stoker has # 
high place in the customer’s esteem. 
A retailer wishing to balance his ap- 
pliance inventery with necessities 
find it a desirable item. 


1949—ELECTRICAL MERCHANDISING 














Oe 








— 


e always 
S tough, 
work a 
all con- 


business 
> electric 
ales, 


the Sug- 
nan that 
fuel like 
Ses, and 
E the do. 
an up 
of com- 
3 is with 
it could 
1e home 
> obtain 
he cook- 
for the 


ny where 
for each 
d out by 
e Stoker 

electric 
irm sell- 
joy this 
interest 


may be 
ive fuel 
easy to 
ith elec- 


around 
men to 
is about 
difficult 
n of the 
 electri- 
‘acturers 
king up 
though 

Every 
en illus- 
ide pub- 


stoker 
ampaign 
at every 
tat, (2) 
f, steam 
ler type 


ld main- 
hat cus- 
ny hour. 
ntaining 
charged 
ent cal 
cleaning 
ring the 
Shannon 
n., kept 
of these 
effective 
>w pros- 


need of 
r has @ 
esteem. 

his ap- 

ties will 
nd 


DISING 








1 —LEWYT picked up: 


18% more Embedded dirt than Cleaner A 
(Famous upright with revolving brush!) 


34% more Embedded dirt than Cleaner C 
40% more Embedded dirt than Cleaner B 
55% more Embedded dirt than Cleaner D 








| ]—LEWYT... 


58% less carpet wear than with Cleaner A 
(Famous upright with revolving brush!) 


52% less carpet wear than with Cleaner C 
25% less carpet wear than with Cleaner B 


13% less carpet wear than with Cleaner D 





1 —LEWYT.... Good surface litter pick-up 


2. Control Cleaner A... Good surface litter 


(Famous upright with 
revolving brush!) 


pick-up except at 
center of nozzle. 


3. Cleaner B... Fair surface litter pick-up 
4. Cleaner C ... Poor surface litter pick-up 
5. Cleaner D ... Poor surface litter pick-up 


—— — : siiaisieguiiaeaa —e 










ACT NOW! WRITE, WIRE, 
PHONE YOUR 
LEWYT DISTRIBUTOR! 
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WHY STOCK BOTH TANK 
and UPRIGHT CLEANERS? 


with its revolutionary new 


Lewyt, 


LVo 





SO 


Cuppel Nozile 


now does jobs of 


both...and better! 





P R OOF ¢ — Impartial U. S. Testing Co. reports on 5 big-name 
vacuum cleaners, including a famous upright-type with motor-driven brush, 
reveal Lewyt tops them all in every test! READ THE FACTS! 


Millions will read this sensational Lewyt Sales Story in the industry’s 
most aggressive advertising campaign! 


Here’s the greatest advancement in home-cleaning 
efficiency for 45 years! At last, you can honestly 
tell a customer that one vacuum cleaner, LEWYT 
AND LEWYT ALONE, does both the jab of the up- 
right cleaner on rugs...and the tank-type for above- 
the-floor cleaning! 

Ask your Lewyt Distributor to show you the ac- 
tual test reports! 

And what a superb job the Lewyt does on drapes, 
upholstery, bare floors! Does all the dusting, too 
—even sprays, waxes and de-moths! 

And LEWYT HAS NO MESSY DUST BAG TO EMPTY! 


There’s no roar — it’s quiet! More powerful Cy- 
clonic Suction...Triple Filter Dust Control... 
compact storage...lighter, easier to use... ALL 
DRAMATIC-TO-DEMONSTRATE FEATURES BACKED 
BY THE MOST AGGRESSIVE ADVERTISING CAMPAIGN 
AND THE ONLY COMPLETE MERCHANDISING PRO- 
GRAM IN THE ENTIRE INDUSTRY! 

That’s why Lewyt Cleaners move, while others 
clutter up your inventory! 

That’s why Lewyt is the fastest growing name 
in the vacuum cleaner business! 

Why not call in your Lewyt distributor today? 





(Rhymes with ‘do it’) 


VACUUM CLEANER 


LEWYT CORPORATION, Vacuum Cleaner Division, 76 Broadway, Brooklyn 11, New York 
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Frank Meyers uses LIFE as his selling guide! 


er 


<ATORS 


1. Frank Meyers Appliance Department Store in Buffalo (above) prob- 
ably does the biggest appliance business between New York City and 
Cleveland, with customers all over New York, in Pennsylvania, and 
Canada! Meyers built up this volume by stocking only nationally adver- 


2. Announcements were made of the advertised-in-LIFE promotion over 
Meyers’ radio programs. Stickers, signs, and ad reprints were distributed 
throughout the store (above) by Salesmen Bodamer, Buffamanti, and 
Store Manager Cockerell.““We made ourselves the focal point locally forthe 
millions of dollars’ worth of appliance advertising in LIFE,” said Meyers. 
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FRANK MEYERS 840 


tised merchandise and lots of it. The weekly advertising pages of LIFE 
are a virtual catalog of his huge stock of appliances. Recently, Meyers 
put on a forceful demonstration of how “the advertising pages of LIFE 
come to life at Frank Meyers!” 





3. “Best thing about LIFE displays is the easy way I can sell from them,” 
said Salesman Len Grossman (right). “I don’t have to look far for my 
selling points—usually they’re right there on the advertised-in-LIFE 
card!” And as Meyers points out, “Much of the selling’s been done by 
the advertising in LIFE, before the customer enters the store!” 
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LIFE 
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LIFE 
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4“ like the way customers react when I remind them that a product is 
advertised in LIFE,” said Salesman Charles Klipfel (left). ““They always 
have more confidence in the merchandise. It’s made many a sale for me.” 
The advertised-in-LIFE sign (above) is the common-sense application at 
the point of sale of LIFE’s powerful advertising, according to Meyers. 


Many LIFE-reading families 
will read about these products 
in the January issues of LIFE 


You can direct their buying-urge into your store 
by letting them know that you stock these items! 


Jan. 10 Sylvania Radio Tubes—\4 page 

Jan. 17 RCA Victor Instruments—page, c. 
G-E Radios—)4 page 

Jan. 24 Young People’s Record Club—pg. 

Jan. 31 G-E Radios—¥4 page 


MAJOR APPLIANCES 
Jan. 10 General Electric Institutional—pg. 
Norge Refrigerators—page 
Sperti-Faraday Sun Lamps—}4 pg. 
Jan. 17 Philco Refrigerators—page 
Jan. 31 Hotpoint Dishwasher—spread, c. 


JEWELRY, CLOCKS AND 
WATCHES 
Jan. 17 Swiss Federation of Watch 
Makers—page, color 

Jan. 24 Swank Men’s Jewelry—page, color 
G-E Clocks—]4 page 

Jan. 31 Keepsake Diamond Rings—Y, pg. 
Telechron Clocks—l4 page 


SMALLER APPLIANCES AND 
HOUSEWARES 
Jan. 24 “Eveready” Flashlight Batteries— 
4 page, color 
Winchester (Olin) Batteries and 
Flashlights—¥4 page, color 
Jan. 31 Schick Shaver—page, color 


HOMES AND HOME 
FURNISHINGS 

Jan. 3 Cannon Sheets—spread 

Pequot Sheets—l4 page 

Welsh’s Baby Carriages—!4 page 
Jan. 10 Cannon Towels—spread, color 

Pepperell Sheets—spread 

Lustron Prefabricated Homes— 


SILVERWARE 


Jan. 17 1847 Rogers Bros.—page, color 
Jan. 24 Community Silverplate—page, c. 
International Sterling—page, color 


CAMERA SUPPLIES AND 


page, color 
National Prefabricated Homes— OPTICAL GOODS 
page, color Jan. 3 Staky Camera—14 lines 
Morgan Jones Bed Spreads— Jan. 10 Dow Corning Sight Savers— 


4 page, color 56 lines 
Jan. 17 Englander Mattress—!4 page, c. Jan. 17 Wollensak Lenses—4 page 
Jan. 24 Koroseal—Household and Apparel Jan. 24 Bell & Howell Camera—'4 page 


—page, color Dow Corning Sight Savers— 
Lane Cedar Hope Chest—page, c. 56 lines 
Jan. 31 Mengel Furniture—page, color 


SPORTING GOODS 
AND TOYS 


Jan. 10 Simonis Billiard Cloth—14 lines 


RADIOS, RECORDS AND 
INSTRUMENTS 
Jan. 3 RCA Victor Instrument—page, c. 
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5. A 70% increase in his business during the advertised-in-LIFE promo- 





tion was gratifying, but Frank Meyers (above) is even more interested in 

. how we’re going to fire away with day-to-day LIFE tie-ins. They 
make LIFE ads pay off at the most important moment—when the cus- 
tomer is actually ready to make the purchase.” Do you use LIFE this way? 















38% of all 


WASHING MACHINES 
bought in the U. S. 


in six months 


were bought by 


LIFE-Reading Families 








This fact—from a study by the Market Research Company of America— 
is based on records of actual consumption in homes. The American Market- 
ing Association recognized the value of the study by conferring on its 
developer a meritorious service citation in 1947. 

The study also revealed similar consumption figures for 20 other prod- 
ucts—all of which emphasize the importance of stocking and displaying 
LIFE-advertised products. 


IS 


ADVERTISED 


LIFE 


LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 





EACH ISSUE OF LIFE 
READ IN 14,950,000 FAMILIES 
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Motciota DISTRIBUTORS 


ALABAMA 


Auto Service Co. 

1916 Fourth Ave. So., Birmingham 3 
Nelson Radio & Supply Co. 

451 St. Louis St., Mobile 4 


RIZONA 


Radio dati & Appliance Corp. 
401 W. Jackson St., Phoenix 


ARKANSAS 


Home Appliance Distributors of Ark. 
114 E. Bridge St., Little Rock 


Kierulff & Company 

498 N. Fresno St., Fresno 3 
Kierulff & Company 

820-830 W. Olympic Bivd. 

Los Angeles 15 
Western Auto Supply Co. 

1100 S. Grand Ave., Los Angeles 54 
McCormack & Company 

450 Ninth St., San Francisco 3 


Boyd Bistributing Co. 
20 W. 13th Ave., Denver 4 


Post & Lester Co. 
10 Chestnut St., Hartford 5 


Thurow Distributors, Inc. 

15-17 E. Church St., Jacksonville 
Thurow Distributors, Inc. 

420 S. W. 8th Ave., Miami 
Thurow Distributors, Inc. 

131 S. Court St., Orlando 
Thurow Distributors, Inc. 

213 E. Tennessee Ave., Tallahassee 
Thurow Distributors, Inc. 

134-136 S. Tampa St., Tampa 
Thurow Distributors, Inc. 

308 S. Olive Ave. (shipping) 

Box 8002 (correspondence) 

West Palm Beach 


Edwords-Harris Co. 
258 Peachtree St. N.W., Atlanta 3 


Motorola-Chicago Co. 
1330 W. Washington Blvd. 
Chicago 7 
Lofgren Distributing Co. 
1202 Fourth Ave., Moline 
Yeomans Distributing Co. 
734 Main St., Peoria 2 


Wall Distributing Co. 

241 Pearl St., Fort Wayne 2 
Gary Tire & Supply Co. 

620 West 5th Ave., Gary 
Falls City Supply Co. 

535 N. Capitol Ave., Indianapolis 


IOWA 
Gifford-Brown, Inc. 
106 First St. S.W., Cedar Rapids 
Gifford-Brown, Inc. 
1216-18 Grand Ave., Des Moines 9 
Duke's Radio Co. 
, 209 Sixth St., Sioux City 6 


KANSAS 


McGrew Distributing, Inc. 
1312 E. Douglas Ave., Wichita 7 


KENTUCKY 
Falls City Supply Co. 
315 Roland Ave., Lovisville 3 
Strickland Distributing Co. 
113 N. Second St., Paducah 


Industries Sales Corp. 

2927 Jackson Ave., New Orleans 13 
Dunckelman-Pace Co. 

1417 Lovisiana Ave., Shreveport 83 


Radio Service Laboratory 
76 Exchange St., Bangor 


Radio Service Laboratory 
45A Free St., Portland 3 


Simon Distributing Corp. 
128 W. North Ave., Baltimore 1 


MASSACHUSETTS 
Metro Distributors, Inc. 
884-Commonwealth Ave., Boston 15 


MICHIGAN 

Ingram Distributing Co. 

4490 Cass Ave., Detroit 1 
Republic Distributing Co. 

19 LaGrave Ave., S.E. 

Grand Rapids 2 
Radio Sales Company 

218 N. Franklin St., Saginaw 


INESOT 
Forster Distributing Co. 
1122 Harmon Place, Minneapolis 3 


MISSOUR 
Motor Radio Company, Inc. 
2440 Charlotte St., Kansas City 8 
Disco Distributing Co. 
2843 Washington Bivd., St. Louis 3 


MONTANA 
Central Distributing Co. 
3007 Montana Ave., Billings 





NEBRASKA 
Mueller & Selby, Inc. 
1024 Farnam St., Omaha 


NE 7 iA Nv - 
Radio Service Sieur: 
1191 Elm St., Manchester 


Co. 
Stark Industrial Park, Charleston 58 





NEW JERSEY 
Kearns, Inc. 
Harrisburg & Atlantic Aves. 
Atlantic City 
Motorola-New York, Inc. 
177 Central Ave., Newark 4 


NEW YORK 

Hudson Valley Asbestos Corp. 

170 Central Ave., Albany 6 
Kemp Distributors, Inc. 

1241 Main St., Buffalo 
Motorola-New York, Inc. 

33 West 60th St. (shipping) 

146-150 W. 63rd St. (corres.) 

New York 23 
Kemp Equipment Co. 

57 Mt. Hope Ave., Rochester 7 
B. H. Spinney Co., Inc. 

1115 W. Fayette St., Syracuse 4 


NORTH CAROLINA 

Freck Radio & Supply Co. 

38 Biltmore Ave., Asheville 
Carolina Appliance Co. 

P.O. Box 1997 (corres.) 

224 S. Cedar St. (shipping) 

Charlotte 1 
Tire Sales & Service Co. 

401 Hillsboro St., Raleigh 


NORTH DAKOTA 
Nash-Finch Company 
Home Products Division, Fargo 


OHIO 

Lockie & Glenn 

2110 Gilbert Ave., Cincinnati 6 
The M & M Company 

5200 Prospect Ave., Cleveland 3 
The M & M Company 

327 E. Broad St -, Columbus 15 
Moore Equipment, Inc. 

226 Third St., Dayton 2 
Christian-Sheidler Co. 

Adams & 20th Sts., Toledo 2 


es “na 
Wm. Mee Compa 
120 E. Geandl A Oklahoma City 2 


OREGON 
Eoff Electric Co. 
509 N.W. 10th Ave., Portland 9 


PENNSYLVANIA 

Dibert Radio, Inc. 

1713-15 Union Ave., Altoona 
Motorola-Philadelphia Co. 

50 N. Fifth St., Philadelphia 6 
Electric Products, Inc. 

5929-31 Baum Bivd., Pittsburgh 6 
Big Boys Auto Parts Co. 

123-129 S. Second St., Sunbury 





RHODE ISLAND 
1. Feldman Company 
186 Broadway, Providence 3 





SOUTH CAROLINA 
Barron Distributing & Mfg. 












PAGE 144 


JANUARY, 


1949—ELECTRICAL: 


SOUTH DAKOTA 
Graff Motor Supply Co. 
122-24 W. Seventh St., Sioux Falls 


TENNESSEE 
Bryant & Trimble, Inc. 
406 Broad St., Chattanooga 2° 
Bryant & Trimble, Inc. 
322 W. Magnolia St., Knoxville 17 
Mills-Morris Company 
171 S. Dudley St., Memphis 1! 


Currey's 
109 16th Ave. S., Nashville 4 


TEXAS 

McDonald Auto Supply Co. 

2nd & Polk Sts., Amarillo 
Porter Burgess Co. 

815 N. Pearl St., Dallas 1 
Oakes Battery & Electric Co. 

423 Texas St., El Paso 
Fort Worth Battery Co. 

615 Lamar St., 5 * Worth 2 
Moore Bros. Company, Inc. 

3401 Milam St., Houston 6 
Krisch-Delavan Co. 

South Medina & San Luis 

San Antonio 7 


TAH 
The Salt Lake mesdente Co. 
P.O. Box 510, Salt Lake City 9 


VIRGINIA 
Ashman Distributing Co. 
807 Granby St., Norfolk 10 
Lee Distributing Co. 
1126 North Bivd., Richmond 20 
Western Virginia Sales Co. 
201-205 Second St., N.E., Roanoke 


WASHINGTON 
Motorola Distributing Co. 
620 Eastlake Ave., Seattle 9 
Tubbs Electric Co. 
165 S. Post St., Spokane 8 


WASHINGTON, D. C 
Simon Distributing Corp. 
615 Pennsylvania Ave., N.W. 
Washington 4 


WEST VIRGINIA 
Wilson Radio Distributing Co. 
2520 E. Washington St. 
Charleston 1 
Jones-Cornett Electric Co. 
Welch 


WISCONSIN 
Electro-Pliance Distributors, Inc. 
2458 W. Lisbon Ave., Milwaukee 5 
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TWO YEARS STATISTICAL SUMMARY 
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MIXERS 

1948 1947 
1,750,000 ............... | SR i 1,450,000 
$39.95 ..---- 2 se eeee Average Retail Price............ ..- $34.00 
$69,912,500 ............. GURNEE Waa nwo cccws stun $49,300,000 





ward swing im 1948 (1,750,000 

units) after dropping 50,000 
units in. 1947 (1,450,000) under 1946 
(1,500,000). This makes a total of 
4,700,000 mixers sold -in the first three 
years after the war. And there is every 
reason to believe this volume will con- 
tinue and even increase in 1949. Re- 
tailers throughout the country report 
mixers as the fastest moving product 
in their small appliance line, even top- 
ping toasters in demand, and manu- 
facturers similarly. report continua- 
tion of strict allocations. 


Evens food mixers took an up- 


Saturation 


Considering the time and labor a 
food mixer saves a. woman who pre- 
pares three meals a day, it is difficult 
to understand the slow rate of public 
acceptance on food mixers before the 
war. They cannot be classed as new 
appliances... They’ve been on the mar- 
ket since before 1920. Early models 
were overly big and cumbersome. 
And .they-.were priced at $100 and 
over. They never sold in-any great 
volume until 1932. In 1932 utilities 
put.on vigerous promotion campaigns. 
Result: Sales soared. to 300,000 units 
for that year alone, almost. trebling en- 
tire industry sales before that date 
(119,800 units). 

Yearly sales from that time on in- 
creased, but the rate of increase was 
so slight that the 4,700,000 units sold 
in the three post-war years just ended 
more than equals the entire industry 
record before the war (4,665,800). 

Since the war the situation seems 
to have changed. Women finally have 
come to realize all the disagreeable 
kitchen chores a mixer can do for her. 
Radio programs telling of mixer use 
advantages, home economics classes in 
high schools and colleges, the promi- 
nence of the mixer in all food demon- 
strations put on by utility home service 
departments, the new recipes which 
Say cake batter can be mixed in 4 
minutes, plus the one-bowl or mix- 
easy recipes—all have contributed to 
this change in attitude toward the 
mixer. Buying intention surveys made 
by newspapers throughout the country 
and by women’s service magazines all 
show mixers topping the list of small 
appliances wanted. 


A Labor Saver 


Figuring the amount of egg beating, 
take and batter mixing, cream whip- 
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ping, potato mashing “f 
and juice ~-extracting ¥ 
that is done every day 

in the preparation of 

three-meals-a-day, and 

the time and energy . 
consumed ~ when these , 
tasks are done by hand, 
the mixer rates as a 
time and labor-saving 


device. 
New attachments on \ 
mixers brought out 


since the war increase 
these labor saving fea- 
tures. Several mixers 
now on the market are 
equipped with built-in 
power attachments 
which eliminate the need 
for power adaptor units. 
This is a great improve- 
ment, and makes heavy duty attach- 
ments such as meat.grinders, vegetable 
shredders and ice cream freezing 
equipment always ready for instant 
use. Automatic juice extractors. with 
screened strainers that fit in the juicer 
bowl, automatic bowl-speed controls, 
10-mixing speeds, and easy-on-off at- 
tachments are other features on post- 
war mixers. 


New Design Trends 


Essentially a mixer is a miotor- 
driven device with two (and in some 
cases three) beaters intended to make 
mixing faster and easier. A new idea 
in the method of operating a mixer 
was described in Life magazine almost 
a year ago, using a magnetic type 
motor instead of the regular armature- 
field coil type now being used by most 
manufacturers. This new type mixer 
presents an interesting development, 
but with present high manufacturing 
costs, it isn’t too practical. 


Price Range 


Mixer prices range from $24.95 to 
$57.50. The higher priced machines 
have a governor control, which means 
the beaters will not slow down regard- 
less of the batter consistency. With 
less expensive units the motor speed 
will vary, depending upon the thick- 
ness of the batter. It is necessary for 
the operator to select the speed de- 
sired, because the’ beaters tend to slow 
down if the batter is too heavy for the 
speed selected. However, by merely 
raising the speed of the motor, the 
proper power is delivered. On the 
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other hand, with a governor control 
mixer, the beaters will maintain a 
reasonably constant speed regardless 
of batter consistency. The more popu- 
lar makes on the market all have gov- 


ernors. And the approximate retail 
price of governor controlled machines 
today varies from $35 to $57.50. All 
of them have 1/10 h.p. motors except 
one, which has a % h.p. motor. 

Leaders in the field have tried to 
keep retail prices at present levels. In- 
dications are that these levels will hold 
indefinitely, although here and there a 
manufacturer may raise them another 
dollar or two. So long as labor and 
material costs and shortages remain 
as they are, there is little likelihood of 
prices coming down. 


The Market 


Only 24 percent of American fami- 
lies own electric mixers. Translated 
into sales ammunition, this means that 
approximately seven out of 10 custom- 
ers are mixer prospects. 

Homes with large families and no 
domestic help represent the largest 
market. Next comes the 4,250,000 elec- 
trified farm homes in the country, plus 
the 4,500,000 rural non-farm custo- 
mers in the same area, which are 
practically untouched. 

The mixer has always been popular 
as gift merchandise for brides, 
Mother’s Day and Christmas. This 
fact is borne out by a Good House- 
keeping survey which shows that more 
than half (55 percent) of their read- 
ers who own mixers received them 
as gifts. With weddings alone top- 





ping two million each year in the U. S., 
the wedding gift market is tremen- 
dous. 

Wherever- kitchen planning is pro- 
moted, there also is a ready market 
for food: mixers. ‘No kitchen planning 
expert today fails to include a food 
preparation center with a prominent, 
easily accessible spot for the food 
mixer. There has been a tremendous 
amount of kitchen planning done in 
new and remodelled kitchens in the 
last three years with no let-up in 
sight. Cabinet manufacturers say 1948 
has been the biggest year in the his- 
tory of the cabinet industry. Added 
to all this activity is the new All-Elec- 
tric Kitchen promotion about to be 
launched by utilities under the aus- 
pices of the Edison Electric Institute. 
An industry-wide activity such as this 
is a natural for enterprising manufac- 
turers, distributors and dealers alike. 


Replacement Market 


Replacements have become a factor 
in the mixer business, but not to any 
great extent. Mixers as much as 25 
years old are being turned in for ad- 
justment, repair or exchange. But on 
the whole, surveys of equipment. at 
present in homes show mixers to be in 
good working condition, with an aver- 
age age of from six to nine years. 
Less than 10 percent were reported in 
need of replacement. The big market 
is still in the 25 million homes not now 
owning a mixer. 

Mixers are marketed through regu- 
lar electrical and hardware wholesal- 

(Continued on page 148) 
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Advertisers of home furnishings, housing equipment, 
electrical appliances, and radio and television sets, 
during the first ten months of 1948 placed 


3,613,304 in the Tribune 


This was 170% more than they placed in any other 
Chicago newspaper and 13% more than they placed 
in all other Chicago newspapers combined 





EN manufacturers, distributors and re- 
tailers give such notable preference to the 
Chicago Tribune you can be sure it is because 
they know from experience that the Tribune 
reaches most effectively the families who do 
the bulk of the buying in this market. 

Daily and Sunday in Chicago and suburbs, 
the Tribune delivers hundreds of thousands 
more circulation than other Chicago news- 
papers. Alone it delivers the full market circu- 
lation needed to take maximum advantage of 
metropolitan Chicago’s broader distribution of 
spendable income. 

In addition, the Tribune gives your promo- 
tion the regional circulation which builds con- 


sumer favor and dealer support thruout the 
multi-billion dollar greater Chicago market. In 
this market there are 756 cities and towns of 
1,000 or more population. On weekdays the 
Tribune is read by better than one out of every 
three of all the families in these 756 communi- 
ties. On Sundays, close to three out of five read 
the Tribune. 

The Tribune rates first with salesmen because 
it rates first with retailers. From experience, 
dealers know that hardlines move faster when 
they are backed with adequate schedules in the 
Chicago Tribune. Ask a Tribune representative 
to help you build a Chicago program that will 
sell more in 1949 and build solidly for the future. 


Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES: A. W. Dreier, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 East 42nd St., New York City 17; 
W. E, Bates, Penobscot Bidg., Detroit 26; Fitzpatrick and Chamberlin, 155 Montgomery St., San Francisco 4; also, 448 S. Hill St., Los Angeles 13. 
MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC, 


NOVEMBER AVERAGE NET PAID TOTAL CIRCULATION: DAILY, OVER 970,000—SUNDAY, OVER 1,625,000 








MIGHTY BIG SELLING POINTS 


THAT WILL MEAN PROFIT FOR YOU 
WHEN YOU SELL ELGIN STEEL KITCHENS 


























THE ELGIN LINE IS COMPLETE 


APPROVED BY ELGIN HAS SEAL OF APPROVAL 


#| QUALITY 
TESTED 


STEEL 
KITCHEN CABINET 
INSTITUTE 














NEW ELGIN SALES PORTFOLIO 
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ELGIN STEEL KITCHENS 


ELGIN, ILLINOIS 











Mixers 
aeesCONTINUED FROM PAGE 145 comme 


ers to electrical specialty dealers, 
department stores, hardware and fur. 
niture stores. They have become traf. 
fic appliances in the higher price 
levels, and perhaps here lies the an. 
swer to the delayed rate of saturation 
in the past. A food mixer is essen. 


tially a specialty product requiring 


demonstration and consumer education 
to ensure satisfied customers. 


Department Stores Help 


Key dealers and department stores 
move a large volume of mixers. De. 


| partment stores are constantly looking 


for fast moving goods and are open to 
clever merchandising promotional ac- 
tivities that will move merchandise in 
quantities, such as demonstrations and 
advertising allowances, 

Hardware stores have been doing 
more with mixers in recent years, and 
their volume will be steady. 

Chain stores have also shown 
strength during recent years. And 
time payment houses also represent a 
worthwhile volume of business. 

Merchandising power companies be- 
fore the war did the biggest promo 
tional job ever done on mixers, and 
in post-war years scarcely a food cook- 
ing or food freezing demonstration is 
put on without a mixer taking a 
prominent part in the- demonstration. 
Utility women have always leaned 
heavily on the mixer to make their 
demonstrations run smoothly. How- 
ever, emphasis is usually placed on 


| the range or the freezer. 


Service Problems 


With a device as sensitive as an 
electric food mixer there are bound 
to be continuing problems of service. 
Carelessness of tradespeople or trans- 
portation handlers who enjoy tossing 
cartons around with utter disregard 
for the possibility of knocking motors 
or other parts out of adjustment, add 
to the problem. The hazard of ship- 
ping heavy motor parts along with 
glass bowls is another factor. But 
these problems are not out of hand 
Practically all mixer manufacturers 
have service stations throughout the 
country and service is handled with 
reasonable efficiency. 


Trends 


Before the war there was a trend 
toward the purchase of more pre 
pared, or partly prepared, foods. This 
may have been partly responsible for 
the slow increase in mixer acceptance. 
But since the introduction of the home 
freezer, the trend is back again to pre 
paring all foods for the family in the 
home. Especially hot breads, cakes, 
pastries and rolls. Freezing and stor- 
ing this type of food has become one 
of the most popular uses of a home 
freezer, and for preparing these foods 
the mixer is indispensable. 

The mixer also adds to better cook 
ing and better nutrition. If the rate 
of saturation levels off again, perhaps 
what will be needed are some time 2 
motion studies and some: food saving 
studies on the use of a mixer to prove 
its value. nd 
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Sold Out AGAIN...In 1948 








i i i N NATIONAL ADVERTISING: 86 million 
- as an & Yes, again COLEMAN was the sellout oil heater line, 3. tor map vesniadioh suet aieinbiaes ak titaaaals 
in’48, And here are the reasons: | sian oleman qu ality, Coleman performance — 
| o Coleman de ! 
‘aa COLEMAN SUPER HEATING PERFORMANCE that _ and sent them = = esi 
— “users better heated homes. Coleman heaters deliv- AND in ’49—Coleman advertising will be telling o Bar 
=e ered the automatic heating service users wanted plus advancements in design, and a red-hot new model. They ! 
of ship. the oil economy that value-conscious buyers shop for. be reminding your prospects more, strongly than ever o 
ng with taitiaeidiacaiill Coleman’s name—the name they trust. 
r. But ’ ave oug - : L 7 ’ 
COLEMAN’S NAME. For 50 years people ture Show—then you'll 
hand. . 6 ” lete line at the Furniture 
act ; en eee Sees — tees tie caaeee ae the big swing to Coleman. If you can’t 
“ eee: We nee es Se ee " attend the furniture show, use the coupon and find out 
ed with these, more ap ng ie spend their money to whey you'll went 16 join the sales es Doan tees 
get the brand they trust! : , 
a trend See This “Sell-Out” Coleman Oil Heater Line at the — — 
is. Thi Jan. 3-15, Room 525, American Furniture Mart, Chicago, Ill. “a 
fh. . : Mail This Coupon Now to Our Nearest Office For Name of Your Coleman Distributor 
son st ee et 
he home Philadelphia 8, Pa., (Terminal Commerce Bldg.) 
n to pre peewee @e ee eee Ss eee eee 4 
y po the ' The Coleman Company, Inc., Dept. EM-934, l 
Be ‘ — _ — ion to me, have my Coleman distributor get in I 
‘2 hom i = ape sen me how I can make money with the Coleman | 
a foods | Oil Heater franchise. | . 
k- - WY MAMMA 5, W----- 2-222 -- 2a eo en ee enna neon nen nene 
the ft America’s Leader In * POE oes , 
— R 5 ADDRESS... -\.<. A..-:--. 
==| OIL HEATERS [20 ae = 
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End 
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BARBARA BRITTON ...screen 
star now appearing in ‘Cover 
Up,” a United Artist release... 
chooses the “KM~ Speed Mix as 
the “KM~ Star of the Month. 
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A SUPERB ELECTRIC MIXER... 
BETTER THAN EVER! 








Switch! 


New 
easy-turn dial! 


Feature the KeM-Speed Mix when the 
nationwide “Star of the Month” campaign 
breaks in February...a great new nation- 
al campaign reaching more than 16,000,000 
customers through six big-circulation 
magazines! 





Be ready for bigger profits .. . and watch 


- 
’ 


— AN oy / \ 
J ~| i 


KM. Tel-A-Matic tron 


KM. Jack Frost Fans KM. Speed Mix 
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10-speed Selector 







VISIT OUR BOOTHS at the Housewares Show. . . Nos. 524-26-28-30. January 13-20. 


























Improved 

twin beaters 

with 
push-button release! 











PORTABLE! 
Easy to 
/> remove from stand. 


















Unique Fruit-juice 
attachment... 
strains and 


pours! 


Consistently rated 
one of America’s top 
mixers by national 
testing company! 


for more...and more ..KeMLStars in the 
powerful, consistent IeM- national adver- 
tising campaign! 

Write or wire your distributor today for complete tie-in material! 


KNAPP-MONARCH CO. 


St. Louis 16, Mo. 
~KEM~ Appliances also manufactured in Canada. 


World-Wide Distributors Exclusive Distributors in Canada 
Philco International Corp. Crown Electrical 
50 Broadway, New York Brantford, Ontario 


KM... Hair Dryer 
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Weighs 
Only 


MODEL 8J10 


REecoRDETTE— Recording radio-phonograph, ideal for 
business or pleasure. Records from microphone or 
radio. Plays all records up to 12 inches. Complete 
with airplane luggage type carrying case. 






Magnetic 
Tape 
Recorder ! 


MODEL 8U12 


MAGNETIC TAPE RECORDIO—A compact, precision- 
built instrument that can be carried anywhere. 
Makes full half-hour of continuous recording on one 
tape. Records from microphone or radio connection. 
Weighs only 25 pounds. Auxiliary speaker, for group 
listening, available as gn accessory. 
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18 Pounds! 


Here are four sensational Wilcox-Gay models—all 
profit-makers—and all available for immediate delivery. 


There is a demand right now for every one of these units. Get 


yours in stock—to make sure of getting your share of the 


profits. Call or write your Wilcox-Gay distributor today ! 


AM-FM 
Dual-Speed 
Portable! 


MODEL 9GIO 


DUAL-SPEED DISC RECORDER— Newest addition to the famous 
Wilcox-Gay line! Makes recordings from microphone or 
radio at either 78 or 33% RPM. Incorporates quiet FM in 
addition to standard AM reception. A compact and effi- 
cient instrument featuring ease of operation. 


eoeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 


Plays 45-Minute 
Records! 








MODEL 8F30 


WIRELESS RECORD PLAYER—Plays new long-playing records 
through any radio. No connections of any kind are required. 
Featherweight pickup saves record wear, gives amazing 
high-fidelity response. Weighs less than six pounds! 


eeeeeveeveeeeweeeee eee ev eee eevee ee eee eeewe ewe eee eee eee eeeeeeeeeeeaeeeeaneneeneaeneneaneneeeee 


by the makers of 


—\ 






T. M. Reg. U.S. Pat. Off. 


WILCOX-GAY CORPORATION ¢ CHARLOTTE, MICH. 


In Canada: Canadian Marconi Company 
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space heaters will first try to 
estimate the size of his market 
for them. 

He knows it is an appliance that has 
been perfected, that it supplies the 
family a bread-and-butter item it must 
have—heat ; he knows it is a good sea- 
sonal seller. 

The surprise comes in finding out 
who is going to become your customers. 
None of the factors generally applied 
can be employed in this research. In- 
come, automobile owners, telephone 
subscribers, not a one of the time-tried 
measuring sticks work. The guy who 
is going to buy a space heater is one 
without central heating in his home. 
If he is up several floors, is cramped 
for space, that helps—but the fact re- 
mains, he is no prospect if he has cen- 
tral heating. 


' man thinking of adding a line of 


New Yardstick for Prospects 


An estimate from the U. S. Depart- 
ment of Commerce for April, 1947, in- 
dicates that there were 19,451,000 
homes at that time without central 
heating against #9;565,000 that have 
it. Of these 10,044,000 are owner- 
occupied and 9,407,000 are lived in by 
tenants (who are often better pros- 
pects than the owner). This situation 
is spread about rather evenly over the 
country. 






































Half the families in your bailiwick 
get their tootsies cold when they slap 
them down on the chilly floors morn- 
ings. Generally speaking, if you know 
the number of dwelling units in your 
trade area, you can divide it by two 
and discover the number of prospects 
you have for space heaters—and it’s 
going to be large. 

Add to this, of course, the business 
firms about town whose conditions are 
cramped, the trailer camps, and the 
veteran barracks. 

Conditions tilt, of course, depending 
where you are: 

In the city, 15,296,000 homes have 
central heat, and 8,539,000 lack it. 

In the suburbs, 3,123,000 have cen- 
tral heat, and there are 5,396,000 homes 
that do not. 

It’s when we get out to the country 
—and farmers are the best heeled 
group we have—that we find only 
1,146,000 homes that have central heat, 
against 5,506,000 that do not. 

Veterans, and that means yeungsters 
just back from the war, are also in 
the have-not variety. There are 5,023,- 
000 in homes without central heating. 
There have been about 500,000 houses 
built since the war’s end without furn- 
aces in them, it is estimated. 


Space Heater Has Arrived 


The space heater dates back to World 





TWO YEARS STATISTICAL SUMMARY 


OIL SPACE HEATERS 





1948 1947 
- errr SS rere 1,876,300 
Seer Average Retail Price...................- $85 
SUDO ociccccccocs Se eee $159,485,500 

(Jan. 1949) 
ct - Fee ee *Homes Owning ........ — 
ee Homes Without ........ — 


*Based on Total Homes, 39,950,000. 





War I, and perhaps beyond that, the 
Orchard being one of the early models. 
It really became perfected and got 
started about 1929. It will burn well 
today either when turned high or low 
without smoking-or carbonizing. The 
Institute of Cooking and Heating Ap- 
pliance Manufacturers list these types: 
1. Flue connected, circulating heater 
with vaporizing pot type burner. 
2. Flue connected, radiant circulator 
with vaporizing pot type burner. 
3. Flue connected radiant heater 
(without casing) equipped with 
vaporizing pot type burner. 

4. Flue connected heater, equipped 

with sleeve burner. 

Addition of an electrically driven 
blower to circulate warm air more 
quickly is one of the new improve- 
ments. Today, from 70 to 75 percent 
of the space heaters are bought with 
blowers; more than 10 percent of the 


19-YEAR SALES, AVERAGE PRICE AND RETAIL VALUE OF OIL SPACE HEATERS 
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owners purchase them later, it is esti- 
mated. 

In 1929, some 40,000 space heaters 
were sold, in 1941, 446,000, in 1947, 
1,700,000, and a-drop to about 1,400,- 
000 took place in 1948 due to the oil 
shortage which swept the country. 

“It’s a business that multiplied three 
times in 10 years,” says a Chicago 
expert. “And this skyrocketing was 
not due entirely to new homes, but to 
the doubling up and the cramping of 
space that followed the war. A space 
heater takes up little room, is quickly 
installed and easily moved.” 

Average retail prices of space heat- 
ers run around $100, one firm declaring 
its average last year was $83.37, an- 
other $120. Margin for the retailer 
runs from 38 to-40 percent. 

There has been no lack of national 
magazine and farm paper advertising 
building up acceptance. In 1942, 
1944, 1946 and 1947, $2,353,408 was 
spent in national advertising by space 
heater manufacturers. 

Now the question naturally rises: 
Who ‘has been doing this business? 
In a survey made by ELECTRICAL 
MERCHANDISING in October, 1948, it 
was revealed that 77 distributors had 
a total number of 17,023 dealers selling 
space heaters. 

Who is doing the business among 
these franchised dealers? »Appliance 
and radio specialty dealers accounted 
for 30.4 percent; department stores 
eight percent; furniture stores, 32.2 
percent ; hardware stores, 18.4 percent; 
utilities, one percent; others, 10 per- 
cent. 

The dealer who plans to sell space 
heaters should understand that they 

(Continued on page 156) 
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BORG-WARNER QUALITY PRODUCTS 


A NEW YE. 


Norge, “champion of independent distribution,” enters the new year with complete 


confidence that 1949 will witness the greatest sales triumphs in Norge’s 22-year history. 


A NEW LII 


This confidence is the result of two things: first, the commanding position occupied by 


Norge in the minds of the public; second, the commanding character of the Norge line 
for 1949, 


A NEW FI 


The quality products pictured on the opposite page represent the best efforts of master 
designers, master engineers, master builders and masters of sales psychology. With 


these products, Norge dealers will realize, more than ever before, that Norge is the BIG 
DOLLAR value in appliances! 


©1948, NORGE DIVISION, BORG-WARNER CORPORATION, DETROIT 26, MICHIGAN 
ADDISON INDUSTRIES, LTD., TORONTO, ONTARIO 
*REG. U. S. PAT. OFF. 
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Oil Space Heaters 





are a seasonal item. A check with five 
companies made over a couple of years 
reveals that in chilly April, only 1.2 
percent of the year’s business was 
done ; 4.9 percent in May, 6.8 percent in 
June, 14.2 percent in July; 13.4 percent 
in August, 28.7 percent in September; 
and 25.2 percent in October. Move 
these up a month for the retailer’s bene- 
fit and you have an idea of the season 
for oil heaters. Some firms give dat- 
ing on merchandise when sold out of 
season. 


Southerners Get Cold, Too 


Ten years ago EvecrricaL Mer- 
CHANDISING pointed out that many 
sections of the South which are said 
to enjoy a perpetual spring, according 
to the chamber of commerce, get 


| mighty chilly and are definitely space 





heater markets. In fact, the Florida 
Power & Light Co. ran an aggressive 
campaign to encourage oil heating in 
that state. Add to this the fact that 
New England is one of the biggest oil 
heater regions in the country, and you 
can almost say there are no regional 
peculiarities. Manufacturers have 
pointed out that in addition to dpmestic 
prospects there is a large commercial 
market made up of stores, filling sta- 
tions, schoolrooms, barber shops, gar- 
ages and other commercial spaces that 
appreciate compact efficient heating 
and it becomes obvious that the mar- 
ket is everywhere. 

The average dealer making around 
15 space heater sales a year will turn 
his stock approximately five times a 
season, buying around 45 or 50 space 
heaters a year. Due to the fact that 
several units can be employed to heat 
a difficult job, there is not a great 
variety of sizes (five the average, rated 
by B.T.U.). 

In fact, at the markets ever since 
the war the things the space heater 
manufacturers have stressed to the 
dealers have been (1) the new styling 
and different looks space heaters have 
today, and (2) the spectacular demon- 
strations that can be put on with them. 


Poor Man’s Luxury 


Most sales are closed in the store, 
dealers agree. What really puts over 
the order are the following reasons: 

1. Folks find they can get up in the 
morning in a warm home. 

2. Ordinary income families enjoy the 
luxury of not having to build fires 
and carry out ashes. 

3. The presence of children on the 
floor and old folks makes extra 
warmth desirable. 

4. Where husband and wife both work, 
they lack the time to fool around 
with fuels that have to be kindled 
and produce ashes. 

5. The space heater has been refined 
and improved to a point where it 
delivers the goods and gives cus- 
tomer satisfaction. 

6. The smart styling has taken it out 
of the cast-iron stove category and 
made it a handsome piece of parlor 
merchandise. 

7. While the space heater costs more 
to operate than corresponding types 
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using other fuels, owners think the 
touch of luxury it affords is we 
worth the price. 

One successful dealer’s method of 
closing sales was to ask the prospect 
to draw a floor plan of his home. From 
this he calculated what size heater was 
needed and found that it was easy to 
button up the deal if the owner’s ¢o. 
operation was enlisted. 

According to a survey made by the 
research department of ELEctrica, 
MERCHANDISING these are the things 
that put the space heater over: 

1, Product has utility value against 
luxury. 

2. Product has wide range of appli- 
cation, not limited to homes alone 

3. Usually quickly installed. 

4. Makes easy and convincing demon- 
stration. 

5. Portable, can be moved from room 
to room. 

6. Can be sold and demonstrated out- 
side store. 
7. The fan type operates on ordinary 
house current, no special wiring, 
8. Product appeals to women who 
usually have to tend the heating 
system. 

9. Excellent auxiliary and emergency 
heating equipment. 

10. No servicing required. 

11. Product design and construction has 
shown radical improvement. 

12. Saturation of market is negligible. 

13. No problem handling trade-ins. 

14. Prices are comparable with other 
merchandise the dealer sells. 

15. Discounts are adequate. 

16. Product lends itself to active pro- 
motional work and display, canvass- 
ing, demonstrating and selling. 

A veteran in the business says that 
about 75 percent of space heater sales 
are made on time. Pay-outs are very 
good, although a few bounce at the 
end of the winter when the investment 
has been too low. Average down pay- 
ments is 10 percent. 

Edwin Owen of the Standard Tire 
Co. of Cedar Rapids, Iowa, said that 
the space heater business was a bread 
and butter market; heat was something 
that the average family had to have, 
and once installed they couldn’t afford 
to have the heater ‘pulled,’ especially 
in cold weather. Therefore, as a de- 
vice it paid out excellently. 


Trades with 1% of Sales 


A trade is taken in about one-fourth 
of the sales’ allowance being made up 
to $25, depending on what is taken in. 
It is a question how much is salvaged. 
Some dealers turn their trades over to 
second hand stores—as they are varie 
gated from potbellied stoves to kero- 
sene heaters—and others tidy up the 
good items and resell them themselves. 
There is always a demand for a device 
which will throw heat and is in work- 
ing order. 


Don’t Sell if You Don’t Install 


But when it gets down to selling, the 
essence of the dealer operation is im- 
stallation. Putting a heater in the home 
is something that should not be left to 
the customer. 

(Continued on page 160) 
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TODAY Cros-ey is the fast rising star in the electrical 





“‘major league.” 


In its 29th year CrosLey has surpassed everything in 




























a long history of sensational product advances 


and product values. 


The CrosLey advertising and promotional plans 


for 1949 will sell merchandise for you. 





RETAILERS know that the end of “soft” selling is 
here! Customers are looking for bigger and 
better values for every dollar they spend. 


You expect extra values in products for greater cus- 
tomer satisfaction. You want merchandise with better 


design and top performance. 


You can have this now in CrosLey products— 


you'll see more of it. 


CROSLEY is putting its retailers right for the competitive 









market, with “hot” products, selling promotions, 


a 


more sales volume and profits. 


Crosley means business! Get your share! 





*@ ‘TRADE MARK REG. U. S. PAT. OFF. 


Shelvador* Refrigerators e Freezers e Ranges 





Television Receivers e Radios e Radio-Phonographs 
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CINCINNATI 25, OHIO 
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NON-CAKING 








ELECTRA-SOL 


MEETS THE 4 SPECIAL NEEDS 
OF ELECTRIC DISHWASHERS! 


1. LEAVES NO FILM! 


Ordinary compounds combine with 
minerals in hard water to create 
sticky, hard-rinsing sludge which 
clouds glasses, films dishes. Electra- 
Sol, however—thanks to an amaz- 
ing new chemical—forms clear, 
free-rinsing solution, thus leaves 
no dulling, germ-breeding film! 


Ordinary soap solu- 
tion contains hard- 
rinsing sludge which 
clouds glasses, films 
dishes, 





Electra-Sol solution is 
clear, free-rinsing — 
leaves no film to 
dull lustre, harbor 
germs! 





2. MAKES NO SUDS! 


Suds cushion the force of spray 
within machines, cause unsatisfac- 
tory dishwashing. Only a non-sudsy 
compound like Electra-Sol enables 
dishwashers to operate at peak 
efficiency! 


3. HAS NECESSARY CLEANING 
STRENGTH! 


Electric dishwashing compounds 
depend on chemical action, not 
“elbow ase,”’ for cleaning. The 
chemical action of Electra-Sol does 
a job that compounds not designed 
especially for electric dishwashing 
cannot do! 


4. HARMLESS TO METAL! 


Thanks to a unique “buffer’”’ chem- 
ical, Electra-Sol will never in any 
way harm eating or drinking 
utensils! 





MAIL THIS COUPON TODAY 


Electra-Sol distributor. 


City 


THE NAME OF YOUR NEAREST ELECTRA-SOL DISTRIBUTOR! 


ECONOMICS LABORATORY, INC., ST. PAUL, MINN. 
Gentlemen: Please send me the name and address of my nearest 





AND WE WILL SEND YOU 
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Oil Space Heaters 





It takes a service man 14 to 24 hours 
to set up a heater in a home, and he 
should check over the chimney to be 
used very carefully. 

Said one veteran: “We overlooked 
at first one fundamental fact—the oil 
heater isn’t plugged into the wall as 
the washing machine but has to be 
hooked up with the chimney of the 
house. Now that chimney was never 
built for the use of the space heater. 
It may be in all stages of decrepitude 
and even the best was intended to 
handle slow burning coal. Oil, as you 
know, is a quick burning fuel. 

“If you do not burn your fuel oil 
correctly you are losing more than two- 
thirds of your heat. You are getting 
the interior of the stove insulated with 
excessive carbon. A dealer has no 
business selling oil heaters unless he 
is willing to go out and personally 
supervise the installation.” 

Five musts in installing oil heaters 
are: (1) The oil heater must be ab- 
solutely level to insure proper opera- 
tion, and the only way this can be done 
is by placing a level across the cast 
iron combustion ring of the burner; 
(2) a draft gauge is a necessity and 
must be checked when it is hot; (3) 
you can’t depend on the valve setting 
supplied by the factory because the 
factory can never know what kind of 
a chimney the oil heater is going to be 
attached to; (4) the owner should be 
shown how to take the oil strainer out 
and clean it with a brush. 


Good Service a Must 


The average chimney will pull from 
4/100 to 5/100 of an inch. It takes 
around 6/1000’s to get the proper 
action out of an oil heater. Be sure 
to open it up and balance the oil and 
air combustion until it is in line with 
the draft. 

There are very few service calls per 
customer provided the oil runs cor- 
rectly, and the installation has been 
properly made and the owner given 
some training. Since it is a household 
necessity in winter, when a service call 
occurs, the dealer must be in a posi- 
tion to give prompt attention. There 
are few imaginary service calls, such 
as those due to dry oil tanks, where a 
nickel’s worth of instruction has been 
given. 

The filter should be cleaned once a 
year and the controls of the burner 
should be cleaned up. Some dealers 
pick up a little change by charging the 
customer about $2.50 a year to come 
around and check over their burner in 
summertime. A space heater offers a 
fine opportunity to get a dealer into a 
home. Folks are always glad to have 
it looked over. 


Sales Training 


Distributors today are hammering 
away on sales training. Schools are 
put on in the showroom or at nearby 
towns. A good drill in fundamentals 
may be had in one hour, though some 
schools run three days, with every man 
making a tear-down and discovering 
hidden service trouble. Another manu- 
facturer has a traveling circus type of 
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service school. The industry is active 
today in its work with retail employes, 

During the past year the business has 
suffered from an oil and steel shortage 
scare which definitely slowed down 
sales. In Chicago and elsewhere stocks 
backed up through this negative pub. 
licity and word of mouth advertising 
made it worse. In fact, some of the 
advertising running today offers a con- 
tract guarantee to the purchaser of a 
supply of oil along with the purchase 
of a space heater. 


Oil Shortage Over 


There is good reason to believe that 
the oil shortage is over, according to 
the magazine, Oil and Gas Journal. 

Wrote John C. Casper in a recent 
issue of that magazine, “The produc. 
tion of petroleum products has not only 
caught up with the unprecedented post- 
war demand, but running so far ahead 
of current consumption that stocks are 
building up rapidly. The present rate 
of stock increase promises a comfort- 
able margin of safety for months to 
come. 

“Stocks of distillate fuel oil on July 
31 were 22 percent (10,217,000 bar- 
rels) above the same date last year, 
Winter demand is forecast as 11.6 per- 
cent over last year, leaving a margin 
of safety of about 50 percent. 

“Almost ridiculous is the situation in 
residual fuel oil. Winter demand is 
expected to be only 1.8 percent higher 
than last year. But stocks (not includ- 
ing heavy crude oil in California) are 
22.1 percent higher than a year ago. 

“The main reason for the improved 
situation is, of course, the tremendous 
increase in crude petroleum refinery 
activities. Another reason is a shift in 
our import-export balance. Surpris- 
ing to many people is the fact that our 
exports of oil have decreased sharply 
while our imports have increased only 
slightly.” 

To this both William R. Boyd of the 
American Petroleum Institute and 
John W. Boatwright, general manager 
of the distribution economics depart- 
ment of Standard Oil of Indiana say, 
“Amen.” 

The oil shortage, which hit 1948 
space heater sales so badly, is over. 
Salesmanship can go ahead. End 
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vege Irma Harding is NEWs—big news to everyone con- 
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i nected with the appliance selling field—good news 
Jul 4 
jay : to homemakers all over America. For, although 
a : Irma Harding is a composite character representing 
) per- e . 
argin 4 all the home economics activities of International 
on be Harvester Company, she will become a very real 
~ es person to the thousands of Harvester refrigerator 
clud- ‘and freezer owners who will profit by her sugges- 
are . 
a tions and counsel. 
“oved 
\dous This radiant mew personality represents the hun- 
inery : : 
ift in dreds of friendly, capable home economists, who 
. we already have conducted more than 5,000 frozen food 
py demonstrations, coast to coast, promoting the bene- 
on. y : 
fits of home freezing. 
é 
yf the 
ba Yes, you’ll be hearing a lot from Irma Harding, 
part- and about the “Modern Food Magic” performed 
say, ° ° e 
v in the Harvester home economics laboratories and 
= — rimental kitchens. A section of the modern Irma 
End Harding kitchen at Harvester’s 
Evansville refrigeration plant. 
Main output here is not cooking, 
INTERNATIONAL HARVESTER COMPANY but IDEAS that are passed on to 
; the homemaker. ‘ 
180 NORTH MICHIGAN AVENUE + CHICAGO 1, ILLINOIS 
Listen to James Melton on “Harvest of Stars,’ CBS, Wednesday evenings 
we Refrigerators and freezers un- Cold temperatures are accurately meas- 
¥ dergo scientific tests in the Irma ured. Thermocouple wire attached to 
sii Harding laboratory. Here attend- freezer lid tests freezer temperature. 
ant takes kilowatt-hour reading. bs 
Coprricur 1949, INTERNATIONAL HARVESTER COMPANY 
a 2 ‘ 
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Stiert 


Stock and sell Handyhot quality appliances for a 


bigger and better 1949. This quality line, at moderate prices, will be backed by continuous 
national advertising and full scale promotions to build more sales in every market! 


Single Waffle Iron. No 
cracks, no louvers to catch 
batter or dust. 

Cat. No. 1400 $9.95. 





Deluxe Sunkist Juicit. Oscil- Sunkist Juicit. Extracts fruit Electric Whipper. Heat re- 
lating strainer. On-off juice electrically. Stationary sistant glass bowl. On-off 
switch, strainer. On-off switch. switch. 

Cat. No. 2701 «<< Cat. No. 2700 <1 95 Cat. No. 2000 <4 95 





Twin Waffle Iron. Individual switches. Twin indicator 
dials tell when to bake. Cat. Ne. 1401 ¢)4 95 


W 


Twin Hotplate. Two six-inch, three heat burners, each 
750, 375 and 190 watts. High, Medium, Low and Off 
control. White enamel finish. Cot. No. 1600 <1) 95 





Combination Fan and Fam 
Heater. Circulates warm or 


Turn-Over Toaster. Spring 
equipped doors permit Handle. 
Cat. No. 3104 ¢>> 95 Other S cool air. 


Cat. No. 5900 <), Cat. No. 5902 <4 95 models $< 95 2 $14.9 Cat. No. 2907 <)7 95 Cat. No. 1175 0 96. 
SEE YOUR HANDYHOT DISTRIBUTOR TODAY. SEE HANDYHOT AT THE NATIONAL HOUSEWARE SHOW, 
SPACE 129, 131, 133, 135, NAVY PIER, CHICAGO, JANUARY 13th THRU 20th, 1949. 
Chicago Electric Manufacturing Company, Chicago 38, Illinois 
PAGE. 162 


JANUARY, 


Automatic Toaster. Adjust- 
able. Shuts off current and 
toast pops up. 


12” oscillating fan. 2 speeds. 


toasting of English Muffins 


Automatic Waffle Iron. Sig- 
nal light. Current cuts off 
automatically. 

Cat. No. 1402 $14.95. 





Handyfreeze. Ice cream 
made electrically. Capacity 
up to four quarts. 

Cat No. 2200 <>. « 







Twin Coffee Service. 4 to 16 cups. Warming unit 
keeps brewed coffee ready to serve. Individual 
switches. Silex glassware. Cat. Ne. 1900 ¢17 9° 


Combination Sandwich Grill and Waffle Iron. Inter- 
changeable sandwich and waffle grids are heavy per- 
manent mold cast aluminum. Cat. No. 1724 ¢14 95 





Lightweight Automatic Iron. Travel Iron. Folds flat, locks 
Signal light. 1000 watt cast- upright. Fabric carrying 
in element. case. 
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PPROXIMATELY 610,000 
Az were sold industry-wide 

for 1948. This is more than 
double the number sold in 1941 (290,- 
000 units) and is a healthy increase 
over the 1947 sales (365,000 units). 
Even with production in some fac- 
tories reported as tripling their best 
pre-war figures, allocation to distrib- 
utors is expected to continue in 1949, 
Dealer orders for 100 roasters at a 
time are commonplace ndw, whereas 
in pre-war days one such order would 
have been the occasion of great cele- 
bration. 

Back of this large volume is a pent 
up demand for roasters developed dur- 
ing the war years. The roaster was 
beginning to achieve acceptance prior 
to the war, and word-of-mouth ap- 
proval during the years when none 
was available accelerated the demand. 
Doubled up families without regular 
means for cooking had an opportunity 
to discover its wide potentialities as 
a complete cooking unit. For the 
roaster has proven itself to be more 
than a luxury item. It is a full- 
fledged cooking appliance that supple- 
ments the kitchen range. Many 
roaster owners state they use both the 
range and the roaster simultaneously— 
one for roasting, the other for baking. 
There is a trend in the home to do all 
the roasting and baking at one time. 
(This trend has already been recog- 
nized by range manufacturers of gas 
and electric models, many of whom 
have added a double oven model to 
their post-war lines.) The roaster 
takes the place of a second oven, with 
complete facilities including broiler. 

A survey of the Pittsburgh market 
made by Duquesne Power & Light Co. 
(EM, August 1944) showed that 15 
percent of the roaster users on their 
lines use it every day; 57 percent once 
or twice a week, when the weekly bak- 
ing is done. Of the everyday users, 
% percent use them for complete oven 
meal;. In another survey 80 percent 
of the daily users said they prefer the 
toaster for baking. 


Market Potentials 


While the electric roaster is enthusi- 
astically acclaimed by all users, it is 
still an infant in the appliance field, 
with only 7.3 percent of the homes in 
the Country owning one, This leaves 
a big potential market. 

The approximately 29 million homes 
Rot now equipped with 220-volt wir- 
ing are the most immediate market, 
for the electric roaster does not re- 
quire special wiring. For the most 
part these homes contain small ranges 
burning a variety of fuels—gas, coal 
and wood—and the’ roaster is ideal to 
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ROASTERS 

__1948 — wo 1947 
es vie sary, & Sta’ ¥ie a ea 365,000 
as va a eins Average Retail Price............:... 
| er EE US cose e adore ns $13,140,000 


(Jan. 1949) 


(Jan. 1948) 


. | ee eee Homes Owning.......... rE 1,975,000 


Po ee Homes Without 


RRR ET 31,075,000 





supplement these inadequate cooking 
facilities. 

The presence of an electric range in 
a home does not exclude the sale of 
a roaster, however. There are many 
electric range users today, who also 
own and use an electric roaster regu- 
larly. Before the war roasters proved 
attractive to consumers and’ dealers 
alike as samplers in homes with 220- 
volt wiring. Many women were found 
to be interested in electric cookery, 
but were unwilling to invest in an elec- 
tric range. The roaster did the spade 
work. Invariably the sale of a 
roaster was followed by the sale of a 
range. 

The roaster is also being used to 
great advantage by homemakers in 
rural areas. Farm families have found 
them invaluable for canning and for 


13-YEAR SALES, PRICES AND RETAIL VALUE 


cooking for large groups at harvest 
time as well as for regular meals. 

It has found a place in institutions 
such as hospitals and schools, as well 
as in public restaurants where it per- 
forms perfectly for large quantity 
cooking. Many civic and social groups 
such as churches and Parent-Teacher 
associations use them for preparing 
foods for their various functions. 

Working wives, always interested 
in equipment that will increase house- 
hold efficiency and lighten labor are 
also a ready market for roasters. 

In territories where natural gas or 
manufactured gas is retailed at very 
low rates, the electric range faces seri- 
ous competition, but the roaster has no 
competition from an appliance similar 
to it promoted by the gas industry. 

The roaster can also tap the trailer, 
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vacation and out-door cooking mar- 


ket. Also, it has always rated high 
as gift merchandise. 


The Product 


Roaster sales have been mounting 
steadily since 1934, when ‘50,000 were 
sold. The forerunners of the modern 
roaster were the casserole and the, 
electric cooker, an off-shoot of the fire- 
less cooker dating -back to 1923 and 
earlier. Early roasters were patterned 
after the casserole and were round or 
oval in design, with capacities around 
seven to 10 quarts. It was soon dis- 
covered that these capacities were in- 
adequate, and sizes were gradually 
increased until finally in 1941, 15, 18 
and 22 quart models became more or 
less standard, as did the rectangular 
design. 

Casseroles in small capacities and 
lower wattages are still on the mar- 
ket, but they are generally used as sup- 
plementary equipment for one-dish 
economy meals. 

The modern roaster bakes, broils, 
fries and roasts. Its self-basting top 
makes it ideal for roasting fowl and 
large roasts. Its broiler does a mag- 
nificent job on steaks, chops and ham- 
burgers. And its even heat distribu- 
tion makes it perfect for cakes, pies 

(Continued on next page) 
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Millions of Dollars 
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CADILLAC! ti 
What gives Cadillac dealers { 
a sales edge in today’s com- 
petitive market? Cadillac's 
dirt getting efficiency, gentle- 
men. The kind that out- 
demonstrates competition. 


The kind that puts punch in 
your sales talk, 





and converts MODEL 
” so ss 143A 
lookers” in- (Shown on 
Display) 
to buyers. $59.95" 
























Put Cadillac up to 

your customers with show- 

se elo set-Jebh oR delet ologis-Me) Co) oh edesselomtemizelbba-j(e)d— 
with this brilliant 4-color “isle” display. It 
(ole i (ol ol del) 4-mene (ol Mo t-Mom@-st(-yelm-rod(-i-seeloue 
Ko} a Oro (0 bd Ne Comm D)I-jo)long-Mo hey alepelmosele Mes aibelol-ve 
ss Vole (=) Ifa ore) seh e)i-(- mn phd elo taco (olebeel-yeht-mm Oroseee 
jole (oi Ob | ao lovei by o)(— eb 140 (— MB a lele) aj ole (olen evel 
obstruct the view 

Coke) del-) wel )aeleloved 

dise. Write for 


full information 
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Cadillac cleaners are VALUE 
PACKED with all the features 
that add up to fast, thorough 
cleaning ... BUILT with more 
than 37 years of “know how” 
in vacuum cleaner produc- 
tion ... BACKED by national 
advertising that reaches your 
customers, and brings busi- 
ness to your door. 


Cole Conia 


*Resale price. Slightly 


more west of Rockies 





See us at these two CHICAGO SHOWS: 


January Market Housewares and 
American Furniture Appliance Show 


Navy 
January 13-20 
BOOTH NO. 


291-X 







CLEMENTS MFG. CO. 
DEPT. A 6666 S. NARRAGANSETT AVE. 
CHICAGO 38, ILL. January 3-15 


BOOTH NO. 


1794-5 



















Since 1911, sold only by reliable 








dealers and distributors 
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and bread. With its roasting pan and 
two vegetable pans, it will also cook a 
complete meal, These features make 
it a fully self-contained cooking appli- 
ance, 

To roast a meal efficiently it has 
been found that 1320 watts is re- 
quired, so most roasters on the market 
today have elements from 1320 to 
1500 watts, with 1320 most common. 

New roasters on the market have 
automatic thermostats with signal 
lights, glass or porcelain inset pans, 
self-adjusting steam vents, observation 
windows in the cover, and cover 
lifters. 

Detachable broilers come as extra 
equipment at additional cost. Cabinets, 
which increase the usability and acces- 
sibility of the roaster, are also avail- 
able at extra cost. Built-in timers are 
to be found on some roasters, making 
them completely automatic. When the 
timer is not a part of the appliance, 
separate timers are available as 
accessories. 


Selling Features 


The roaster, like the electric range, 
appeals to people desiring to save time 
and work. Convenience, therefore 
rates high in all use studies. But it 
is the general excellence of electric 
cookery that tops all satisfied user 
lists. They run as follows: 

1. Roasts fowl and meats, retaining 
juices, Turns out better tasting 
food more economically. Meat 
doesn’t shrink in a roaster. 

. Cooks whole meals uniformly. 

. Does not heat up kitchen. 

. Large capacity. 

. Compact and convenient to use. 

Keeps food hot without losing 

flavor. 

Meats require no basting. 

. Roaster-broiled meats have char- 
coal flavor. 

9. Easy to clean. 

Other features mentioned fre- 
quently are the fact that they are port- 
able and can be taken from room to 
porch to summer camp or beach; that 
they are excellent for barbecuing 
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rough cuts of meat; fine for steam 
canning; and unsurpassed as a double 
boiler for large quantities. 


Load Builder 


The electric roaster has also proven 
a load builder, even for combination 
gas companies which do not push elec. 
tric ranges. Using approximately 215 
kw.-hrs. a year (E.E.I. estimate) it 
has the largest consumption of any 
home appliance with the exception of 
the refrigerator, range, water heater, 
room cooler, freezer and dryer. One 
roaster uses as much electricity as 
nine vacuum cleaners, seven toasters, 
five washing machines, two radios or 
two flat irons, 


Additional Trends 


While sales are expected to exceed 
1948 next year, the pipelines are be- 
ginning to show signs of becoming 
filled so that more aggressive selling 
and more promotions will be needed, 

These promotions will take the 
form of national advertising schedules 
in newspapers and consumer maga- 
zines, and promotions by utilities, 
Utilities have done an outstanding pro- 
motion job on the roaster in the years 
before the war, and will continue to 
do so. Women’s magazines have also 
been favorably disposed to the roaster, 
and are continuing their excellent 
work in promoting them. 


Prices 


Roaster prices in all makes are more 
or less standard, varying less than $7 
from one make to another. They av- 
erage from $38.95 to $45.95, and 
broiler attachments, sold as_ extra 
equipment, average approximately $10. 


Replacement 


The replacement market in roasters 
is practically non-existent. Only six 
percent of the roaster users in the re- 
cent Pittsburgh territory reported 
their roasters not in ready usable 
shape. And only two percent were 
found in really poor condition. End 











“I'M A WRECK! HAD TO DEMONSTRATE EVERY APPLIANCE IN THE PLACE AND 
SHE ENDS UP BUYING A FUSE!” 
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KITCHEN...STYLED IN 


Styled by Raymond Loewy 
—widely acknowledged the 
country’s most noted indus- 
trial designer—American 
Kitchens are SO advanced in 
styling all other kitchens seem old-fashioned! 

No other line has so many easy-to-see, 
easy-to-sell features . . . such as rounded 
drawer interiors, modern lever-type faucets, 
concealed door and drawer pulls, extended 
counter tops, double-action spring hinges, 
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You won't believe your eyes when you see American 
Kitchens’ new miniature theatre, featuring four auto- 
matic model kitchens. As if by magic, doors, drawers, 
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SEE—AND SELL—THE ONLY TRULY MODERN 


4 


STEEL BY 


one-piece counter and back splash. These 
and many other great American Kitchens 
features explain why more homes in the great 
1948 Chicagoland Home Festival were 
equipped with American Kitchens than any 
other kind . . . why independent surveys 
prove more women want American Kitchens 
... why YOU can make more sales in less 
time with this nationally-advertised, 
famous-name line! Be sure to see it—at 
1476 Merchandise Mart! 


WORLD’S MOST AMAZING MINIATURE 
KITCHENS ON DISPLAY! 


Serv-Cart, etc. are activated—-as though moved by 
unseen hands. Hear a complete kitchens sales story 
for real, practical selling. Theatre will be on display at 
1476 Merchandise Mart. Available for special events. 
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A FACT. 
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THE YEAR 1282022 213 volume yor 


the home freezer industry—a 50% 
increase in sales over 1947. What other industry can 
show an increase such as this? 


What does this big freezer volume mean to you? Just 
this— 
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If you had what it takes to sell home freezers you 
enjoyed your full share of profits in this great new 
industry. If not, you are missing the greatest profit- 
making opportunity in the appliance industry. 


DEEPFREEZE home freezer dealers have en- 
joyed volume sales because they have what 
it takes to sell. 


=s—_s een CU888klUc SlUCEelCECGCCUe!lC‘:‘C COR 


To sell home freezers in today’s market, you, 
too, need what the DEEPFREEZE home freezer 
—and only the DEEPFREEZE home freezer— 
can give you. 


THERES ONLY ONE-:-> 


There are lots of home freezers, but 
only DEEPFREEZE Division, Motor Products Corpora- 
tion, can make the DEEPFREEZE home freezer, and 
only franchised DEEPFREEZE home freezer dealers 
can use the famous trade name, DEEPFREEZE, 
registered with the U. S. Patent Office, Washington, 
D. C. Entirely new models, with 22 new advanced 

'* - features .. . with all ‘the things your customers 
D E L U X E M 0 D E L have been waiting for and all the things you have 
Cat 0 wanted to sell! Retail prices $239.95 and up, de- 

livered and installed. 
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Deepfreeze — America's Fastest Selling Home Freezer and Refrigerator Line 
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De Luxe Model C-10 

Holds more than 350 pounds 
of food. Price, delivered 
and installed — $449.50 


De Luxe Model C-6 

lato (ohMuilole-Mlilo ls aLOM Lol late hy 
of food. Price, delivered 
and installed $269.95 


i tolel-1 i - Emme) 

Holds more than 350 pounds 
oh Mn colols MN dala Sao ft Iba -ta-To| 
and installed —$389.50 
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Model B-6 

Holds more than 210 pounds 
of food. Price, delivered 
and installed — $239.95 


EL 





THE BEST 


Meeptreeze Dealers 





.- ONLY 


are selling home freezers today and selling them 
in volume and at a profit, because of six basic 


reasons: 


SURVIVE: 
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ust 1 THE BEST NAME—DEEPFREEZE is the home 
freezer easiest to sell because it is the best 
known. 
0 
7 THE BEST PRODUCT—DEEPFREEZE, the pioneer 
ow « in the home freezer field, is available in 
fit- brand-new models with the most complete lines __l 
up of selling features. _ = 
THE BEST NATIONAL ADVERTISING—90,000,- 
ot * de 000 advertising messages—full pages and half 
vat , full color and black-and-white—proclaim 
the leadership of DEEPFREEZE home freezers. 
= THE BEST LOCAL ADVERTISING HELPS for Now a Product of DEEPFREEZE Division 
* newspaper, billboards, and radio... every- MOTOR PRODUCTS CORPORATION 
cer thing you need to help you sell locally. A liberal ind ? ; eeu 
pm cooperative advertising plan. Frostair is America’s only truly mod- (sy JS 
THE BEST SALES TRAINING HELPS FOR 8 RIED: 5. -, « CNS Ol 
* DEALERS—complete story of the market and sign means no covered dishes, no 
how to sell it in the four volumes of “‘The DEEP- transfer of odors or taste... extra | 
— Digest of Home Freezing” for your sales- large ice-making capacity, plus a | 
: separate home freezer. Two separate | 
THE MOST COMPLETE DEALER SALES PROMO- i i 
’ * TION PROGRAM—window and floor displays, ee a eae me eat : 
‘ visualizers, decals, broadsides, folders, booklets— full seven cubis. fect relvigereter. 
- everything you need to help you sell. One for a full three and one-half . 
ic f ‘ 
eae Dealers who have the DEEPFREEZE franchise really yes gece ‘ ase eb pore: 
ind have something. How about you? Are you enjoy- compact, attractive upright cabinet. 
ers ing your full share of home freezer profits? If not, This is the truly modern refrigerator 
ZE, get yt details ret erg dah = ae — the refrigerator to sell in the 1949 
reezer proposition for you. Make this your 
oa 1949 New Year's resolution—to get your is of 
te the rich home freezer market with DEEPFREEZE 
ers freezers. 
1ve VY 
de- 





NORTH CHICAGO, ILLINOIS 
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| DEEPFREEZE DIVISION « MOTOR PRODUCTS CORP. ~ 









Frostair Duplex Re- 


frigerator. Price de- 






livered and installed 
$588.00. 


$10.00 higher — West 
_ Coast. 


De Luxe Model C-18 

Holds more than 61 2 pounds 
of food. Price, delivered 
and installed — $599.50 
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1189 QUALIFIED Prospects in ONE Day! 
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device 
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really 
AMERICA’S BAGLESS CLEANER = 
view 
. ° ° . wash 
Sensational Wastebasket Promotion Brings in ps 
Record Store Traffic... SELLS vacuum cleaners! rae 
You’ve got to demonstrate to sell. a 
You’ve got to have traffic to demonstrate. = 
FILTER QUEEN’s wastebasket promotion | a 
brings in record store traffic. It’s CA : 1 i 
cracking vacuum cleaner sales an 
records in store after store! Want proof? on 
1s 
Read the letter at the left. See for on 
fina eo A ae yourself how this new promotion can - 
ord J an 
ager APPLiancs . benefit your store. troul 
_ achi 
ance 
the. 
See FILTER-QUEEN It’s Too Good to Miss! ny 
Contact Your Distributor 
i n A C T | 0 h Get started on the greatest promotion in vacuum 
cleaner history. You can be first in your community 
; ee to make sales .. . get prospects .. . build good will 
Chicago Home Furnishings Market and prestige for your store. It’s new! It’s hot! 
z Don’t miss it! Contact your distributor or write 
January 3-15 directly to Health-Mor today. 
BOOTH 17-68 
FILTER QUEEN Product of Health-Mor, inc., 203 N. Wabash, Chicago, Ill. 
in Canada: Waliers Appliance Limited, 57 Bloor St. W., Toronto 
IMITATED=NEVER DUPLICATED Export: A. J. Alsdorf Corporation, 221 N. LaSalle St., Chicago a Fully protected by 
U.S. patents. 
ELI 
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N an article in the April, 1948 
| of ELecrricAL MERCHAN- 

DISING we said that “the dish- 
washer had come into its own.” The 
succeeding nine months have only 
confirmed that opinion. From a low 
of some 5,000 units sold in the last 
pre-war year of production, sales in 
1947 jumped to 100,000 units and the 
estimated tally for the year 1948 stands 
at 225,000 units. And the excitement 
and enthusiasm this relatively new 
device occasions among those owners 
of new machines is a happy augury for 
really impressive sales figures to come 
; in the years ahead. 

All this is somewhat surprising in 
view of the fact that the electric dish- 
washer has been commercially intro- 
duced to the appliance trade since 
about 1917. In fact, during the next 
four years, 11 different companies an- 
nounced electric dishwashers and new 
ones have been coming into the field 
ever since. The files of ELEcTRICAL 
MERCHANDISING alone show that 
manufacturers brought out 91 dif- 
ferent models of electric dishwashers. 
The trouble was that very few of 
them were any good. With one 
or two exceptions (notably the Walker 
dishwasher, later bought by.the Gen- 
etal Electric Co.) they were cumber- 
some, ugly, inconvenient to operate 
and were a constant source of service 
troubles. Other devices that were 
achieving a measure of public accept- 
ance were refined and improved with 
the years and rendered a measure of 
service in the home that brought about 
a lively replacement market. Early 


ped a 


AGE 


dishwashers, patterned on clothes 
washers, were portable; today’s dish- 
washer is a plumbed-in, permanent in- 
stallation. Early dishwashers em- 
ployed the usual soaps; today’s require 
special detergents. Early dishwashers 
required personal attention because 
they were manually operated; today’s 
dishwashers are completely automatic. 
Early dishwashers, to be brutally 
frank, did not do a job; today’s dish- 
washers deliver a completely satisfac- 
tory one, 


Sales Arguments 


In line with other major devices 
that have won wide public acceptance, 
the electric dishwasher saves time, 
labor, money and has, in addition, a 
valid health argument and that im- 
portant intangible, pride of ownership 
appeal. The average housewife spends 
from. one-and-a-half to two hours a 
day washing dishes. The chore ranks 
as one of the most despised, tiresome 
and frequent jobs that fall to her lot. 
It is the one household task that has 
really cried for solution. With the 
perfected dishwasher of today, all that 
is required is to scrape and stack the 
dishes, add detergent and turn the 
switch. The machine does the rest. 
Dishes are washed, rinsed and dried 
in water hotter than the hands can 
stand (140-160 degrees). 


Marketing Factors 


One of the astonishing things about 
the emergence of the electric dish- 
washer as one of the new and dramatic 
devices to win acceptance since the 





TWO YEARS STATISTICAL SUMMARY 
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DISHWASHERS 

1948 1947 
a or as co eae Bae I ic alan. bi kid wai bere 100,000 
SPC ay Average Retail Price.................-. $235 
$61,875,000 ............. Retail Value....... cverceee $23,500,000 
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DISPOSAL 


war, is that this result has been 
achieved with a minimum of sales pro- 
motion, advertising and specialty sell- 
ing methods on the part of the trade. 
In the pioneer days of vacuum cleaner, 
washing machine and refrigerator 
merchandising, millions were spent on 
advertising, sales training and promo- 
tion of all kinds. What is more, util- 
ity companies interested themselves in 
promoting these new devices as po- 
tential load-builders. Reversing its 
past history, electric dishwashers are 
carving a sales niche for themselves 
almost on merit alone. It is word-of- 
mouth advertising by satisfied users 
that is accounting for the bulk of new 
sales. With comparatively few manu- 
facturers in the field, national adver- 
tising has not bulked impressively; 
utilities have done little or no pioneer- 
ing; dealers, busy with post-war back- 
logs of other appliances, have exerted 
little of their professional skill in 
building demand through specialty 
selling methods. Mass demonstra- 
tions, free home trials, using-the user, 
canvassing and other accepted meth- 
ods of converting prospects into custo- 
mers have been largely absent. 
Climbing sales figures show, however, 
that the time is ripe to put these 
proven selling aids into practice. 
Probably the first requisite for in- 
telligent dishwasher selling and pro- 
motion on the part of the dealer is 
ownership. Many dealers are still 
vaguely doubtful that dishwashers de- 
liver the performance they have be- 
come accustomed to expect from other 
widely-accepted appliances. They have 


Znbyauloe. 


UNITS 





paid lip-service to the idea of electric 
dishwashing, but have never got 
around to convincing themselves that 
the appliance lives up to its reputation. 
The second requisite is to hook up a 
live demonstration unit on the sales 
floor, either in conjunction with an 
electric kitchen display, or separately. 
The prospect cannot gauge a ma- 
chine’s potentialities by merely looking 
at the machine; she must see it doing 
its stuff. 


Garbage Disposal 


Companion item to the electric dish- 
washer is the food waste unit, or gar- 
bage disposer. As the two items are 
generally hooked up together in an 
electric sink as a unit, sales of food 
waste units have tended to follow dish- 
washers pretty closely. Sales in 1947, 
the first year figures were gathered, 
showed 100,000 units. During 1948, 
the record shows 175,000 units sold 
with a retail value of $19,250,000. Here 
again, the public is being introduced 
to a device that eliminates another 
messy, unsanitary household chore. 
Garbage pails are breeding places for 
disease; they attract rats, mice, flies 
and other insects which are carriers 
of many infectious diseases. National 
advertising is now carrying a respec- 
table volume of messages to the pub- 
lic to acquaint them with the food 
waste unit and its beneficial effect on 
the family health. 

One obstacle to the sale of food 
waste disposers in some communities 
has been the opposition from some 

(Continued on page 172) 
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DISPOSERS 
1948 1947 
See. 5 6 ol wiht Ware eise 100,000 
ee Average Retail Price................- $125 
ee SNE POs 6 one sc ccnercese $12,500,000 
(Jan. 1949) 
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The 8T241 ...“The Bystander”— 
greatest “Eye Witness” value in the 
entire thrill-packed history of television. 


ONLY RCA VICTOR — ‘ The 8T241, like all RCA Victor instru- 
HAS THE ments, has faster turnover. Your customers 
“GOLDEN THROAT” want highest possible quality at a fair 
price...they get just that with RCA 


Victor. 


At the Winter Furniture Market in 
Chicago, January 3rd to 15th, 1949— 
See the latest RCA Victor instruments 
... Space 69 and 70, 17th floor... 





RCA licror ee 


“Victrola”—T. M. Reg. U. S. Pat. Off. DIVISION OF RADIO CORPORATION OF AMERICA 


ONLY RCA VICTOR MAKES THE VICTROLA 
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Here's why your profits 
are greater with this 


RCA VICTOR 


Yigher qualiy and oulstending selling points of 
ALL RCA VICTOR MnsTrumeni¢ heep Junover high / 

















Amazing Price... ““The Bystander” Steady, Clear Pictures, Increased Easy, Sure Tuning . .. RCA Victor Multi- 
bears the lowest price tag for “Eye Sensitivity. Improved RCA Victor Eye Channel Station Selector makes program 
Witness” Television. Your customers Witness Picture Synchronizer electronically selection effortless, and completely auto- 
will be thrilled at this low price for “locks” pictures in tune with sending matic. It’s as easy as radio push-button tun- 




















RCA Victor quality. station ... strengthens noise immunity. ing to bring the station in clear and strong. 
q y g } & g g 














“The Bystander”’ is easy to demon- 
strate... easier to sell. The 10-ineh 
picture, amazingly low price and out- 
standing quality make this instrument 
a fast seller. 


Consistent, dynamic RCA Victor 











advertising builds up a powerful demand. 
You turn this demand into profits 

. , hen you display, advertise and ‘ 
Fool proof Warning .. . A “Power Stunning Cabinet . . . Placement of the pees. e we gh - ' 
On” Erech makes face of picture tube speaker on top of the cabinet leaves the demenstrate RCA Victor instruments. 
glow white when television transmitter front of the cabinet a smooth panel of : 
has gone off the air and the set has sparkling “fine wood” finish. Available in 

) been left “on.” walnut, mahogany or blond finish. 
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‘ RCA VICTOR—World Leader in Radio . . . First in Television 


SING 
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FIBERGLAS* 
Helps you tell the story 


today and see. 








--.a@ swell feature to HAVE 
OWENS-CORNING 


FIBERGLAS 


tam 046 GA Fat Ore 





-+.@ swell feature to SELL 












*Fiberglas is the trade-mark (Reg. U.S. Pat. Off.) of Owens-Corning Fiberglas 
Corporation for a variety of products made of or with glass fibers. 
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“Keeps the heat in hot water’ 


takes it as evidence of quality. It helps her sell herself. Try it 


















She may not know a bimetal from a bilge pump, but Madame 
knows she wants her water heater hot on the inside and cool 
on the outside. So when you talk FIBERGLAS Insulation as 
a feature, it’s right down her alley. She knows FIBERGLAS, 





THERMAL 
INSULATION 
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“WHEN THE HEAT FALLS BELOW SIXTY, IT 
AUTOMATICALLY STARTS POUNDING ON THE 
RADIATOR.” 





Dishwashers 
and Disposers 








CONTINUED FROM PAGE 169=emmmms 


sanitation officials to their installation 
on the grounds that their use would 
overload sewage disposal facilitie, [| 
However, some communities have [| 
made tests of their own and found ff 
these objections baseless. In fact, the ff 
pulverized waste has a high speed 
scouring action of sewage lines which 
tends to keep them free from clogging, 4 
according to some reports. Installa- 
tions on sewage lines at the present, 
of course, are comparatively few. With 
heavy saturation some years hence it 
may be necessary for some communi- 
ties to expand their sewage disposal 
facilities. To offset this expense, they 
will be able to subtract the former cost 
of garbage collection. 

Saleswise, the future of the food 
waste disposer would seem to be 
bright. Portable models, suitable for 
home demonstration have been 
brought out by some companies in the 
field and the device readily lends it- 
self to that type of old-fashioned 
specialty selling that worked so well 
with vacuum cleaners and washing 
machines. As a companion item to 
the dishwasher, it has an assured 
| future. End 























“WE'RE PICKETING YOU.” 
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Air Flight | 
Displayed * 
Booth 41 at 
Furniture Mart 


WeLcH welcomes their many 
friends, and dealers and distrib- 
utors alike to Space 41 on the 
17th floor of the American 
Furniture Mart on Lake Shore 
Drive in Chicago. On display 
will be the complete line of 
popular Air-F LIGHT Circulators. 
Dates: January 3rd_ through 
January 15th. Drop around! 


New District Offices 
Opened in New York 
and Chicago 


This month Welch announced 
the appointment of Charles G. 
Pyle, Jr. as District Manager of 
the company’s new sales office 
conveniently located at 7 East 
42nd Street, New York 17. 
Telephone number — Murray 
Hill 7-1961. In Chicago, Mark 
H. Hubbell has been appointed 
District Manager of the Welch 
sales office at 308 Madison Street, 
Oak Park, Illinois. Phone num- 
ber is Village 1323. 


New Welch 
Distribution Plan 
Highly Successful 


“vhe W. W. Welch Company’s 


new policy of selling its famous 
Arr - Fiicut Circulators only 
through wholesalers and distrib- 
utors is meeting with enthusi- 
astic response from both distrib- 
utors and dealers! Throughout 
the Welch dealer territories, all 
the former Welch direct dealers 
have accepted the plan with 
hearty approval. The 175 new 
Welch distributors report a great 
backlog of orders piling up for 
the coming season. Without a 
doubt this will be the biggest 
year for Arr-FLicut Circulator 
sales in history! 


5-Year Guarantee 
Now Offered 


An outstanding selling feature 
now being offered by Welch is 
the five-year guarantee being 
given with every plastic Arr- 
Fiicut Circulator sold . . . the 
company’s assurance that it 
is standing solidly mee its 
famous product. 


Sales Managers 
Appointed 


Welch also has announced the 
appointment of 12 District Sales 

anagers, in order to serve the 
greatly expanding new whole- 
saler - distributor organization. 
Under the new system, the 
District Sales Managers will 
work hand in hand with distrib- 
utors in sales training and 
Promotion and will be available 
te work on major accounts. 
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Opporlunily 


FOR AGGRESSIVE DISTRIBUTORS 








Tremendous public demand 
plus fast turnover of 


£IGHS7— 


CIRCULATORS 





calls for wide 
expansion of 
distributor 








outlets 


Here’s big news for leading wholesalers and distrib- 
utors! The W. W. Welch Company, manufacturer 


. the fast turnover by dealers . . . created this big oppor- 
tunity for selected outlets. Recently, therefore, Welch set a 


new policy of selling only through distributors and wholesalers. 


was tested last summer. It met with smashing success! New 
distribyfors saw their sales pyramid with a Welch franchise. Production and 
sales of this money-making product reached new peaks in 1948. 
This coming year production facilities will be doubled! 

Now is the time to investigate the advantages of adding the famous 
Air-Fiicut Circulator to your line. Valuable franchises are still 
available. A Welch representative will gladly explain the details. 






PHONE, WIRE OR WRITE 


£IGIS7 


CIRCULATORS 
W. W. We ch Company 
General Offices: Glenn Bldg. 
Cincinnati 2 Ohio 
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STROMBERG-CARLSON 


Starts wich 





“You'll SEE it Better . . . HEAR it Better” is a bigger selling 

with new appeal than ever with Stromberg-Carlson television! The great 

new tube gives prospects a 120 square-inch picture that is wonder- 

| , 0 . h fully spacious and delightfully clear even across a large, lighted 
= es room. And only one knob makes all normal picture adjustments! 

square inc super clear Superlative Stromberg-Carlson tonal fidelity gives dramatic real- 

ism to all services. Smart decorator-designed cabinets, in ribbon- 


TE LEVISION striped mahogany veneers, reflect the modern spirit of television 
and complement even the finest traditional room plan. 





New! The MONMOUTH Television -Radio- Phonograph. New! The YARMOUTH Television and FM-AM Radio. 
Exceptionally clear, sharp, bright 120 square-inch direct- Exceptionally clear, sharp, bright 120 square-inch direct- 
view picture. Superb sound reproduction of TV, AM,. FM view picture, same as Monmouth model. Magnificent tonal 
and records. New single-arm duo-speed changer plays stand- reproduction of TV, FM, and AM radio—also of records, 
ard and long-playing records, 10 and 12 inch intermixed, through phonograph connection, T$-16-L1. 


with automatic stop. Door opens fully. TS-16-M1. 





STOP!. LOOK! and LISTEN /... THERE 1s NOTHING FINER THAN A 
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DISING 








9 MAKE 


= NEWS for '49! 


you * 


Stromberg-Carlson does it again . . . gives you what 
every customer wants in fine, popular-priced instruments, 


H backed by a name that has stood for highest quality since 
with smart new the beginnings of radio. The new WINDEMERE FM-AM 


Radio-Phonograph is an example of the splendid models 


popula r-priced, long-playing and values that will be offered in ’49. At a reasonable price, 


it gives prospects magnificent tonal quality . ... no-drift 
FM tuning .. . uni ble and ba 1...and 
RADIO-PHONOGRAPHS _ sew single-orm duo-speed changer for standard and iong- 


playing records, 10 and 12 inch records 

















New! The WINDEMERE. In exquisite cabinet of matched ma- New! The WINDEMERE. In smart cabinet of rare blonde avo- 
hogany veneers, hand-rubbed to a satin finish. #1406-PLM. diré veneers, hand-rubbed to a lasting satin finish. #1406-PLA, 


STROMBERG-CARLSON 


Stromberg-Carison Company, Rochester 3, N. Y.—In Canada, Stromberg-Carlson Company, itd., Terente ~ 
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Now a new and complete line of 


Replacement and Modernizatioy 


Electric Range Surface Units 


Here is the one outstanding develop- 
ment in range surface units since the 
advent of the rod type element. It is 
the Cutler-Hammer Pyroflex 2-Way 
Heat Flow Range Surface Unit. A com- 
plete line is now available for replace- 
ment and modernization purposes. 

The obviously better design, better 
performance and better construction 
of these units make prospective pur- 
chasers of all but the most recent 
buyers of electric ranges. 

1. The unique 2-way heat flow de- 
sign provides a more even distri- 
bution of heat over the entire 
cooking utensil bottom. 

2. Hence these units provide obvi- 
ously better cooking where 90% 
or more of all electric range cook- 
ing is done. 

3. These units afford maximum speed 
of heating. 

4. These units are easy to install and 
almost without exception will fit 
any existing range. 

5. The Inconel heating elements*are 
self-cleaning and the reflector pan 
automatically tips up to lift out 
and wipe clean. 

6. These are LONG-LIFE elements 
that STAY FLAT ... The free- 
expansion elements are anchored 
at 18 points. 


176 





7. These range surface units are pro- 
duced by a manufacturer whose 
trademark has been advertised for 
years in the Saturday Evening 
Post, Time, Newsweek, Better 
Homes & Gardens, House & Gar- 
den, etc., etc., etc. 

These units are quickly interchange- 
able with those on electric ranges now 
in use. Only 8 adaptor rings are needed 
to stock the complete line. There is a 
tremendous market in replacements 
and especially the modernization of 
old style ranges. There are some im- 
portant Cutler-Hammer distributor- 
ships still open. Get your inquiry in 
now, and ask for the new book that 
fully illustrates and describes the new 
C-H PYROFLEX Range Surface 
Units. CUTLER-HAMMER, Inc., 
1280 St. Paul Ave., Milwaukee 1, Wis. 
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THIS is 2-WAY HEAT FLOW 


and it assures better distribution of heat over 
the entire utensil cooking surface and elimina. 
tion of cold spots. 


MEDIUM-HEAT ELEMENT 
(Cutler-Hammer Design) (Conventional Design) 





7H/S/ two-way 


HEAT FLOW 


NOT THIS! 


ONE WAY HEAT FLOW 
Hot in center Hot in center 
. and hot outer edge cold outer edge 
SSCSCSCSCSeSeeSeeSeSSSSSeSeeeeseeeeeeeeeeeese 
LOW-HEAT ELEMENT 
(Cutler-Hammer Design) (Conventional Design) 


© © 





THIS £ WOT THIS / 
Heat flows both ways Hot outer edge 
from median position cold center 
of C-H multiwave ele- 

ment 


SOHSSCSSSSSSHSSSHSSSSSSOSSESESSSSSSSHSSEOEE 


BOTH ELEMENTS TOGETHER 


(Cutler-Hammer Design) (Conventional Design) 
©) ( & } 


Any well-built surface cooking unit provides good heat distribu 
tion when both elements are used together. But such high heot 
is rarely used for cooking. 90% or more of all cooking is done 
at a controlled-heat switch position using only one of the two 
elements. The four vital cooking heats where C-H design pro 
vides obviously better heat distribution for better cooking oret 
1. Low-Heat Element At Full Voltage. 2. Low-Heat Element at 
Half Voltage. 3. Medium-Heat Element At Full Voltage. 4 
Medium-Heat Element At Half Voltage. * 


Some Important Distributorships 
Still Open 


SEND IN YOUR INQUIRY AT ONCE, 
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With Cutler-Hammer 2-Way Heat Flow 
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continued their upward trend in 
1948 with a 10 percent increase in 
units sold over 1947, and a 15 percent 
increase in dollars. 
The ventilating and exhaust classi- 


em of desk and bracket fans 


' fication (up to 16 inches in size) which 


includes kitchen ventilators of the 
built-in and window-type fell nine per- 
cent below 1947 levels in unit volume, 


» but held in dollar volume because of 


price increases to only 14 percent less 
than 1947 totals. 
Attic fan sales show a 32 percent de- 


| cline in units and 30 percent in dollars 


compared to 1947. But consideration 
of these attic fan unit and dollar 
figures must take into account the fact 
that sales figures on attic fans have 


/ never been complete, since they include 


only the records of sales of reputable, 
recognized manufacturers in the fan 
industry who report their sales to the 
Department of Commerce and to 
NEMA. There is no way of record- 
ing the large amount of belted type 
attic fans assembled and sold each year 
by small independent outfits in New 
Orleans, Memphis and Dallas, who, 
because they have some surplus money 
and a mechanical bent, go into a side- 
line business over night assembling 
parts and selling the finished product 
as attic fans. 

Sales of direct-connected type attic 


» fans, with the fan built into the unit as 


an integral part of the motor, have held 
up in volume. 


Caution—Watch the Figures 


At first glance, 1948 declines over 
1947 sales may present a gloomy pic- 
ture. But 1947 was not in any sense a 
normal year. (Because of motor short- 
ages the fan business really only got 
up to full steam in 1947.) And when 
we compare 1948 with the peak pre- 
War year of 1941, we find a much 


’ brighter picture—for sales of ventilat- 


ing fans are twice as great as 1941 
totals; and attic fan sales are four 
times greater than in the year 1941. 

Desk and bracket fans have been on 
the market for a great many years. 
They are one of the oldest electric 
household appliances, having been de- 
veloped shortly after the electric motor 
itself was perfected. Industry esti- 





mates showed that there were 44 mil- 
lion in use for household and com- 
mercial purposes as early as 1924, and 
even at that time replacements had be- 
come a factor in the industry. 

The home accounts for only a small 
portion of the market for these port- 
able air movers. For that reason it 
has never been possible to make accur- 
ate estimates of fan saturation. Offices, 
stores, beauty parlors and other com- 
mercial establishments provide a big 
and continuing market, in addition to 
their use in the home. 

Portable fans in most instances have 
not greatly changed from their original 
appearance. To be sure there have 
been one or two departures from the 
established design, such as the air 
circulators doing double duty as cock- 
tail or game tables, with fans posi- 
tioned under the table surface to move 
the air upward and outward from the 
floor. 

Scientifically there have been great 
improvements in blade design and per- 
formance. Many of the blades in to- 
day’s fans are of such plastics as Bake- 
lite and Micarta; the pitch and spread 
of the blade has also been redesigned 
to move the air gently in a room with- 
out creating a blasting draft on occu- 
pants, and the rate of air displacement 
has been increased. Most desk fans 
are made to function as oscillating or 
non-oscillating—as the user chooses. 
They have three-speeds and they are 
quiet in operation. 

Pedestal type air circulators with 





heavier motors and larger blades have 
become popular, especially for store, 
factory and other commercial uses. 
The tubular metal pedestals are adjust- 
able and telescope to heights beyond 
the height of the average individual. 
Most of these fans have pivot adjust- 
ments so that the air flow can be di- 
rected upward to cool and move the 
hot air that has risen to the ceiling. 

The electric fan is a _ seasonal 
product, and the season is of uncertain 
duration, particularly in northern 
climes. Neither the dealer nor the 
consumer is inclined to invest in a fan 
until the weather gets hot and stays 
hot for three or four days. If there 
is a hot spell early in the summer, fan 
sales are usually excellent; if cool 
weather prevails in the early part of 
the summer and hot weather in the 
latter part, electric fan sales are not 
as satisfactory, since people are in- 
clined to defer purchase until the next 
season. 

Selling such a seasonal product, 
which depends on the vagaries of the 
weather, requires foresight and ad- 
vanced planning to be ready to meet 
the sudden demand brought on by a 
hot spell. As one New York distrib- 
utor aptly puts it in his advertising 
to his dealers: “Don’t Get Caught 
With Your Fans Down.” 


Ventilating Exhaust Fans 


The home market represents by far 
the greatest potential for built-in and 
window-installed ventilating exhaust 
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1948 1947 

Seer Air Circulators, Units ...... Not Estimated 
ere Average Retail Price... .... anti 
ere Retail Value ......... aap 
ee ee pO Ne errr - - 125,000 

ale aeneacedcr aye Average Retell Price... 2... ccc cccccce 125 
Ea OS eee $15,625,000 
2,650,000 ..... ...Desk & Bracket Fan, Units.......... 2,400,000 
Ric inaig, a einiahiers are Average Retail Price................ $14. 
BE MPEIE 6 cc eccwede — 2. ere $35,688,000 
ls 60 66 a ais Ventilating, up to 16”, Units........... 265,000 
EE oo acne caren Average Retail Price................ $34.50 
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fans. Kitchen ventilators first became 
popular around 1927 and 30,000 were 
sold. In the ensuing 21 years sales 
have aggregated a little over 14 mil- 
lion, which is only four percent of the 
total wired homes today. 

New kitchens are smaller than they 
used to be, but cooking generates as 
much heat and as many odors as ever. 
With the amount of kitchen modern- 
ization going on in the last three post- 
war years, plus the greatly expanded 
market in new home building, the 
market for ventilators in the kitchen 
alone is tremendous, for no kitchen can 
be considered truly modern or all- 
electric without a ventilator to draw 
out the heat and cooking odors, and to 
keep the walls and windows free from 
greasy deposits caused by cooking. 

The sale of this type of ventilating 
equipment need not be confined to one 
to a home, for they are just as effective 
and as necessary in laundries, in bath- 
rooms, and in playrooms. 


No Seasons in the Kitchen 


The kitchen exhaust fan is a year 
’round rather than a seasonal appliance, 
since its primary function is to remove 
odors, fumes and excessive cooking 
heats from the kitchen, and its sales 
do not depend to any extent upon the 
weather. 

The ventilator is easily installed, 
and gives unusual comfort and satis- 
faction per dollar of investment. User 
satisfaction is high—it has been found 
that people who have ventilating fans 
in their homes are enthusiastic about 
the benefits. But the kitchen ventilator 
is a specialty product, not a staple. The 
desire for it must be created; the bene- 
fits must be demonstrated. 

Apartment house builders also rep- 
resent a large market for kitchen ex- 
haust fans, since the presence of such 
a fan in an apartment kitchen enhances 
its rental value to prospective tenants. 
Portable window units for living room 
and bedroom use where attic fans 
might not be desired, or cannot be in- 
stalled, also represent a good volume. 

With the rapid progress of rural 
electrification, the farm market for 
ventilating equipment is expanding. In 
addition to its application in the farm 

(Continued on next page) 
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_— : home, there is a big market for venti. 
‘ lating equipment in the dairy barn; 
/(—~— : and stock barns and other buildings op 

» pan _—_* > » _ | the farm. A ventilator helps keep the 

4 ) EE buildings dry; it removes ammoni, 

Ae — — ume | fumes and the excess humidity which 

a ve. ae | | makes barns unhealthy and uncom. 

ps ge ile fortable for the stock. Farmers haye 

a kn 5 ee learned that fan and ventilating equip. 

ment in the milk shed and milk storage 

rooms removes odors which might con. 
taminate the milk. Ventilated poultry 
houses also insure healthier birds and 
better eggs. Other places where venti. 
lators can be used to advantage is the 
calf barn, the incubator room, horse 
barn, hog house, and the brooders 

Ventilation in feed storage rooms re. 

duces danger of feed souring; and fruit 

and vegetable storage places are also 

benefited by ventilators. Ventilators 

are also used to advantage in curing 
hay and drying corn. 


vi Attic Fans 
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i? j — , | The attic fan as a packaged appli- 
‘ “ | ance is comparatively new in the appli- 
; ance field. The idea of using attic 
fans as a means of night cooling be. 
came popular with the growth and ac- 
ceptance of air conditioning, although 
as far back as 1923 Buffalo Forge had 
advertised fans for this purpose. 

New Orleans first made the country 
conscious of attic ventilation in 1932, 
when the New Orleans Public Service 
became interested in the idea. But the 
| acceptance was slow, and it wasn't 
until 1937 that attic fans were sold in 
any volume (8,500 units). 

From 1937 to 1948 inclusive, only 
301,568 units have been sold, which is 
less than 1 percent of the wired home 

market. 
| There is a large market for attic 

fans in existing residential homes. The 
k t ld fan is a semi-luxury item. It is also 
that eeps cus omers $0 a permanent housing fixture. For that 
reason, owner-occupied dwellings are 
the primary market prospects. The 
| best market opportunity is houses oi 
They'll often buy an appliance because they manufacturers of porcelain-enameled appliances. | five or more rooms. The Curtis Pub 


’ ‘ lishing Co., in a survey of the market f 
like the smooth, sparkling finish. But they'll Armco Galvanized Parntcrip—with a mill- | for attic fans in 1947, estimated this 








. 
AM g 





Ses 


It’s the under-surface quality 











ios a : . ; market among existing dwellings to be 
stay sold only when the finish stays attractive Bonderized surface that preserves the beauty 4,136,000 units, based on the 194 


Census of Housing. About 75 percent 
of these units are located in urban con- 
munities ; 18 percent in rural-non-farm 
. . 7 £49. i sas Ww 3 zers. areas; and 6 percent in rural farm 
you never see—is so important. When it’s made ironers as well as food freeze pret ths Pp 


over the years. of a paint-enamel finish—is used for important 


That’s why under-surface quality—the steel parts of washing machines, laundry dryers and 





especially to take and hold a handsome finish, you Customers who get long, low-cost service 
‘ » sure ‘ustomer will get long service P iances will buy again. They have ; f ae 
can be sure your cust« £ a from appliane y ag j Citeiins te stithns denen a 

° ° . . © . 2.2 ° : a ° ° e ° — 
and lasting satisfaction from the appliance. And learned from 34 years’ advertising in national | in attic fan sales potentials. Regions 


. : : | of the country where high tempefa- 

‘ “ *t . .. and your store. agai 3 s Armco triangle is a o y } . anal 
saat ome Te poem = ; . ee that the famou 8 tures are combined with high humidity 
You know the metal base is made especially guide to extra quality in steel. Armco Steel | have the highest market potential. Ac 


; : : a . . cording to U. S. Weather Bureau 
for its job when it’s an Armco special-purpose Corporation, 2] Curtis St., Middletown, Ohio. | © 8 


: records, the areas having the highest 
sheet. ARmco Enameling Iron is used by leading Export: The Armco International Corporation. | temperatures and highest humidity wil 


be found in the following geographic 
regions: South Atlantic (Delaware 
Maryland, Virginia, West Virginia, 
North Carolina, South Carolina, 
Georgia, Florida) ; East South Central 
(Kentucky, Tennessee, Alabama, 
Mississippi); West South Central 
(Arkansas, Louisiana, Texas). New 
Jersey, from the Middle Atlantic 
(Coritinued on page 180) 


Remember the Climate 
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The THERMOSCOPE is a temperature-indicating 
device. It shows on its dial in fabric markings — 
rayon, silk, wool, cotton, linen — the operating temper- 
ature of the working surface of this electric iron. It 
is of decided advantage to the user in providing a 
reliable guide in the choice of the proper heat for 
the work at hand. It helps to make this iron a better 


and more efficient household labor-saving device. 


That is just another reason why this latest Ameri- 
can Beauty adjustable - automatic electric iron is so 


frequently preferred by users everywhere. 


ESTABLISHEO 


AMERICAN ELECTRICAL HEATER COMPANY 
DETROIT 2, MICHIGAN 
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Fans 





group, also can be considered a prime 


market because of its high temperature 


and high humidity. 


The next big climatic area where 
temperatures are reasonably high with 
less consistently high humidity will be 
found in the geographic regions known 
as the Middle Atlantic (Pennsylvania 
and New York), part of New England 
(Connecticut and Massachusetts), and 
the East North Central (Ohio, Indi- 
ana, Illinois, Wisconsin). Kansas, 
Iowa and Missouri from the West 
North Central region, and Oklahoma 
from the East South Central region, 
also fall in this group according to the 
U. S. Weather Bureau. 

The area that rates third in the cli- 
matic breakdown covers states where 
temperatures and humidity are not 
consistent, or are low and have a fairly 
wide range. These are found mostly 
in the West North Central region 
(Minnesota, North Dakota and South 
Dakota), and part of New England 
(Maine, New Hampshire and Ver- 
mont), and in Michigan from the East 
North Central group. 

An attic fan, or “night cooling sys- 
tem” operates on a simple principle. 
Installed in the attic or any hall room 
window, it drives out the sweltering 
blanket of daytime heat through one 
window, pulling in cool, night time air 
through other windows in the house on 
the first and second story. Within an 
hour or two the stuffy atmosphere is 
gone and the entire house is cool, with 
comfortable sleeping quarters. The 
house remains cool during most of the 
next day, until evening, when the fan 
is turned on again and the exhaust 
begins all over again. 

There are two types of attic fan 
systems on the market—the belt- 
driven models and the direct connected 
type with the fan wheel directly con- 
nected to the motor for a compact unit. 

Some attic fans are portable, mounted 
on pedestals, that just plug in. No 
window connections are necessary. 
These are side wall installations. 


CONTINUED FROM PAGE 178 








Another type operates on the suction 
method, it is used where attics are 
not tightly constructed, is available for 
vertical or horizontal operation. 

The average price of attic fans for 
1948 is $130, a $5 increase over 1947 
prices. There is an installation cost 
in many instances, which may vary 
from $40 to $100 or more, and is de- 
termined by the nature of installation 
work necessary. (This need for instal. 
lation has been given in some cases as 
the reason electrical dealers show only 
mild interest in handling the product.) 
But once the equipment has been in- 
stalled, the cost of operation is low, 
since it requires only a few hours’ 
operation in the evening. 


Evaporative Coolers 


Evaporative cooling has become an 
important industry in climates such as 
that of the Pacific Southwest, where 
temperatures are high and humidity is 
low. In Arizona, where this type of 
cooling was first experimented with, 
evaporative cooling is so widely used 
that it is estimated that about 95 per- 
cent of the homes are cooled by this 
method during the summer. And in 
the central valley district and in south- 
ern California, in western Texas and 
some of the dryer sections of Idaho 
and Washington, this method of pro- 
viding summer comfort has been ac- 
cepted by the electrical industry and by 
the public. 

Original installations were home- 
made or custom-built by electric con- 
tractors, but more and more factory- 
built equipment is being used. 

The evaporative cooler is a giant 
attic fan with an attachment which is 
filled with aspenwood shavings or 
algae pads into which a trickle of water 
drips from any nearby water supply. 
Hot, dry air is drawn through this 
moist chamber and blown into room. 
The effect is magical when the wet bulb 
reading is below 75F—the house is al- 
most as cool as if it were air condi- 


tioned. End 










































“EVEN IF IT DOES PLAY THREE HOURS AND A QUARTER, I’M AFRAID IT WON'T HAVE 
MORE THAN A NOVELTY SALES VALUE” 
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he d A generation before the automobile . . . when such things Vf, as 
rh this as the radio weren’t even a gleam in an inventor's eye... 4} | } 
room. Leonard Dealers were profiting from Mrs. Housewife’s il 
a satisfaction with Leonard products. ao | 
condi- Yes, Leonard goodwill-building began early. From as far 
End back as 1881, the Leonard name has meant to the customer , 
the ever-new, the ever-more-beautiful, the ever-more-useful } y 
~— —and unbeatable value. And to the dealer, the Leonard : 
name has stood for customer satisfaction . . . word-of-mouth 
advertising . . . profitable repeat business. 
As an asset to your business, few can match 68 years of 
a know-how .. . 68 years of ever-new pioneering . . . 68 years of 
\ successful merchandising . . . 68 years of customer satisfac- 
r tion. In other words, you can’t beat the Leonard heritage. | 
. No wonder that in city after city the store with the 


Leonard franchise is known as the store with a heritage for 
value . . . value that brings old customers back again and 
again ... value that puts new customers on the books to stay. 


LEONARD DIVISION, NASH-KELVINATOR CORPORATION, DETROIT, MICH. 


; [ E \ A 4 y THE PROVEN FRANCHISE THAT BUILDS CUSTOMER 
™ : SATISFACTION THROUGH LASTING DEPENDABILITY 


—— 4 ELECTRIC REFRIGERATORS, RANGES AND HOME FREEZERS 
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HE American people spent close 
to a half billion dollars again in 
' 1948 for small appliances, not 
including mixers and roasters, in spite 
of the fact that unit volume on prac- 
tically every item continued the decline 
noticed late in 1947. On staple items 
listed in table, the 1948 dollar volume 
($426,308,750) exceeds the amount 
spent in 1947 ($417,267,000); and it 
is four-and-a-quarter times as much 
as the amount spent in 1941 ($104,053,- 
250), the peak year pre-war, and puts 
small appliances into fourth place in 
the appliance industry. (Radio comes 
first, refrigerators second, and wash- 
ers third.) This is a conservative esti- 
mate of the small appliance volume, 
since it does not include sales of corn 
poppers, biscuit bakers, coffee grinders, 
egg cookers, door chimes, fruit and 
vegetable juice extractors, humidifiers 
and other small items on which reliable 
figures are not available. 

Increases in average retail prices 
are largely responsible for maintaining 
this high level. The return of well- 
known brands and a marked buyer’s 
preference for automatic equipment in 
the higher price brackets were other 
factors. Off-brand manufacturers who 
entered the small appliance field to 
make quick killings after the war were 
finally crowded out of the picture in 
1948 by old-time leaders in the field, 
whose small appliance production got 
off to a slow start after the war be- 
cause of labor difficulties and material 
shortages. Material shortages are still 
a problem. 


Toasters Big Sellers 


Toasters, one of the small appli- 
ances still showing an increase in unit 
sales, represent the largest dollar vol- 
ume, $88,213,750; irons next with $80,- 
925,000; clocks came third with $78.- 
750,000: and shavers were fourth with 
$44,000,000. 

All this was accomplished without 
effort on the part of dealers to sell 
these appliances. Although small appli- 
ances will always be traffic or impulse 
items, and will still do a large volume 
without effort, sales activities will have 
to be inaugurated to keep present vol- 
ume up. 

Dealers have always taken a nega- 
tive view on expending their energies 
pushing small appliance sales. They be- 
lieve they can make more money con- 
centrating on larger appliances. If 


this attitude persists, aggressive manu- 
facturers in the small appliance field 
may take matters into their own hands 
merchandising 


and introduce new 
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methods to sparkplug the industry in 
1949, 

One such activity has just begun. 
One leading manufacturer recently an- 
nounced trade-in deals on irons and 
automatic toasters in a_ three-month 
drive starting January 1, in an effort 
to stimulate business during the nor- 
mally slow post-Christmas letdown. 
What effect this type of merchandising 
will have on the general price struc- 
ture of these appliances remains to be 
seen, 


Prices 


Price levels generally will be de- 
termined by wage increases in the in- 
dustry. And, according to R. Z. Soren- 
son, manager, small appliance depart- 
ment, Westinghouse Electric Co. and 
chairman of the small appliance divi- 
sion of NEMA, reports indicate that 
prices will hold at least to their pres- 
ent levels throughout 1949. 


Market Outlet 


Small appliances lend themselves to 
far greater distribution than would be 
possible for major appliances. Among 
the outlets are department stores, furni- 
ture stores, specialty appliance shops, 
hardware, jewelers, drug stores, auto 
syndicates and variety stores. 
\ recent report indicates that over 40 


agencies, 
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percent of the current sales of credit 
jewelers consists of non-jewelry items, 
the bulk being made up of small elec- 
trical appliances. The drug store trade, 
traditionally selling “junk” merchan- 
dise, has become more selective in its 
purchases, and many larger chains are 
interested in quality merchandise at 
prices formerly considered outside the 
drug store chain limits pre-war. End 
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TOASTERS 
1948 1947 

3, oo RE Automatic Units Sold ............ 2,600,000 
$21 lain ates Average Retail Price................ $20. 65 
EN «a. '« Gala ana oe PU WUE. oo cee ccccceae $53,690,000 
1 a a Non-Automatic Units Sold ........... 1,100,000 

Sc... onan Average Retell Price... ccc ccc cee. $8. 30 
| INS 6 ainrn'widr an ae mae $9,130,000 
GOOD cc kes ohne ees I rae 3,700,000 
ita Sea RRS Sears 2" Average Retell Price... .. 0. cece 16. 98 
kk Ee Os wc cacdcss ....- $62,820,000 

(Jan. 1949) (Jan. 1948) 

0 rr 20,275,000 
7 ae ee, ee 12,775,000 





OASTERS are one of the few 
small appliances still showing an 
increase in unit sales and in dollar 
volume over the previous year. It is 





interesting to note, also, that while 
unit sales of all toasters, autématic - 
and non-automatic, have increased 
only 19 percent, the dollar volume has 
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chia Ae ee 


increased more than $25 million, 
which is 37 percent greater than 1947. 

Reason for the large increase in 
dollar volume over unit volume is 
the fact that automatic pop-ups finally 
became available in better quantities 
in 1948, and show a 50 percent in- 
crease over 1947, while the sale of 
non-automatics dropped 50 percent 
below last year. 

In 1946, when it became apparent 
that automatic pop-up toasters would 
be in short supply for an indefinite 
period, consumers without _ toasters 
went out and bought whatever was 
available, which accounts for the large 
volume of non-automatics sold in 146 
(2,100,000) and 1947 (1,100,000). 
Now that automatics are available in 
greater quantities, the public is show- 
ing its willingness to pay three to four 
times as much for the convenience and 


beauty of the automatic pop-up. 


Lag in production of automatics was 
due to steel priorities. The outer 
shell of the automatics is of one-piece 
construction requiring a sizeable sheet 
of perfect steel. And in late 1945 and 
1946, the large steel sheets that were 
available went for the more critically 
needed major appliances. Non-auto- 
matics, on the other hand, required 
less and smaller pieces of steel—scrap 
material could be used—and, as a re 
sult, non-automatics were made imme- 
diately available. 


Saturation and Replacement 


The pop-up toaster has enjoyed 
wide acceptance since its introduction. 
It has become a traditional gift for 
weddings and anniversaries. A bride 
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without an automatic toaster, for that 
matter, is as unthinkable as a wedding 
ceremony without the ring. And while 
marriages in the U. S. continue to in- 
crease as they have in the past few 
years (1,444,000 in 1944—1,632,156 in 
1945 and 2,312,795 in 1946) there will 
be a continuing market for this appli- 
ance for wedding gifts alone. 


Camfield Study 


A study made for Camfield Mfg. Co. 
in 1946 of toast eating habits of men 
through the country showed that 50 
percent of the homes interviewed 
owned automatic toasters; 25 percent 
of the men who expressed dissatisfac- 
tion with the toast being served them 
said they needed new toasters, and 
their dissatisfaction was caused mainly 
because the toaster owned was non- 
automatic. Forty-one percent said 
they plan to buy an automatic as soon 
as they are available. Of this num- 
























































ber 78.9 percent were families that 
never owned an automatic before; and 
21.1 percent were families who plan 
to replace the automatic they now 
have. This compares with industry 
figures which show that 81 percent of 
toasters sold go to families not own- 
ing a toaster while 19 percent go for 
replacement. 

Most noticeable change in automatic 
toasters is improvement in exterior 
design—the rounding of corners— 
which further enhances the beauty of 
the product and makes it suitable for 
the most elegant table settings. One 
model now on the market lines up the 
slices of bread tandem fashion instead 
of in the usual patallel arrangement. 
Another model introduced at the end 
of the war releases the finished toast 
downward into a slot where it is kept 
warm until used. An added feature of 
this toaster is the larger openings 
which makes it possible to toast rolls 


and muffins. 

The color selector feature on most 
automatics has met with favor. Some 
of the postwar models have as many 
as seven degrees of brownness that can 
be obtained simply at the turn of a 
dial. 


The Market 


Electrical jobbers are the largest 
handlers of toasters and other small 
devices and do not restrict their activi- 
ties to selling electric dealers only, but 
handle department stores, hardware, 
furniture, utility, gift and other types 
of outlets. There is no restriction of 
territory on toasters as there is on 
major appliances. The purpose is to 
obtain the widest possible contact and 
to furnish prompt service to the large 
and varied number of retailers selling 
these products. 

Like irons, however, toasters sell in 
best quantities through key local appli- 


ance dealers and department stores. 

Toasters like other small appliances 
have ridden along on their own mo- 
mentum since the war with little or 
no sales promotional.activities. Which 
makes the decision of one toaster 
manufacturer to conduct a trade-in 
campaign on pop-up toasters starting 
January 1st all the more surprising. 
The toaster business has been consis- 
tently good, and informed sources ex- 
pect it to continue good. Reason given 
for the trade-in activity is to create 
peaks during the traditional post- 
Christmas buying slump in small ap- 
pliances, also to keep up the employ- 
ment level and to create a more even 
production curve throughout the year. 
However trade-ins might result in un- 
necessary price cutting, which would 
seriously affect the small appliance 
market, since it is mainly the higher 
prices that have held up the dollar 
volume in 1948. End 
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IRONS 
1948 1947 
eer Automatic Units Sold ............ 8,000,000 
: se wang aig ord Average Retail Price...... ......... $11.30 
i S| Serr Retail Value.......... ....- $90,400,000 
million, SR, cosines Non-Automati: & Travel Units.......... 1,400,000 
in 1947, FF Nas, a ativa'ed oc ete Average Retail Price................. $6.89 
ease in RIED x vicinus ee vinawcne Retail Value............... $9,646,000 
tai a Total Units Sold ........ 2.2... 9,400,000 
| eee Average Retoil Price................ $10.64 
antities EE ina velneseeena I os se ares ois sree $100,046,000 
ent in- 
¢ (Jan. 1949) 
sale of See Homes Owning......... |... 311397-500 
— - on a eee Homes Without .............. 1,652,500 
pparent 
would E first real drop in iron sales cent survey made by the New York 
definite came in the spring of 1948 when Herald Tribune bears out this fact. 
‘coasters monthly sales totals dropped as_ It revealed that 127 irons were owned 
er was much as 60 percent below 1947 levels by every 100 iron-owning families 
e large for the same month. April 1948 sales, among its readers.) 
n 1946 reported by NEMA, totalled 259,909 as 
0,000). compared to 694,971 sold in the same Replacement Market 
able in month of 1947. May and June, usually Iron replacements never depended 
show- big months in the iron business, ran as on the actual wearing out of the prod- 
to four much as 46 and 49 percent under 1947 uct. Rather, improvements in design 
ice and totals. and performance have been responsible 
Industry sales of all types of irons, for their high obsolescence. Consum- 
cS was automatic and steam, non-automatic ers have always been quick to respond 
outer and travel, for 1948, however, run well to such improvements as _ lighter 
e-piece over the six-million mark. Which may weights, higher wattages, heat indi- 
e sheet look bad at first glance, compared to cators with fabric calibrations, even 
45 and the over nine-million volume in 1946 heat distribution, cooler, more com- 
t were and 1947, but it still compares favor- fortable ‘handles. 
itically ably with the pre-war peak year of One thing the war years proved 
»-attto- 1941 which totalled 5,400,000. beyond doubt is the fact that the —_ 
quired age iron turned out by a reputable 
ws: Sutmation manufacturer will almost last a life- 
a fe Irons have always enjoyed high time if used with care. One service 
imme- public acceptance and have become a organization that undertook to keep 
household staple in the average Ameri- irons in working order during the war 
can family. In recent years there has years reports the average age of irons 
6 been a growing acceptance of steam brought in for repair during that 
njoyed irons, and the trend today is toward period to be nine years and over. Two- 
uction. two irons in every family, a dry iron thirds of the work done on these irons 
ift for for cottons and linens, and a steam constituted repairs to breaks in the 
. bride iron for rayons and woolens. (A re- cords. 
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Few really new irons were intro- 
duced in 1948, and no startling changes 
in design are expected in 1949. One 
company added a nylon marking to its 
fabric selector; another manufacturer 
of steam irons made some radical 
changes in his automatic steam iron 
which resulted in a lighter weight 
product, streamlined in appearance, 
and with a steam chamber more read- 
ily accessible. Most of the steam irons 
on the market were automatic in oper- 
ation, and could be used as steam or 
as dry irons, although the trend is 
to use a separate iron for a separate 
job. It is expected that more steam 
irons will appear in 1949 with some 
changes in design. One company is 
reported as working on a steam iron 
with a plastic tube or hose which con- 
nects to the water faucet to provide 
a constant flow of water to produce the 
right amount of steam to do a complete 
family laundering job without stopping 
togefill the water reservoir. 


Trends 


Practically all the irons sold in the 
past year were of the automatic type— 
only 650,000 were non-automatic and 
a large proportion of this volume was 





There will be a definite effort on the 
part of most manufacturers to keep 
prices up in 1949, but what will happen 
to the price structure in the face of 
trade-in deals is anybody’s guess. 

Promotion-wise, there have been 
some combination package offers in 
which an iron plus a cord holder or an 
iron stand were sold for the price of the 
iron, which proved successful in other- 
wise saturated market areas. 

Demonstrations have also been suc- 
cessful in building sales. The activi- 
ties of one manufacturer in teaching 
consumers how to sit-down and iron 
has been favorably received by utilities 
and dealers alike, and has been taken 
up by most of the women’s service 
magazines. The technique developed 
is the outgrowth of some time-and-mo- 
tion and fatigue studies made in uni- 
versity laboratories, and has brought 
the lowly ironing board into the spot- 
light. As a result, ironing boards are 
appearing on the market with a variety 
of adjustable heights to fit the require- 
ments of women of all heights. Iron 
manufacturers generally are showing 
interest in the ironing board as related 
equipment, and it is conceivable that 
some of them will introduce boards of 








in travel irons. their own manufacture. End 
TWO YEARS STATISTICAL SUMMARY 
CLOCKS 
1948 1947 
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| gue nsonp clock sales piled up an 
all-time record for 1948 (104 mil- 
lion units) exceeding the previous 


year by one million units, and about 
doubling the high pre-war year of 
(Continued on next page) 
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1941 (5,400,000 units). 


The lower-priced electric alarms 
sold in greatest volume. In former 
years, non-electric spring - wound 
alarm clocks accounted for the great- 
est portion of the total alarm volume, 
but this year for the first time the 
electric alarms have cut sharply into 
this total. Back in 1944 when WPB 
predicted a demand for more than 12 
millon alarm clocks as soon as clock 
production was resumed, the predic- 
tion appeared excessive, but post-war 
sales have exceeded industry’s highest 
expectations. 

Mantle and desk model clocks in 
average price classifications also sold 
in good quantites. Only the higher 
priced models were slow. 

Basically the market for any elec- 
trical appliance is represented by the 
number of wired homes in existence. 
This doesn’t hold true with electric 
clocks. For the number of electric 
clocks in use far exceeds the number of 
wired homes in the country, and yet 
every wired home is not equipped with 
an electric clock. For that reason it is 
difficult to estimate what proportion 
of the 104-million clocks sold in 1948 
went for replacement; what percent 
represents the first clock owned in a 
home; and what percent represents an 
additional clock in a home already 
owning one. 

Every home with regulated 60-cycle 
alternating current is a great potential 





(Continued from preceding page) 


market for electric clocks. Figuring 
conservatively, there is a place for a 
minimum of two or three clocks in 
every home, and as many as five or 
six can be sold per home—an alarm 
for the bedroom, a mantle or desk 
model for the living room and dining 
room, a kitchen wall clock, and there 
are a variety of hall clocks ranging 
from grandfather types to electrified 
editions of the wall-type banjo models, 
in addition to the combination door 
chime-clocks introduced since the war. 
Also, where the laundry is in the base- 
ment, an additional kitchen wall model 
can be sold. 


Other Markets 


The market for mantle and desk 
clocks is by no means confined to 
homes either. There is a big market 
for this type of clock in offices, stores 
and other non-home installations. 

A clock uses on an average some- 
thing like 17 kw.-hrs. a year, scarcely 
noticeable on the customer’s monthly 
bill, but good load for the utilities in 
the aggregate. 

Clocks combine beauty and useful- 
ness, and have wide acceptance as 
gifts. They are “style” merchandise 


and yield a good profit. They are sold 
through distributors or jobbers mainly 
to all types of outlets: electrical, jew- 
elry, radio, department stores, hard- 
ware stores, gift shops, and in in- 
creasing volume in drug stores. 


End 
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HAVER sales for 1948 (2,000,000) 

ran slightly less than 1947 sales 
(2,100,000 units) but they did not drop 
below the two million average yearly 
volume established for the three post- 
war years. And the dollar volume in- 
creased by about two-million dollars, 
because the average retail price in- 
creased. 

The slight drop in 1948 volume was 
mainly caused by the fact that more 
shavers were made in 1947 than were 
sold, and toward the end of 1947 dis- 
tributors found themselves with larger 
inventories than they usually have. 

There is every reason to believe that 
shaver sales will show a steady growth, 
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every year a little better than the year 
before, and 1949 should increase about 
10 percent all around. 


Saturation 


First introduced in 1931, the electric 
shaver quickly captured the interest of 
Amierican men. And today somewhere 
between 17 and 20 percent of the men 
who shave in the U. S. are using elec- 
tric shavers. 

Although over 14-million shavers 
have been sold since 1931, it is esti- 
mated that only 9,250,000 are now in 
actual use. The reason for this is the 
fact that from 50 to 60 different makes 
of shavers were put on the market in 





the early years of the shaver industry. 
And many of these early models were 
poorly constructed and mechanically in- 
efficient. 

The market for electric shavers is 
not determined so much by the number 
of wired homes in the country, as it is 
by the number of men in each family 
who shave, which conservatively can 
be estimated at 50-million. Add to this 
an additional 14-million boys who be- 
gin shaving each year, and you begin 
to get a glimpse of the magnitude of 
the shaver market. 

There is a trend toward shavers 
with multiple heads. The advantage of 
more than one head is not that they 
do the work faster, but they cover 
more territory at a time—they have 
more shaving surface, more cutters, 
and more whiskers are cut off at a 
time. The single head model, however, 
still sells in good quantities. It is neat 
and compact, about half the size of 
the multiple head models, fits easily 
into the hand, and it costs less. 

Young men from 17 to 36 years of 
age are the best prospects. And a 
higher percentage of college men own 
shavers than any other group. How- 
ever, statistics show that thousands of 
older men are changing over each 
year. 


Replacement Market 


About 25 percent of the volume 
represents replacements. Many men 
are replacing their old worn-out mod- 
els; on the other hand, many who are 
buying the newer, more modern equip- 
ment own a shaver that is still in good 
working order. Once a man gets used 
to an electric shaver he is sold for life, 
and a number of men like to have a 
second shaver for emergency use in the 
office. This growing trend toward elec- 
tric dry shaving is also evidenced by 
the fact that leading barber shops in 
large cities advertise to their customers 
that they may have a dry shave with 
an elecrtic shaver if they prefer. 

In the replacement market there has 
also been a good volume of business 
done in shaver accessories. Owners of 
single head models can buy heads to 
convert their old single head units into 
multiple head models. Extra shaver 
cords, pre-shave and after-shave tal- 
cums are also sold. 





A wall-holder accessory introducy 
right after the war has met with 
favorable reception. It is electrical}, 
wired, plastic, and attaches to the bath. 
room wall. The shaver fits into it whe, 
not in use providing convenient sto,. 
age. A length of cord long enough jo, 
convenient shaving reels out and back 

In addition to the multiple heads, ap. 
other advance in design was the intro. 
duction of an auto-home shaver which 
operates equally well on a 6-volt circyi: 
of an automobile, and on 110-volts fo; 
use in the home. It was designe; 
mainly for men who travel and wan; 
to shave as they go—doctors, sports. 
men, travelling salesmen and moto; 
boat owners are good prospects jo; 
this type of equipment. 

A deluxe travel kit has also bee 
made available recently, consisting of ; 
shaver, a hairbrush and comb of lucite; 
a mirror with easel back and a cop. 
tainer for toothbrush, toothpaste and 
nail file all arranged in a leather case 


Sales Arguments 


Freedom from cuts, nicks and after. 
shave irritation are some advantages 
of electric dry shaving. The ability 
to shave anywhere without partially 
undressing, freedom from lathering and 
messy preliminary preparations are 
other big features. With a. safety 
razor, it takes at least five minutes to 
lather and soften the beard for best 
results. And it is difficult to shave 
with a safety or straight blade razor 
without removing part of the skin. The 
electric shaver practically pays for it- 
self, saving approximately $15 a year 
in shaving soap, blades, styptic pencils. 

Gift shoppers are among the best 
prospects for shavers, as more shavers 
are sold as gift merchandise than any 
other way. 

They are distributed through retail 
channels in about the following propor- 
tion: appliance stores, 18 percent; drug 
stores, 35 percent; jewelry stores, 25 
percent ; department stores, 10 percent; 
and the remaining 12 percent through 
furniture, hardware and other miscel- 
laneous outlets. 

The introduction of the travel kit 
units has captured the interest of mens- 
wear shops and luggage shops—new 
and logical outlets for this type of 
equipment. End 
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1947 
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| penny most of the other table 
cooking appliances, waffle iron 
and waffle baker demand has held up 
during 1948 with a total of 1,900,000 


JANUARY, 










units sold, and some factories report 

allocations continuing into 1949. 
Sandwich grill sales, always closely 

(Continued on page 186) 
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Three sons... 


. . ‘ 
They’ve been away to school, worked in the city, 


traveled around the country some... but the three 
Woodburns are farmers by choice. A family corporation, 
they work the old home farm, a second they own, and 
a third rented...have reclaimed and improved 
somewhat rundown rolling hill and bottom land on 
the Rock River, stepped up their corn yield from 
4,500 to 10,000 bushels, have built up a dairying 
business, raise beef and hogs... 

With smart parents, ambitious wives and young 
families, separate homes—modernized, with central 
heat, electricity ...the Woodburns represent the new 
type of farmer who employ intelligence, science and 
skill to make farming a stable, prosperous business... 
live as well as anybody...and will serve to give any 
electric goods advertiser a better understanding of 
today’s farm market than a bale of statistics... Read 
“Three sons” in SuccessrFuL Farminc for December. 





——,, 


Most missed market... are these farmers 


in the Heart states, with the best land, largest property 
investment, most machinery and livestock, highest 
yields and cash incomes, and eight successive years of 
unprecedented prosperity... Of SuccessFUL FARMING’s 
more than 1,200,000 subscribers, a million are in the 
Heart States—where SF farm families average about 
$10,000 gross income this year—represent one of the 
world’s best class markets... And a market brushed 
lightly by general media, reached effectively and 
economically only with SuccessFUL FARMING with its 
background of forty years of service and practical help 
in better farming, better farm living!... Ask the 
nearest SF office for data and details...SuccEssFUL 
FARMING, Des Moines, New York, Chicago, Cleveland, 
Detroit, Atlanta, San Francisco, Los Angeles. 


Also worth reading in this issue: 








Poultry prospects up—15-20% in first half of 
’49 ... hatcheries have heavy advance orders... 
“Farm Outlook”, page 6. 


Mobile music— news, market prices . . .with 
new tractor radio, waterproof, shockproof, easily 


NI £. sity — installed...‘‘What’s New 
> —\V 7 : me 
ras VAS in Farming,” page 10. 
[es wy > 
[Mah —___ 3) Bookmobiles — lend 
——--—t— ~ 65,000. books a month, 
to 219 farm communities in Missouri. . “Library 


Methods Wake Up,” page 30. 


Two for one—crop rotation, drainage give 
Webster County, Ia. farmer corn crop twice the 
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county average .. .“‘How to Raise Good Crops in 
Bad Weather,” page 66. 





Tomatoes in clover—Indiana grower used 
sweet clover cover crop instead of 
ange = — 
commercial fertilizer... next year Syd of, 
nd é 


had record tomato yield . . . “Are !¥ 
You Wasting Fertilizer?”’ page 38. ~ : 
Pr 


. Pyros G.) 
Work and step savers for home "Ao e. 
a fj * ie SD 
makers, gift selections, interior (> gee 
2 : er aa 
planning. decoration, fashions plus Ge 


representative advertisements of 
leading manufacturers ... add interest and service 


to top bracket farm family subscribers to SF! 
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related to waffle irons because most and among the greatly expanded family 
sandwich grills are sold with waffle population that has grown during and 
grids, show a slight decrease, however. immediately after the war. Here again 

Prewar sales of waffle bakers never _ the increase in weddings can be counted 
reached a million in any year before as a continuing market. 












| the war. Neither did sandwich grill The replacement market will cover 
| sales. Both show sales curves from about 20 percent of the yearly sales. 
| year to year that closely parallel each Waffle irons and sandwich grills 


other, with sandwich toasters slightly have high entertainment value. Waffles 
in the lead for the last five prewar on Sunday night have become a favor- 
years, (sales of waffle irons from 1937 ite American institution, with young 
tp 1941 inclusive averaged 802,691; and and old alike. And with the recipes 
sandwich toaster sales for the same developed by home economists and by 
period averaged 810,807.). Since the women’s magazines in recent years, 
war, waffle irons have been selling in the traditional waffle can be converted 












































greater quantities: into something more nourishing and 

1946—2,000,000 substantial. 
1947—1,550,000 Models with interchangeable grids 
1948—1,900,000 for grilling and for waffle making have 

Sandwich grill sales for the three post extended use value. 
war years just ended are as follows: It is generally agreed that the pent- 
1946—1 ,600,000 up demand created by the war will 
4a 7 Las T eee : 1947—1,700,000 soon be satisfied. But smart promotion 
: ; a Be 1948—1,450,000 by the industry and the expanded mar- 
Homes, offices and commercial buildings can 


It is easy to see from the above that ket outlets will keep sales to at least 
the combined sales of waffle bakers and present levels. 
sandwich grills is definitely a big ticket 
item, totalling well over 3-million for 
each year since the war. Prices on waffle irons vary from 

Waffle irons were one of the earliest $10.95 for the single, non-automatic 
appliances to be introduced on the models to $30. for the automatic, com- 
market. Records show early models _ bination waffle baker-grill, which makes 
dating back to 1920. They acquired four large size waffles at one time. 
quick acceptance. By 1923 there were Sandwich toaster prices start as low 
113,000 in use in the U. S. The figure as $2.50 and range upward to $17.95 
had increased to over 14-million by for a grill plus interchangeable grids. 
1929; and at the end of 1947 there were There are some more deluxe automatic 


be free from the unhealthful, uncomfort- 
able effects of winter indoor dusty dryness. 












Prices 






Palmaire corrects the humidity. Protects 
against chapped, dry skin,—helps bring zest- 
ful freshness to complexions, and brilliant 
lustre to hair. Removes soot, dust, pollen, 
smoke from the air, reduces the chances of 
colds and throat infections. Helps relieve hay 
fever, pollen asthma and catarrh sufferers. 




































84-million in use. models also on the market which sell 

GREATER COMFORT, ECONOMY TOO The big market for waffle irons and for $16.95 plus $4. extra for the waffle 
Extreme room temperature variations are sandwich toasters is in the gift field grids. End 
avoided — fuel and cleaning bills are re- 3 


duced. Protects furniture and walls from 
cracking and warping. 





76° 70° 












TEMPERATURE 65° Ideal for Homes, Apart- 
REQUIRED FOR ments, Stores, Shops, Of- 
COMFORT fices, Florists, Furriers, 





Convalescent Homes, and 
Hospitals. 





RELATIVE HUMIDITY 10% 50% 90% 






















Here’s a definite volume-sales-item you can’t afford 
to miss. Be sure to send for your sales data today. 
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HOTPLATES 
= 1948 1947 
Mansfacturers of Palmaire Heaters & Suo-Breze Coolers | BE oa ao4 oon hae I css wuicns concaeaaen 750,000 
rh EREReREeBELER.LEAS.S:.OS:.LEREEeRESATE.E:.S, SS ho . TSE eee Average Retail Price Terre rr rr TT $5.50 
MFG. CORP., Phoenix, Ariz., Dept. M-12 s | | re SI, sacs sev ave earworm $4,125,000 
We are Distributors Dealers a (Jan. 1949) (Jan. 1948) 
Please send sales details on the Palmaire Humidifier. é | ff conde ae meee 5,800,000 
a y NO eee re 27,250,000 
Sa aa a a 3 
§ ; , all 
B Address... Mi a EEE eeeeeenee Zone........ State... HE big postwar demand for hot- and grill sales dropped from an all 
Be SBE BSB SBS BES ES SS Eee eee eee ee plates, table stoves and broilers time high of two million units in 194 
National Advertising: Saturday Evening Post, Better Homes and Gardens. ended in the spring of 1947. Hotplate (Continued on page 188) 
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WE NEARLY DOUBLED CAPACITY 
WITHOUT INCREASING THE SIZE 








RESULT: 
doubled opportunity 
for Whiting dealers 


Few kitchens would hold last year’s 8-foot 
freezers . . . but almost every kitchen has room 
for the new Whiting 8. It provides 8-cubic- 
foot capacity in space you’d expect to hold 


only 4%. 
White line shows 4 3 Among larger freezers, the new Whiting 17 
ted i ff is equally a stand-out. Only 27 by 36 by 60 
added area saa _ inches, but it holds 17 cubic feet . . . the first 


large freezer compact enough to go through an 


tional : : 
by ree ordinary doorway, or negotiate ordinary stairs. 


food freezers with 
8 cu. ft. capacity. 


Customers naturally want the freezer that 
gives so much EXTRA capacity for the space, 
and for the money. Why let competition make 
freezer sales that should be yours? Send to- 
day for full information on Whiting’s per- 
sonalized merchandising program that really 
gets business. 








WHITING 17 (below), the first large freezer that goes 
through standard doorways. Width 27"; Height 36”, 
Length 60”. Weight uncrated 410 pounds; crated 490 
pounds. Capacity, 17 cubic feet, about 600 pounds. 


iesucaTed WITH 


WHITING 8 (above) first kitchen-size freezer with full family-size capacity. Width 27"; Height 36”; 


Length 32”. Weight uncrated 210 pounds; crated 255 pounds. Capacity, 8 cubic feet, about 280 pounds THE WORLD'S MOST 
of food. Whiting’s extra capacity in small space enables apartment-families to enjoy the advantages EFFICIENT INSULATION 
of freezer-living. 




























THE 





GREAT NAME IN FOOD FREEZERS 
See them at 33 South Clark St., Room 928 


WH ITING CO RPORATION First National Bank Bldg., Chicago 3, Ill. 
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FARMS a 


AS HEATERS 


“When it’s an Armstrong... 
depend on it... it's 
the best of its kind” 





THE HEATER LEADER 


Here’s one circulating heater that will sell like sixty because it's not only fully vented, 
but low priced. The Armstrong 920-V Heater can be used for natural, manufactured or 
L.P. gases without giving off gas fumes or unpleasant odors. Has full A.G.A. approval, 
Cabinet and inner unit finished in porcelain enamel—the lifetime finish. The 920-V is 
a rich brown in color and stands 19” high, 19” wide, 9” deep. 20,000 B.T.U. Retails 
for about $33.00. Slightly higher west of Rockies and Canada. 


ELECTRIC HEATER No. 514...A profitable and exceptionally popular seller. 
Weighs only 612 lbs. with carrying handle at back. Guaranteed for 5 years. Finished 
in walnut or white porcelain enamel. Retails for $6.95 plus tax. Slightly higher west 
of Rockies and Canada. 


LOW PRICED 
QUALITY 
PORTABLE 

IRONER 








A real beauty finished in chrome and white enamel. Moior entirely enclosed in 21” 
roll, Thermostatic Heat Control. Weighs 30 lbs. Easy to carry anywhere in the house, 
and low priced for volume selling at $49.95 retail. Slightly higher west of Rockies 
and Canada. 


Order from your Jobker or Send Coupon for Literature 


SEE ARMSTRONG PRODUCTS AT THE 
AMERICAN FURNITURE MART, CHICAGO, SPACE 17/63, Jan. 3-15 


Send Catalog ees eee 
Interested in: 
[] Gas Heaters Address. ... 


) Electric Heaters 


| lroner 


r 
L 

rm 
| 
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to 750,000 units in 1947, 


Sales for 
1948 (550,000 units) however, com- 
pare favorably with the pre-war year 
of 1941 when 547,800 units were sold, 
an indication that business has levelled 


off to more normal production. This 
is further confirmed by the fact that 
the last five post-war years, 1937 to 
1941 inclusive, averaged 460,000 units 
a year. 

It is easy to understand what has 
happened to hotplate, table stove and 
broiler sales when we recall that these 
auxiliary table cooking appliances 
among the first to be released by 
WPB for production after the war, 
and as was the case with several other 
small appliances, the immediate need 
was great for some means of prepar- 
ing the simplest meals by families af- 
fected by housing shortages. 


The Market 


Hotplates and grills have been on 
the market for a great many years and 
have a definite place in the appliance 


were 







BR 





(CONTINUED FROM PAGE 19%) 


picture. In addition to their majy 
function as surface burners—boiling 
frying and other top-of-the-stove oper. 
ations—they have a variety of other 
uses—in the laundry to prepare starch, 
in the workshop, garage or laboratory, 
in the numerous _non- housekeeping 
apartments, and in vacation spots, 

Hotplates and table stoves, which 
are available in single and double 
burner units, have been. streamline 
and are equipped with  three-hey 
switches on each burner. Some of the 
double burner models are supplied 
with cabinet stands which make them 
compact units. 


Prices 


Hotplate prices cover a wide range 
—averaging $12.95 up for the two. 
burner, three-heat switch a.c.-de¢. 
type, and $10.80 to $34.95 for the two- 
burner a.c. only. Single burner hot- 
plates sell for as little as $1.69 up, so 
it is difficult to strike an average retail 
price. End 


Ot &g.3 





TWO YEARS STATISTICAL SUMMARY 





BROILERS 

1948 1947 
Ee ee 0 eee — 
wig ae ag Average Retail Price....... a 
eee Retail Value.......... — 





HE broiler is a comparatively new 
product, and information on yearly 

has been fragmentary for the 
thost part, insufficient to make fair in- 
dustry estimates for the years 1947 
and 1941. The boom year for broilers 
was 1946, with a total of 800,000 units 
sold. Since that time sales have been 
on the decrease, dropping to 250,000 
in 1948, 

The broiler is a more versatile prod- 
uct than the grill and hotplate and it 
has met with enthusiastic reception 
especially in the metropolitan areas 
like New York, Chicago and along the 
eastern seaboard where it has been 
promoted primarily. As an auxiliary 
cooking unit, the broiler has great en- 
tertainment value. With its high 
wattage ceramic element, it  broils 
steaks, chickens and other foods to a 
delicious crispness that can only be 
found in electrical cookery, and it is 
handsome enough to be brought into 


sales 


JANUARY, 


the living room or dining room for 
serving. There is also a big vacation 
market for broilers and it has always 
had wide acceptance as gift merchan- 
dise. 


Design 


Early broiler models were round 
and ‘oval in design with grill platters 
and gravy-well plates that have 
handles for serving the food in sizzling 
platter fashion. Many of the models 
introduced since the war, are féc- 
tangular in design. Round models are 
still popular, however. 

Practically all models have remov- 
able ceramic units for easy cleaning 
and they are equipped with two-heats: 
approximately 1200 watts for high and 
450 watts for low. 

Broiler prices run from $14.95 to 
$26.95 with the popular models aver 
aging slightly over $20. End 

(Continued on page 190) 
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GREATER PROFIT Sell 


ICAWAY 
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SEALED FIBERGLAS 
INSULATION 


All Schaefer Pak-A- Way Home Freezers have five 
inches of sealed fiberglas insulation. This insula- 
tion, known for its high efficiency, is completely 
sealed in with Korite, which with- 
stands lowest temperatures. This 
provides a permanent and positive 
seal against moisture penetration. 
An exclusive Schaefer Pak-A-Way 
feature. 




























POSITIVE CONTACT 
REFRIGERATION 


Every inch of refrigerating coil in the 
Schaefer Pak-A-Way is permanently 
bonded to the inner tank, assuring 
positive contact resulting in high re- 
frigerating efficiency and low operat- 
ing cost. Only Schaefer gives you this 
important advantage. 





aud... AUTOMATIC 
BELL ALARM 


Should the temperature in a Shaefer 
Pok-A-Way rise to 12° F., a warning 
bell rings automatically. Bell is inde- 
pendently powered by an 80-hour 
battery, and has a test switch to check 
battery condition. Standard equipment 
on chest models. 





















































Take advantage of Schaefer Pak-A-Way ad 
vertising now appearing in such magazines 
as Better Homes & 
Household 
And capitalize 








Pak 
Gen 4 


Successful Farming and 


A-Ways are 


made in 





Gardens, Country 





12, and 18 cu. ft. chest 
tleman 





models and the 11.5 cu 





others too, on the reputa 


tion and experience of Schaefer, known for 





the finest in low-temperature refrigeration 





equipment, since 1929 





Unive Today 


for details on 
available dealer 
franchise. 














on 








Le 


Also manufacturers of Schaefer lce Cream Cabinets and Clearview 
Ice and Frozen Food Merchandising Display Cabinets. 











Cream 
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TWO YEARS STATISTICAL SUMMARY 


COFFEE MAKERS, GLASS 





1948 1947 

0 re re I =. acs oe! ciao Bev ade 0 4,500,000 

eer Average Retell Price. ..........-2000- $9.50 
SE vc ewencscxavd ee $42,750,000 
COFFEE MAKERS, METAL 
EN ., More og oe Automatic Units Sold .............. 200,000 
A ee ee eee 20 
SED oincvisscoveced Retail Value.......... aah $4,000,000 

(Jan. 1949) (Jan. 1948) 
_ \ ee a oe 15,600,000 
COMED nc bc icccccca Homes Without .............. 17,450,000 





LASS coffee maker sales for 1948 

(2,000,000 units) have dropped 
55 percent below 1947 (4,500,000 
units). Automatic metals, on the other 
hand, tripled in volume, jumping from 
200,000 units sold in 1947 to 600,000 
units sold in 1948. 

It was discovered in the early sum- 
mer of 1948 that the pent-up demand 
for glass coffee makers was over and 
that quick readjustments were neces- 
sary in the industry. Distributors 
found themselves with warehouses full 
of goods which were not moving, and 
a quick survey of the situation showed 
dealer stores overstocked-with a variety 
of competing brands that were not 
moving. 

Some manufacturers took their glass 
brewers off fair trade in an attempt to 
break the bottleneck, but most of the 
better known brands held the price line 
and eased up on production, with the 
result that the end of the year found 
inventory situations much easier all 
around, and sales were looking up 
again. 


The Market 


Glass Coffee Makers There will 
always be a wide mass of people who 
are interested in making the best cup 
of coffee possible at the lowest cost, 
who will prefer glass brewed coffee. 
The American people are sold on glass 
as the receptacle best suited to making 
good coffee, in spite of the high mor- 
tality in bowls. Evidence of this is 
found in a poll taken recently at the 
Home Arts Exhibit by a manufacturer 
who makes both types. Visitors at the 
booth were asked what type coffee 
maker they preferred, and 98 percent 
responded in favor of the glass coffee 
maker. A blindfold taste test also con- 
ducted showed that 89 percent of the 
people tested picked coffee brewed in 
the glass as the best tasting. Glass is 
the only non-porous substance that will 
not hold coffee oils, soap, or other for- 
eign deposits; it is the only material 
that shows the dirt so that it can be 
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cleaned; and it is the only substance 
in which coffee can be left overnight. 
Automatic Coffee Market—There isa 
big market for both glass and auto- 
matics. Following the general trend 
toward the automatic in all types of 
electric equipment, the public demand 
during the past year has shown prefer- 
ence for the automatics in coffee 
makers too. And since the coffee pot is 
perhaps the most used appliance in the 
kitchen, there is no reason why it, too, 
should not be«automatic. 

Buying intention surveys made in the 
early post-war years show that better 
than half the people who were planning 
to buy coffee makers when available 
listed $20 and over as the price they 
expected to pay. This is another way 
of saying they plan to buy an auto- 
matic. 

The assurance of uniformly good 
coffee each time it is made, without the 
need for watching on the part of the 
user is the main feature of the auto- 
matic coffee brewer, and it seems to 
have an irresistable lure for coffee 
loving Americans in spite of the rela- 
tively high price, which averages from 
$20 to $32.50. 

While labor costs are high, there is 
little chance of reducing the cost of 
making an automatic, therefore prices 
will probably stay in the $25, $28 and 
$35 price range during 1949. And 
automatic coffee makers will remain 
luxury merchandise. Only when manu- 
facturers can make them at lower 
prices will they become a serious threat 
to glass brewers in lower price brack- 
ets. 


The Product 


Brewing coffee electrically is fat 
from a new idea to Americans, for 
electric coffee makers of the drip and 
percolator type have been on the mat- 
ket since 1916. Back in 1930, 54-mil- 
lion electric percolators were reported 
in use. Around that time interest m 
glass coffee brewing was renewed, 

(Continued on page 192) 
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| LD RELY ON THIS TIME OF YEAR 
“* €OR GREATEST FLASHLIGHT BATTERY SALES 


These winter months have three times 

the normal amount of darkness during 
the active hours..... 
three times the normal 
need for flashlights 
and batteries. 


f 4 
lV f W / for counter, wall, 
® cash register, 


island or window. Has 
battery tester on side. 

Cost is quickly liquidated 

by free merchandise deal! 





















FEATURE RAY-O-VAC LEAK PROOFS 
NOW IN THIS ATTRACTIVE MERCHANDISING DISPLAY 


It reminds customers that they need 
RAY-O-VAC Leak Proofs.... also reminds them to 
buy plenty because spares stay fresh for years. 

lf you dont have all details about this unusual 
deal, phone your supplier now! 







RAY-O-VAC COMPANY 


MADISON , WISCONSIN 
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LEAK PROOF BATTERIES FOR 
EXTRA FAST TURNOVER 


Vg '/ 








co a 

These most talked-of 
batteries ever made are 
sealed in steel and 
protected by nine layers of 
insulation to keep them 
powerful and trouble-free. 

Guaranteed against 
flashlight damage through 
corrosion, swelling or sticking. 

And these exceptional 
batteries still sell at their 








; pre-war price / 
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NO HUM...NO VIBRATION 


Two new models by International — both 
offering what your customers want — and 
what no other fan has: a completely silent 
motor cradled in springs! No hum—no vibra- 
tion—a powerful selling point that puts them 
in a class by themselves. 











springs for 


check these HIGH-VALUE FEATURES 


























































children, pets. 
@ Popular price. Fits every home 
budget. 


Ready for immediate delivery. Order your sup- 
ply of these pace-setting silent Internationals 
now. 


See them at the FURNITURE MARKET .cou's. 


FAN DIVISION OF 


Intenationad OlL BURNER CO. 


SPRING & PARK AVES. e ST. LOUIS 10, MO. 
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@ Fits any window. Curtain ex- complete silence Be 
pands to desired width. “ tees 
@ Easy to install. No screws or = — —— — 
tools needed. Model 316 —3 speeds, 16” blade. Up to 2000 
@ Portable. For use in windows, CFM rating. 
on tables, floors. Model 224—2 speeds, 24” blade. Rating to 
@ Safe. Attractive grille protects 4240 CFM. 








the glass coffee brewer slowly edged 
the electric percolator out of popu- 
larity. In 1939 some automatics were 
introduced into the market, and metal 
coffee makers took a new lease on life. 
All this while, however, glass coffee 
maker sales showed a steady increase 
in volume. 

Most of the new automatics use the 
drip method of brewing, although one 
popular model retains the percolating 
action. All models reduce the current 
after the coffee has been brewed and 
keep it at serving temperature over an 
indefinite period. There is one glass 
coffee maker also that is equipped with 
automatic controls for the brewing 





(CONTINUED FROM PAGE 199) 


time and for keeping coffee at Serving 
temperature over long periods of time. 


Repairs and Replacements 


Upper and lower bowl shortages jp 
glass coffee bowls are a thing of the 
past. All leading manufacturers now 
have replacement parts for their models 
in good supply in the hands of their 
dealers and distributors. And one 
manufacturer has an attractive selj. 
merchandising display available to his 
dealers which has actual parts mounted, 
such as glass bowls, rubber, handles, 
and electric elements that are available, 

End 


HEATERS AND RADIATORS 





TWO YEARS STATISTICAL SUMMARY 


HEATERS & RADIATORS 





1948 1947 
I A eek c ce: emiarararwcle SG ae Peres. 1,865,600 
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HE dizzy heights to which space 
heater sales soared in the past 
three years is an example of the eco- 


| nomic distortions of early post-war 


years which took place in the small 
appliance business. 

Electric space heaters were one of 
the first appliances to get the green 
light from the government for re- 
sumed production. Government stud- 
ies showed there was a great need for 
this auxiliary heating equipment by 
families not living in homes with cen- 
tral heating systems. These were also 
years of coal shortages, oil shortages, 
and finally gas shortages. The result 
was that portable electric space heater 
sales shot up from a normal yearly 
average of around 485,000 to two- 
million in 1946, 1,865,600 in 1947 and 


| 1,300,000 in 1948, 


As housing conditions ease up heater 


return to normalcy is the withdrawal 
in 1948 of 18 companies who jumped 
into the business for quick-profits im- 
mediately after V-J day. 

Radiant and convection heaters sold 
in greater number than fan-type mod- 
els, probably because they are less 
expensive. But a recent General Elec- 
tric consumer survey showed more 
general interest in the fan-types. 


Seasonal Sales 


Under normal conditions heater sales 
are seasonal—75 percent of the busi- 
ness being done in the fall. In most 
sections of the country they are used 
only in the early fall and late spring 
as auxilary equipment when it is not 
cold enough to turn on the central 
system. <A big portion of the business, 
however, is done in the warmer sec- 
tions of the country, Florida and the 











sales will probably return to more nor- southwestern states, where central 
mal volume. One indication of this heating is not required. End 
TWO YEARS STATISTICAL SUMMARY 
BLENDERS 
1948 1947 
RY foo a hse od wc ermry eae OO ee a 
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ED 66sec cmwaernees Retail Value.......... — 
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34,755,000 
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IRST introduced in 1936, the 
blender or liquefier is finally be- 


coming recognized as a piece of house- 
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hold equipment, and not a novelty item 
used for mixing fancy drinks and for 
(Continued on page 194) 
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ers listed below know that your business— 
depend upon brand-minded STORE TRAFFIC. 


too, that 47.2%* of your customers read 
2 Journal. That’s why they spend more advertising , 
uch issue of the Journal than in any other magazine— 


sell their products quickly and profitably. 


7 


*On the average, for 2885 women shoppers interviewed at 28 electrical appliance stores in 28 cities and towns across the country. . 





Ladies’ Home 


for Store” Wiatfc 






FOR YOUR PART Pstock )rromore p oispray p aoverrise THESE 
FAMOUS BRANDS ADVERTISED IN THE JANUARY, 1949, ISSUE OF LADIES’ HOME JOURNAL. 


DEXTER TWIN TUB 
FRIGIDAIRE REFRIGERATORS 


GIBSON ELECTRIC REFRIGERATOR, 
HOME FREEZER AND ELECTRIC RANGE 


SPEED QUEEN WASHERS AND IRONERS 
VOSS WASHERS 
WESTINGHOUSE HOME APPLIANCES 
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APPLIANCE DEPARTMENT 


1949 can be the biggest year in the 
history of your store, but it will 
require plenty of aggressive 
selling. Yes, the honeymoon's over. 
The Buyer's Market has returned. 
Most appliances are available in 
good supply. Now you'll have to 
"ring doorbells," "beat the bushes," 
and really sell to get customers. 

You can make '49 your most 
profitable year by following this 
basic formula: (1) Offer your 
customers established, quality 
lines. (2) Organize a hard-hitting 
merchandising campaign that includes 
co-operative advertising, product 
promotions, direct mail, personnel 
training, good displays, outside 
Salesmen. (3) Carry out this 
program month after month. 

That looks like a large order, 
but the job will be a lot easier 
if your local Graybar Appliance 
Specialist is working with you. 
He offers you quality appliances and 
radios that will sell — plus the 
merchandising know-how to put the 
program over. 

Call our nearest office now and 
get the help you need to make 
'49 your best year yet. Graybar 
Electric Company. Executive 
offices: Graybar Building, 
New York 17, N. Y. 
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| Small Appliances 
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| health faddists. This is the first year 
ELECTRICAL MERCHANDISING has been 
able to get reliable figures on sales of 
this appliance, which totalled 235,00 
for 1948. 







The Market 


There are only about a half-million 
in use at the present time, but with the 
recognition that the big market for 
blenders is in the home—for everyday 
use by the housewife in mixing light 
batters, salad dressings, soups, cold 
slaw, chopping vegetables and leftover 
meats—the blender market is expected 
to grow rapidly, and 1949 sales are ex- 
pected to double 1948. 

For preparing baby foods in the 
home the tlender has no equal. Fresh 
fruits, vegetables and meats are quickly 
blended to the same substance as is 
found in well-known baby food pack- 
ages such as Gerber’s and Swift’s. As 
a matter of fact, these factories, we are 
told, use blenders on a large scale to 
prepare their foods for packaging. 

The health food market, sold for 
most part through health food stores, 
accounts for about 20,000 units a year, 
and is a definite factor in the blender 
business. Many people on restricted 
diets use them. The fact that more 
food value is assimilated from food 
taken in liquid form than in any other 
form makes the blender almost an in- 
dispensable item for people with diges- 
tive disturbances. It is, however, the 
general opinion in the blender indus- 
try, that this health phase has been 
over-emphasized in the past and has 
hurt sales, as the blender has been 
looked upon more or less as a health 
gadget. 

The average retail price for blenders 
in 1948 ran about $38, which is a 
slight increase over 1947 prices. 
Prices will largely depend on avail- 
ability of scarce materials and labor, 
and there is every indication that they 
will remain at present levels. 


Other Markets 


Other markets where blenders are 
sold in limited quantities are the indus- 
trial, commercial and hospital labora- 
tories where they are used to blend 
solids and in establishing standards for 
formulas. Even oil producers are said 
to find use for blenders to grind up oil 
bearing shale to determine the amount 
of oil there is in the shale. End 
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WRAPS IN PLASTIC 


Here's the hit of the year! Throughout the nation 
in newspapers, magazines, business papers... from 
buyers everywhere there is one product being 
talked about—KRYLON, the revolutionary spray 
that wraps in plastic. 
Now you can get shipments of this marvel product 
7 F and cash in with real sales on the tremendous 
- publicity and demand that is sweeping the country. 
KRYLON is a transparent plastic coating that 
comes in a self-contained, handy spraying unit. 
ried Just push the button and it sprays a colorless plastic 
material that: 


we are 
ale to 


stores, 
1 year, 


more 
food @ DRIES IN A MINUTE 
- other @ IS FLEXIBLE 
=> @ WATER REPELLENT 
@ LONG LASTING 
@ PREVENTS CORROSION 
@ HAS 1001 USES IN HOME, OFFICE, INDUSTRY 
Start '49 off the right way with this new profit 
making, fast moving item. Get in on it now at the 


beginning with a product that is rapidly breaking 
all sales records throughout the nation. 


FOSTER & KESTER COMPANY, INC., 
PHILADELPHIA 32, PA. 


BSNS ie Cc te tela ae Sete inden nd uta 
THERE 1S ONLY ONE KRYLON... 
THE ORIGINAL PLASTIC SPRAY 
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APPLIANCE MARKETS by REGIONS 


A Summary of Sales Data Supplied 


OR the fifth consecutive year, 

ELECTRICAL MERCHANDISING pre- 

sents on the following pages a 
breakdown of major appliance mar- 
kets throughout the nation. Data 
in tabular form are supplied for 
each of the nine major sections of the 
country on the number of utilities re- 
porting, number of customers they 
serve, estimated unit sales of appli- 
ances in 1948 per thousand customers, 
number of dealers serving the terri- 
tory today as compared to pre-war, 
merchandising plans of the utilities in 
the area and other utility opinions on 
appliance deliveries and consumer re- 
action to price levels. 

In previous years, we have asked the 
power companies to give us estimates 
of probable major appliance sales for 
the year ahead. This year we asked 
them instead for their actual estimates 
of appliances sold in their territories in 
1948. Estimates of sales in the com- 
ing year proved to err so far on the 
conservative side that they were com- 
paratively valueless in estimating sales 
trends. The data in this year’s survey, 
covering actual sales in various terri- 
tories, still appear to err on the con- 
servative side compared to national 
sales figures compiled by this maga- 
zine. However, they reveal the ratio 
of sales by nine specific marketing 
areas in the country and as such should 
be a valuable source of material for 
manufacturer, distributor and retail 
sales planners. 


Scope of the Survey 


This year we are proud to announce 
that 203 power companies serving 25,- 
683,797 residential and rural custom- 
ers (72.9 percent of the 35,205,360 
domestic customers in the country) 
provided information on appliance 
merchandising in their various locali- 
ties. This survey, therefore, is no mere 
sampling projected to national totals, 
but a thoroughgoing report from com- 
panies serving close to three-quarters 
of the wired homes in the country. 
Data for each of the nine sections of 
the country will be found in tabular 
form in the following pages. To save 
space we decided this year to eliminate 
comments on the questionnaires, with 
the exception of these comments on the 
national picture, and to allow the tables 
to tell their own story for each individ- 
ual area, 


Sales Results Achieved 


A quick glance at the summary table 
facing this page shows that the trade 
in the territories of the reporting 
utility companies sold 100 refrigera- 
tors per 1,000 customers in 1948 
which, projected to the total number of 
customers, would give sales of 3,521,- 
000 refrigerators. They sold 28 elec- 
tric ranges per 1,000 customers, or 
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986,000 nationally. They sold 17 
water heaters per 1,000 customers, 6dr 
599,000 nationally. Home freezer 
sales amounted to 10 per 1,000 custom- 
ers or 352,000 nationally. Washing 
machines amounted to 75 sales per 
1,000 customers or 2,640,000 nationally. 
Ironers show 9 units sold per 1,000 
customers for a total of 317,000 na- 
tionally. The clothes dryer, new on 
the market, showed sales of 3 units per 
1,000 customers or 106,000 nationally. 
Vacuum cleaners hit 47 units sold per 
1,000 customers or 1,655,000 nation- 
ally. Another new appliance, the dish- 
washer, sold in the same ratio as the 
clothes dryer—3 per 1,000 customers 
or 106,000 nationally. Radio sets sold 
164 per 1,000 customers or 5,774,000 
nationally. The other newcomer, tele- 
vision, sold of course in only certain 
areas, ran up 31 sales per 1,000 cus- 
tomers or 1,091,000 nationally. 

For the interested researcher it will 
be obvious of course that these sales 
totals fall considerably below actual 
figures as given in the five year sum- 
mary on page 50. The estimates fall 
nearly one million short in the case of 
refrigerators, 500,000 in the case of 
ranges, nearly two million in the case 
of washing machines and 150,000 in 
the case of ironers, Many of the esti- 
mates, however, it should be noted, 
were based on only six months’ figures. 
In addition, many utility companies 
made their estimates without benefit 
of actual sales figures of dealers in 
their locality. One surprising thing, 
however, is the fact that these esti- 
mates of sales by territories follow 
very closely the projected sales for 
1948, estimated by the same companies 
and published in our last year’s statis- 
tical and marketing issue. Their real 
value, as we already pointed out, is in 
determining the ratio of sales for a 
given section of the country. 


Utility Merchandising 


Despite some converts, fewer utility 
companies are entering the appliance 
merchandising field. A summary for 
the entire reporting group of 203 com- 


by Utilities Throughout the Country 


panies shows a definite trend to aban- 
don direct selling through utilities’ 
own sales staffs. The picture this year 
showed only 46.7 percent of power 
companies actually engaged in mer- 
chandising and 53.3 percent who have 
retired from direct selling. This con- 
firms the trend that has been going on 
ever since many utility company sales 
staffs were disbanded during the war. 
Last year, for instance, the figures 
show 54.5 percent merchandising and 
45.5 percent out of merchandising. For 
the first time, therefore, the utility 
merchandising picture shows more 
than half the companies have decided 
to abandon sales. 

Generating capacity shortages, lack 
of sufficient merchandise, and the scarc- 
ity of trained sales personnel undoubt- 
edly have contributed to the thinking 
of many companies in deciding not to 
engage in direct selling activities. As 
some of these conditions become rela- 
tively improved, it would be safe to 
guess that many will reconsider their 
decisions. Only in the last two months, 
for instance, two or three large com- 
panies announced their intention of 
going back into merchandising. The 
trend nationally, however, still shows 
a decline. Of those utility companies 
still in the merchandising picture, 42 
percent plan specific campaigns on 
both electric ranges and water heaters, 
40 percent plan campaigns on home 
freezers and 25 percent have signified 
their intention of doing some pioneer- 
ing campaigns on electric clothes 
dryers. 


The Dealer Situation 


In a separate table on this page a 
summary of the dealer situation in the 
territory served by the 203 reporting 
power companies is provided. Briefly, 
it shows a remarkable similarity to that 
which we published last year. A total 
of 175 companies reported on the num- 
ber of dealers serving their territories 
both pre-war as compared with today, 
and the total for these 175 companies 
show 35,764 dealers in the business 
pre-war, compared to 63,095 in busi- 





UTILITY MERCHANDISING 
(Figures from 199 Cos.) 


No 
New England 6 
Middle Atlantic 10 
East North Central 9 
West North Central 4 
South Atlantic 9 
East South Central 8 
West South Central 

26 


Pacific 23 


No. companies reporting 93 106 
46.1% 53.3% 


NUMBER OF DEALERS 
(Figures from 175 Cos.) 


Pre- 
War 
1,160 
9,007 
7,993 
2,181 
3,747 
2,048 
3,780 
1,841 
4,007 
> 35,764 
Increase + 76.4% 


No 

Cos. 

21 New England 

21 Middle Atlantic... . 
24 East North Central... 
17 West North Central . 
18 South Atlantic 

11 East South Central... 
14 West South Central. . 
27 Mountain 

22 Pacific 


Dec. 
1948 
2,762 
13,492 
13,153 
4,132 
8,463 
3,695 
7,573 
2,635 
7,190 
63,095 
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ness today, an increase of 76.4 percent 
Last year 158 companies reported 
the number of dealers serving thei: 
territories and it showed an increag 
of 77.4 percent over the pre-war nun. 
ber. The evidence given here anj 
there throughout the country woul 
seem to point to a gradually increasing 
rate of dealer mortality—a situation 
not surprising, considering the rel. 
tively large number of new retailer 
outlets which have sprung into exist. 
ence since the war. Many of thes 
outlets have been enjoying a compara. 
tively high degree of prosperity be. 
cause sales costs have been at a miti- 
mum. With supply now beginning tp 
catch up with demand, except in the 
case of refrigerators, and competition 
asserting itself once more, it would be 
reasonable to suppose that the rate of 
mortality among many of these newer 
retail enterprises would be accelerated 
in the year or two ahead. 


Deliveries and Prices 


One of the surprising aspects of 
this latest survey was the response to 
the question, “Are appliance deliveries 
normal yet?” While we have been 
under the impression that the supply 
situation had approached something 
like normal, only 25.8 percent of the 
power company men questioned were 
of the opinion that deliveries had 
reached normal once more. A total of 
141 companies out of 190 answering 
this question, or 72.4 percent, said 
definitely that appliance deliveries 
were not yet normal. There is a 
tendency, of course, to generalize too 
much from the’ situation as it exists 
in the larger metropolitan areas. Here 
supply has more than caught up with 
demand and some of the familiar as- 
pects of pre-war merchandising— 
discount selling, price cutting and 
vigorous trade-in deals—are very 
much in evidence. The situation in 
many of the more scattered areas oi 
the country shows an entirely different 
picture. When nearly three quarters 
of the utility executives throughout 
the country report that deliveries are 
not yet normal it is evident that some 
of our thinking needs careful scrutiny. 

No less surprising perhaps, whet 
considered in the light of the impres 
sive sales records in most major ap 
pliance lines during 1948, is the utility 
officials’ reaction to the question, “Is 
consumer resistance to prices evr 
dent?” A total of 183 companies at- 
swered this question and 79.8 percent 
replied in the affirmative, while only 
20.2 percent were in the negative. 
This reveals an overwhelming feeling 
on the part of responsible utility off- 
cials that the ever spiraling level 0 
prices for our goods is meeting with 
an ever increasing resistance on the 
part of the consumer. End 
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ELECTRICAL APPLIANCE MARKET DATA—NEW ENGLAND 












































NUMBER Aver. 
OF Kw.-He 
CUSTOM- | Con- PRESENT SATURATION 1948 SALES OF ELECTRICAL APPLIANCES (IN UNITS) 
ERS sump- 
Domestic tion 
? Washers 
Elec. —_—_—___— 
Dec. 31, Refrig- Elec. Water Vacuum Refrig- Water Home Auto- Conven- Vacuum Dish- Radio | Pre- 
1948 1948 erators Ranges Heaters Washers Ironers Radios Cleaners | erators Ranges Heaters Freezers matic tional roners Cleaners washers Sets | War Today Yes Ne 
% % % 4% % o % (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) | 
asia ee -dmasinnateilitas * - PCCP AME Rel —~—l 
MAINE 
Central Maine PowerCo.. 164,009 1,300 , ’ ; , , ’ ion 6,000 3,200 2,700 235 800 3,500 400 3,200 200 ? | 150 425 x : 
St. Croix Electric Co. 1,435 60 50 40 40 40 75 75 50 200 50 25 20 25 75 15 50 3 as 5 10 x 2 
NEW HAMPSHIRE 
Public Service Co. of New 

Hampshire 103,000 1,300 6,000 2,000 1,500 300 2,000 200 1,500 RP sewer 75 200 «x 
New Hampshire Ges & 

Electric Co. 17,348 1,385 65 45 - 70 20 80 500 250 350 60 125 350 30 ee 30 70 x 

VERMONT (Res. 
Green Mountain Power only) 

Co.... 24,830 | 1,184 75 40 15 75 6 75 300 350 300 75 150 250 100 . -dp cine. Shneae 18 30 7 
Central Vermont Public 

Service Corp.. .. : 44,500 | 1,675 70 22 4 1,000 800 415 50 150 400 75 300 45 120 170 x 

MASSACHUSETTS | 
Plymouth County Electric 

Co.... 11,138 900 72 18 03 50 2 ‘ ome 525 184 90 12 55 175 25 50 ere 10 26 x 
Lynn Gas & Electric Co. 37,054 857 80 2 1 60 3 96 75 504 35 12 12 50 156 25 324 ee 10 13 x 
Brockton Edison Co. 42,700 | 1,355 70 24 7 70 15 98 50 3,000 1,000 700 200 500 2,000 200 2,000 50 5,000 50 125 «x 
Cape & Vineyard Electric 

Co. ; 22,200 1,200 66 29 7 51 10 85 1,000 600 350 150 250 600 190 300 40 30 38): 
Boston Edison Co. 368,000 1,135 70 7.5 1 61 8 57 40,000 3,000 1,500 1,500 3,500 18,000 1,200 16,000 ee 125 690 x 
Fitchburg Gas & Electric 

Lt. Co. 13,748 912 67 3 5 77 10 95 86 900 75 30 50 150 500 50 300 25 800 10 14 x 
Provincetown Light & 

Power Co. . 2,000 450 1,500 350 400 20 25 1,000 100 500 10 3,000) 1 3 x 
Lawrence Gas & Electric | 

Co... 36,000 775 50 5 1 60 5 99 $0 2,000 200 25 25 300 61,500 200 1,500 100 3,000, 35 25 x 
The Lowell Electric Light | 

Corp... 35,603 819 37.1 10.7 1 82.5 82.3 2,000 600 70 150 250 500 75 700  acanen tae 13 14 x 
Western Massachusetts 

Electric Co. 92,262 1,435 70.5 23 1 9,300 2,525 635 Py osaded aneda .eseeee atddees Ge . -nekws 89 161 x 

RHODE ISLAND 
Blackstone Valley Gas 
Elec. Co... . ; 51,200 900 = 65 10 15 70 2 99 90 2,500 350 50 20 250 500 100 1,000 50 ? 30 40 «x 
CONNECTICUT 
Hartford Electric Light Co. 73,100 1,860 90 25 7 95 5 95 90 7,000 2,000 1,500 400 1,500 3,000 450 4,000 ee) xseewe 38 125 x 
The Connecticut Light @ | 

Power Co. 192,460 78 20 7 65 62 9% 65 13,500 4,000 3,000 400 4,000 15,000 1,000 9,000 400 20,000) 225 350 «x 
The United Illuminating | 

Co... 134,500 1,345 82 14 4 69 8 14,000 3,600 2,000 THD GERD GD GED ciccce. decses snsces 80 212 x 
The Danbury & Bethe! Gas | 

& Electric Light Co... . 12,800 1,414 54 30 20 60 5 90 70 216 31 25 6 24 18 5 25 =e ' 16 21 x 

ELECTRICAL APPLIANCE MARKET DATA—MIDDLE ATLANTIC 
} | 
Ww OF ™ Kent NUMBER PLAN 10 
Hr. | 
CUSTOM-  Con- PRESENT SATURATION 1948 SALES OF ELECTRICAL APPLIANCES (IN UNITS) pare | MER. 
ERS sump- | TERRITORY | CHAN- 
Domestic | tion | DISE? 
Washers 
Elec. —_—_—_—_ 
Dec. 31, Refrig- Elec. Water Vacuum Refrig- Water Home Auto- Conven- Vacuum Dish- Radio | Pre- | 
1948 1948 erstors Ranges Heaters Washers lroners Radios Cleaners erator Ranges Heaters Freezers matic tional roners Cleaners washers Sets | War Today| Yes No 
% % / o % eo ‘ (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) 
| 
NEW YORK 
Rochester Gas & Electric | 

Corp... . 140,000 | 1,370 80 10 4 75 10 100 85 7000 3,000 1,000 1,000 3,000 7,000 1,000 9,000 600 10,000, 213 408 «x 
Consolidated Edison Co. 

of New York 1,938,000 930 | 70 5 5 30 5 97 75 | 112,000 500 100 1,000 20,000 40,000 7,500 50,000 1,000 300,000) 7591,150 «x 
New York Power & Light 

Corp... . 223,000 1,575 76 16.5 65 65 1 95 80 8,000 5,500 2,500 700 2,500 7,000 330 8,500 ...... 12,500 210 215 x 
Central New York Power 

es aa ai 208,500 | 1,325 75 12 3 78 8 100 55 16,000 3,500 1,500 1,500 2,000 12,000 1,000 5,000 1,000 30,000 ? 575 x 
Central Hudson Gas & 

Electric Corp. 79,071 27 18 ake — “ae — | ’ idiee tdRdiG > Seabee eee” Gani adios ‘gts tama 124 106)... 8 
Long Island Lighting Co. 176,180 | 1,225 75 a 1 25 5 95 80 | 15,000 5,000 1,000 1,000 1,500 6,000 1,000 8,000 Re icons 200 300 Bowe 
New York State Electric & 

Gas Corp.... Tn. «ss ee «wk «60 o@% j6§ore, acm ‘2 -Wdeebe Sa0006 Geies® Bescdéc’ sadeed) dbenee “OeGuce Weehed Geidce. aoewed v 
Rockland Light & Power 

Co. System 45,500 | 1,202 65 5 3 70 3 105 95 2,500 350 325 75 400 800 100 500 errr 60 110 x 
Buffalo Niagara Electric 

ee 293,900 1,965 69.5 21.9 49 78 13 100 72 IMD vedere dbinkd dee haapek Skeaas ‘Meese ‘seh5es 1,000 1,965 x 

NEW JERSEY 
Jersey Central Power & 

Light Co. ‘ 127,000 | 1,400 85 11 9 70 2 90 13,500 3,000 3,000 900 4,200 5,500 1,100 3,000 | 30 196... * 
Atlantic City Electric Co..| 106,307 | 1,567 ices 34 15 me ° oat 18,000 5,500 4,500 500 10,000 5,000 400 5,000 2,000 20,000 159 320 «x .:- 
New Jersey Power & Light 

= 64,010 | 1,698 18 . «set “ees dee deer JP deteon See See.© Ls!” Scene edeaee” aeeemel” wade Himaibas See weun 95 175 x 
Public Service Elec. & 

ol. 923,000 | 1,125 80 1.6 3 57 3.5 100 73 | sneuse ebendeieeestecaaanee, scene se00Sh delete aeeshe J00600 -enneie 1,000 2,000 © 

PENNSYLVANIA 
Pennsylvania Electric Co. 258,000 1,390 70 10 3.5 85 S eas cama 35,000 14,000 6,900 4,300 5400 26400 4,300 ...... 1,000 58,000 490 645 x 
Edison Light & PowerCo. 38,000 1,850 80 25 10 85 1 100 95 | 1,000 1,300 1,500 200 350 1,000 50 30 7? | @ 00| & + 
West Penn Power Co. 259,000 1,660 82 19 6 94 15 150 75 23,000 12,000 6,500 2800 4,000 18,000 3,500 11,000 500 47,000 600 909 x 
Pennsylvania Power & | 

Light Co ; 420,000 1,320 €3.3 213 49 95 69 150.8 80.6 54,073 17,851 7,192 7,111 8,226 35,662 3,856 22,911 1,534 69,084/1,720 1,620 x 
Luzerne County Gas & 

Electric Corp. 37,100 900 53 3 a re aa 3,000 500 400 300 300 1,500 200 2,000 100 2,000, 45 75 | Boe 
Duquesne Light Co. 346,100 1,526 80 6 6 W 22 95 85 50,000 8,500 1,100 2,000 6,500 35,000 4,000 25,000 600 75,000 314 575 x 
Philadelphia Electric Co. 

System. . 674,270 1,(77 75 11 7 70 3 118 79 Gee WE We ED kncess cheek: sences Sosa SRO visvins |1,500 1,750 x 
Metropolitan Edison Co. 127,121 1,.<2 ati aan os ces | betuer -cwakee -Gunabo) (ebeceel nkeeee . puuehe Suleeae GadeeeCaRee en UbeeeeS | 269 437 * 
Northern Pennsylvania 

Power Co...... 29,078 1,655 66.2 18 13.5 sae poy eae sen 3,000 1,150 850  _ eee ae eee eee 79 200 x 
Pennsylvania Power Co. 56,900 16.8 68 19.8 5 66 14 98 70 6,000 2, 1,200 700 1,000 5,200 800 2,600 aE 90 165 x_.-- 
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PLAN 10 
MER. 
CHAN. 





Yes No 


ISING 





we NEW 
yicRO 
poset pendind 
steel 
gainers ‘ ely 


Combines all of the sales- 
insuring features house- 
wives have been asking for: 


TRUE AUTOMATIC CONTROL ...nohand 
setting; shuts off and keeps coffee at correct 
serving temperature. 


STAINLESS STEEL ... for lasting wear and 
beauty. 


COFFEE FLAVOR INSURANCE... because 
of Nicro’s famous Stainless Steel Filter. 


QUICK, EASY CLEANING, 


ECONOMY .. .no breakage. 





Vacuum Type 





ane 
a tay 
2 eo 
— 
4 
i 
Le y 
KX ¥ 
La 
— 
if ' 
A % 
t 
3 
i 








23,350,000 PROSPECTS 
will read about these new NICRO 
models in LIFE and GOOD HOUSEKEEPING 


National advertising on these two quick- 
sale items, and the complete stainless 
steel Nicro line, starts in 1949 in LIFE 
and GOOD HOUSEKEEPING. Write for 
name of nearest Nicro distributor and 
prepare now to cash in on this timely 
campaign. 








MODEL 2508 ... Complete with Stainless Steel Cover for each bow! 
(upper bow! cover also serving as upper bow! stand), Stainless Steel Filter, 
Bakelite Handle, standard electric cord. 8 cup size only...12 cup later. 575 
Wattage. Underwriters’ approved. 


Fair Traded Price 
Including Federal Excise Tax 








i 8 
NICRO 


NICRO STEEL PRODUCTS, INC. 
“3534 N. SPAULDING AVE. ~ 
CHICAGO 18, ILLINOIS 





like alloy. 


*pronounced NY-CRO 

Nicro is nickel and chrome 
combined to make superior 
Stainless Steel... a jewel- 


SEE NICRO AT THE JANUARY HOUSEWARES SHOW-—SPACE 428 TO 430 





THE Ney 





There's nothing else like it 
«+» has terrific novelty as 
well as utility appeal: 


COOKS ONE TO FOUR EGGS... exactly as 
wanted ... soft or firm and “‘buttery.”’ Cooks 
the flavor in, instead of boiling it out. 


DOES IT AUTOMATICALLY .. 
watching, without water. 


STURDY AND HANDSOME... made of lus- 
trous stainless steel to last a lifetime. 

TWIN ELECTRICAL ELEMENT ... insures 
even heat. 


PRECISION SPRING-ACTION TIMER. 


without 


MODEL 2000... with Bakelite Handle and Feet, 
standard electric cord. Underwriters’ approved. 


Fair Traded Price $21.95 
Including Federal Excise Tax 


eeveecedese 





THE MOST POPULAR 





STAINLESS STEEL COFFEE 
MAKER IN AMERICA 


Vacuum Type 


Made for daily use . . . a feature 
women appreciate immediately. 
Unbreakable, easy to clean, is not 
affected by coffee acids or oils. 
Complete with Upper and Lower 
Bowls, Rubber Gasket, all-metal 
Stainless Steel “‘Flavor Insurance” 
Filter, Bakelite Handle, Stainless 
Steel Band and attached Stainless 
Steel Cover. 


8 cup size. . .Model 472A... 
12 cup size ..Model 1512A 





$9.95 Fair Traded 
. . $13.95 Fair Traded 
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NUMBER | Aver. 
OF Kw.-Hr. 
CUSTOM- Con- PRESENT SATURATION 1948 SALES OF ELECTRICAL APPLIANCES (IN UNITS) 
ERS sump- 
Domestic | tion 
Washers 
Elec. ——_—_——————_ 
Dec. 31, Refrig- Elec. Water Vacuum | Refrig- Water fame Auto- Conven- Vecuum Dish- Radio 
1948 1948 ereton Ranges Heaters Washers Ironers Radios Cleaners| erators Ranges Heaters Freez matic tional roners Cleaners washers Sets 
% % % % % % % (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) 
DELAWARE 
Delaware Power & Light 48,000 1,442 84 9.6 3.3 85 7.6 90 58 3,000 500 500 300 1,000 5,000 300 3,000 100 7,500 32 75 x 
MARYLAND 
Consolidated Gas Electric 
Light & Power Co. of | 
Baltimore... ... vseee| 316,000 | 1,260 | 71.2 8.2 24 66.2 36 93.9 47.8 | 25,000 4,000 1,700 1,500 6,500 11,000 1,500 6,000 1,100 40,000| ... .../ x 
The Potomac Edison Co...) 105,000 1,550 78 27.5 ere eee eee eos 11,000 6,500 4,000 250 500 6,500 , | ee 100 ...... 120 265 . 
Delaware Power & Light Co.|) 
(So. Division). ........ | 
Eastern Shore Public Ser-| | 
vice Co. of Marylead. .| ( 46,700 | 3,610 | 75 14 8 65 1 90 60 2,500 1,300 1,200 ...... 1,000 1,600 150 1,800 750 2,500| 65 254) x 
Eastem Shore Public Ser- | 
vice Co. of Virginia. . . |) 
DISTRICT OF COLUMBIA 
Potomac Electric Power 
| SRS wt 215,000 | 1,850 | 86 13 2 42 11 138 58 33,000 6,500 1,800 2400 12,000 13,000 2,000 15,000 1,000 95,000 100 250,... , 
| 
VIRGINIA 
Virginia Electric & Power, 368,000 | 1,720 on oii T nina wis wan aaa 40,000 20,000 10,000 5,000 12,000 14,000 4,000 15,000 1,500 60,000) 6001,500|... «x 
WEST MRGREA 
at. ] i | 
” Power Co.. 33,121 | 1,090 | 80 10 2 80 4 95 70 2,500 650 125 300 200 5,500 250 2,500 50 3,500| 15 75)|... x 
Monongahela Power Co..| 141,000 1,100, 72 4 6 175 5 92 75 | 15,000 4,500 1,000 1,000 4,000 15,000 1,500 14,000 1,000 25,000) 242 412/ x... 
NORTH CAROLINA 
Tide Water Power Co....| 34,000 | ..... 72 30 2 40 — 85 40 2,100 3,000 800 200 450 ee eee Ci @ ws 
Carolina Power & Light 194,600 | 2,250 | 85 30 14 15 2 100 35 18,950 12,000 7,500 1,900 3,400 16,000 600 3,200 350 45,000) 500 1,009... x 
Duke Power Co. . : | 360,000 | 2,000 70 55 16 hike ide aS ion Se ee EE kaknes satcese dteeee. Severs Siseae .wesnas 150 475; x .. 
SOUTH CAROLINA | 
South Carolina Elec. & Gas| 36,000 1,726 80 10 2 3 3 99 45 9,000 3,500 1,600 600 450 2,500 900 4,400 250 9,500; 70 175/... x 
*South Carolina PowerCo.| 49,800 | 2,416 71 30 18 15 ‘ es eee 6,000 3,200 2,000 1,000 000 3,700 Sy -sasdui> ahnene “oeweee 25 Wi... 4 
GEORGIA 
Georgia Power & Light 18,640 1,965 | 66 32 24 6 15 9 13 2,200 900 600 125 200 1,000 50 125 40 3,200; 65 114/... «x 
Savannah Electric & Power 
Co.. 32,000 1,900 | 65 25 10 — an eee eee 1,500 1,000 1,000 100 300 700 200 1,000 SD: cacane 18 is 
Georgie Power Co... 329,000 | 2,300 75 25 15 30 3 jinn 75 43,169 22,363 10,959 3,500 10,000 20,000 1,500 16,000 Se nwaney 500 1,750 | x 
| 
FLORIDA 
Tampa Electric Co. . 61,500 | 1,590 ... min ail cia 8,500 4,200 2,200 Ul SO ON ae SS ti... 8 
Florida Power & Light Co. 210,875 | 1,968 | 80 30 18 30 5 von --» | 32,000 17,000 10,000 4,000 5,500 13,000 3,000 7,000 900 52,0001,000 1,400|... x 
Floride Power Corp. . | 85,000 | 1,800 | 68 32 31 35.3 34 95 43 10,350 7,000 7,000 750 1,600 4,000 500 1,000 300 15,000) 180 304/... «x 
Gulf Power Co,......... | 36,401 | 1,910 52 21 10 16 2 95 40 2,370 1,800 500 16 366 134 100 1,500 25 5000; 30 60/ x ... 
t | 











* Not included in National Summary. 
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| NUMBER | Aver. . DO YOU 
| OF Kw.-Hr. DEALERS PLAN TO 
| CUSTOM-| Con- PRESENT SATURATION 1948 SALES OF ELECTRICAL APPLIANCES (IN UNITS) SERVING 9 
| os | sme | Territory | SHAN 
Domestic tion DISE? 
Washers 
Elec. —————- 
Dec. 31, Refrig- Elec. Water Vacuum | Refrig- Water Home Auto- Conven- Vacuum Dish- Radio | Pre- | 
1948 1948 | erators Ranges Heaters Washers Ironers Radios Cleaners | erators Ranges Heaters Freezers matic tional roners Cleaners washers Sets War Today! Yes No 
% % J % % % % (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) | 





ARKANSAS 
Arkansas Power & Light) 176,660 1,110 | 39,688 (8,378 3,358 8,394 7,985 29,979 2497 8481 1,675 58,740, 8501835... 
LOUISIANA 
Southwestern Gas & Elec. 109,946 | 1,174 50 16 5 38 15 aes _ 16,500 1,500 350 1,950 3,790 12100 1,050 ...... Ce éseowe 300 509... * 
Louisiona Power & Light’ 101,000| 950, ... ... csv vee eee, ... | 20,000 1,500 800 4,000 7,000 20,000 2000 ...... 700 ...... | 501 688)... x 
New Orleans Public Ser- | 
ae 120,000 1,280 69 a oes 57.3 27 9 21 16,980 150 ~...... 1,880 9100 11,584 1,850 4,200 650 36,000 155 230, «x 
Gulf Public Service Co. | 
IMG... ..ceccceseesss| 32,800 | 850 ee a oe nat Wl Mbiane Xia: ANSE, Mvwsdy Jeubsy 60lee teen wedlea Banners eel 1 200) x 
| 
OKLAHOMA 
Public Service Co. of | 
Oklahoma. .. 139,000 | 1,096. 5| 65 25 1 45 30 70 3 | 2,500 1,000 210 200 1,000 1,500 300 1,000 1,500 2,500 ... ee Ton 
Oklahoma Gas & Electric) 179,725 7 81 3.6 A & eee 93 eee Pate S6eneP. 2hd00y “Hanene” Geuees Weeeed Gabel “e800ne e¢0nes oeeees eve «68 
| 
TEXAS | | | 
City Public Service Board 93,792 | 1,069 75 1 1 45 2 85 70 8,000 400 150 250 500 3,500 150 2,500 100 7,500! 35 60... *& 4 
Central Power & Light Co.) 111,521 | 1,085 | 60 11 3.3 2 45 99 enn 15,000 3,500 1,000 3,100 4,400 11,000 1,300 4,000 1,000 25,000) 200 500|... * i 
El Peso Electric Co.......| 37,623 | 1,680 | 88 25 17 eee ose ose ‘ane 5, 1,100 850 SP ctduek “siden Gabbe “eeede . are 62 131 * 
Community Public Service 51,000 | 1,200 75 10 1 25 5 90 30 3,000 300 150 500 300 1,000 300 1,000 50 ? 150 300 «x 
Gulf States Utilities Co... 149,000 | 1,375 | 57 11 4 20 1 90 30 12,000 1,800 500 2,000 1,500 2,500 1,000 2,500 500 30,000, 165 475 | x 
Dallas Power & Light Co..| 117,651 | 1,564 75 2 nae 30 cco 68 45 20,000 500 50 1,800 8,000 10,000 2,367 8,500 996 45,000) 238 465 Lamps only 
Texas Electric Service Co..| 124,400 1,376 65 3 1 55 3 95 60 15,000 1,100 300 2500 3,000 5000 2400 ? 500 ? 800 1,300 Traffic only 
Southwestern Public Ser-) | 
Chinkccknscnescs 85,844 | 1,149 50 2 1 50 8 80 50 900 2,100 8CO 464,250 2,000 4,000 1,300 7,000 $00 20,000} 148 400... * 
Houston Lighting & Power) 228,800 | 1,475 74 3 5 40 5 110 42 20,000 1,400 250 4,000 7,000 16,000 2400 5,600 1,000 42,000) 175 480... * 
West Texas Utilities Co...| 63,800 | 1,320 83 16 66 68 + cee 85 4,000 1,800 350 175 750 150 175 600 , a eeee ose <a E 
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SS 


= NOW AVAILABLE! 


For Teaching languages, speech, music... 91S Training eo: 





SC =e 


=A 


TO BE SOLD THROUGH SELECTED DEALERS e 
..+BE THE FIRST IN YOUR TERRITORY. 


Fd 


¥ 





f 





om 

ne ) 
and sales presentations... \e =a) » S peec h ©S, sermons, exhibits... 1 
‘2a e vii va. 


i: ( MA 
Rad 10 y c \ broadcasting, monitoring, auditions ... 


: Wt Sinetd in Cbdiuble Tape Fit 





| 





























we 8 | 
aa WEBSTER ELECTRIC 
x 
RECORDER-REPRODUCER 
anton, wencermmn ©. & A 
Includes carrying case, 
crystal microphone with 
— detachable base for table 
or hand use, cords and 
f.o.b. Racine, plus any plugs, and one 30-minute 
_—__ sales or other applicable teel of standard magnetic 
all taxes. recording tape. 
LAN TO 
MER- 
CHAN- 
an ebster Electric ecorder-neproaucer 
Yes No 
Superlative tone quality, more power output, and many @ Superlative Tone Quality ® Fast forward and rewind speeds 
valuable and practical features make the new “Ekotape” ° agen pees speech, mu- aa thes ts and stops instan- 
x an exceptionally desirable tape recorder. It is extremely @ Simplified threading; depend- @ Positive dual erasing feature 
simple to operate. Fast forward and fast rewind speeds able operation @Electrenic Reverdiag volume 
. and time indicator scales make it easy to locate any 1S ea have §=—ee 
‘ desired section of a program, quickly! High and low & itdietitientiinis gn 00s bass and treble tone 
x level input and external speaker jacks add versatility. @ Large high quality 8-inch @Uses any standard magnetic 
, Designed to meet user’s requirements after careful sur- speaker recording tape 
veys and many interviews with recorder users. A highly MAIL THIS ‘COUPON TODAY 
versatile, efficient, and dependable recorder with the Oe 9 OO 2 ee Oe oe om 
x high quality you expect of a fine musical instrument. 
® : Webster Electric Company, Racine, Wisconsin: | EM-1 
1 
[Ata s ren Please send me information regarding 
1 
: WEBSTER \/ ELECTRIC i a franchised dealership for EKOTAPE. 
te i 1 
x — ‘ ' eee ee enone eeeeeeeee 
; ome RACINE [BAA] WISCONSIN 5 Heme... es0- SeSdhceeac. RASTA twee HAR 
Y eas a Es | 
only g - = 0. PBB aEs 6 nc ccidbarvccccccccccccccccccccscccesescecesonesocccessee see 
ape ' Export Dept. 13 E. 40th St., New York (16), N.Y. Cable Address" ARLAB"New YorkCity 5 
E "Where Quality is a Responsibility and Fair Dealing an Obligation” 7 City. cecccrccevccccveccesececeeseseseseseses State. .sccccocessees eeeee 
‘ x 
ee x 
x ry 
——— 
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ELECTRICAL APPLIANCE MARKET DATA—EAST NORTH CENTRAL 





NUMBER) Aver. 
OF Kw.-Hr, 


PRESENT SATURATION 1948 SALES OF ELECTRICAL APPLIANCES (IN UNITS) 





Washers 

Elec. | 

Refrig- Elez. Water Vacuum | Refrig- 
erators Ranges Heaters Washers lroners Radios Cleaners 


€ 
€ 


Water Home Auto- Conven- Vacuum Dish- Radio 
erators Ranges Heaters Freezers matic tional troners Cleaners washers Sets 
(Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) 


« 








OHIO 
Ohio Public Service Co. 145,000 3 5,000 850) 
Toledo Edison Co. . 129,710 5 gue P ‘ ‘ 12,000 6,000 Y aig SoeRee eae oes eae 
The Dayton Power & Light . | 
Co.. 155,500 29 62 10,825 6,377 250 15,312) 
Central Ohio Light } 
Power Co.... 
ia i i a H 
Ohio Electric Co... . 125,190 ; 20 8 93 : , - , Cnbeael 
Cleveland Electric Ilumi- | } 
nating Co. . 341,500 14 2.5 81 1,500 100,000 
Cincinnati Ges rm ‘Electric 7-Total 3-Total 
21-Rural 10-Rural 75 


70 3,000 700 100 


28,036 10.2 84 1,400 


¢ oh 





ae i ‘ 276,000 
Ohio-Midland Light & 
Power Co... . 
Ohio Edison Co. 
The Ohio Public Service 
Co. of Marion 


25 
29 


12 
7 


80 
83 


7,109 
224,500 
19,232 16 4 80 
INDIANA 
Public Service 
Indiana 
Indianapolis Power & Lt. 
Co. 


Co. of 


236,400 


Seaasens 135,500 
Southern Indiana Ges &| 

Electric Co....... 47,700 
ILLINOIS 


Commonwealth Edison Co. 860,000 


a 


DO yoy 
NUMBER PLAN 10 
DEALERS 
SERVING CHAN, 
TERRITORY Deer 


Seine 


Pre- 
War Today Yes nN 


90 
126 


140 
218 


216 438 


50 98 


850 1,760 | 





Illinois Northern Utilities | 

Co. | 64,237 
Central Ilinois Electric &| 

38,000 300 


6,800 


°. 
Public Service Co. of No. 
Minois... . 
Mlinois Power Co. . 
Central Illinois Light Co. 
Central Illinois Public Ser- | 
vice Co. . 


397,500 
229,522 
78,500 





4,250 
171,470 3,950 
MICHIGAN 
The Detroit Edison Co. 
Consumers Power Co. 
Edison Sault Electric Co. 
Upper Peninsula Power 
Co... 


795,600 
530,500 
4459 


15,000 


13,900 
WISCONSIN 


460 546 | 


45 49) 
900 1,650 
150 200 

867 
590 800. 
1,050 1,700 | 


45 60 | 





Wisconsin Public Service 
Corp. 

Wisconsin Gas & Electric 
Co.. 

Wisconsin Electric Power 
Co. 

Wisconsin Power & Light 
Co. 

Lake Superior 
Power Co. 


114,995 


70,500 73 5 97 250 8,500 


252,500 7 90 16 99 


131,595 14 84.5 85 99 


District 
16,122 


| 
| 352 








ELECTRICAL APPLIANCE MARKET DATA—EAST SOUTH CENTRAL 





NUMBER 
OF 
CUSTOM- 
ERS 
Domestic 


PRESENT SATURATION 1948 SALES OF ELECTRICAL APPLIANCES (IN UNITS) 


DO YOU 
NUMBER PLAN TO 
| DEALERS | MER- 
SERVING | CHAN- 

| TERRITORY _DISE? 





| Washers 


| Elec. —————_ 

| Refrig- Elec. Water Vacuum | Refrig- Water Home Auto- Conven- Vacuum Dish- 
erators Ranges Heaters Washers lroners Radios Cleaners| erators Ranges Heaters Freezers matic tional lroners Cleaners washers 

| &% / % (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) 


oO 
/0 | 


Radio 
Sets 


Go Go or, or 
€ “ /0 c oO /0 


Today| Yes No 
} 





KENTUCKY 
Kentucky Utilities Co. 
Louisville Gas & Electric 
Co.. : 


140,904 71 16 9,600 


12,000 


9,900 
2,000 10,000 


1,000 


113,100 1,200 
TENNESSEE 
Electric Power Board of 
Chattanooga 51,900 
13,400 | 


7,000 
1,375 


16,000 


9,000 
4,200 


6,000 
230 


2,500 


9,000 
4,250 


Kingsport Utilities, Inc... 

Memphis Light, Gas & 
Water Div. 

Electric Power Board, City 
of Nashville. . 

Knoxville Utilities Board 


1,250 
85,000 | 5,000 


70,500 | 


600 
48,000 350 


ALABAMA 
Birmingham Electric Co. . 


Alabama Power Co. 


91,500 12,125 (12,150 washers, ironers 
and dryers) 


263,550 | ..... 18,000 


Mississippi Power Co.. 
ane Power & Light 
Co.. re 


56,680 


| 
513 | ... 
250 | 
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Tht |i 


the leading household stool and utility table line 


Led Kan fr Y 


with more of everything it takes to make more sales 
























NEW Colors! Finishes! 
| Improved Upholstery! 


@ New decorator’s colors—exciting variations of if 
Cosco’s established shades, chosen by color ex- = i) 
perts, after months of research, to harmonize in any { wa) 
home. Stools: red, yellow, blue, green or black. 
Tables: red, yellow, blue, green or white. 


mith |) 





®@ Improved upholstery —tough, lustrous, peel-proof. 
Stain and flame-resistant . . . easy to clean. 


@ Smoother, harder, baked-on enamel provides an 
easy-to-clean finish . . . chip-scratch-stain-resistant. 


With all these additions and improvements in the COSCO line, 
count on COSCO to send sales and profits soaring in '49. So 
make sure your stock includes all the new models. Check your 
inventory and order—right away! 








Improved seats on six Cosco Stools set a new HAMILTON MANUFACTURING CORPORATION 
x. high in comfort, beauty and customer appeal. COLUMBUS, INDIANA 





x. ® “Near-Square” seats—now on all Regular and 
Special models—provide greater seating area 





a . 
. -+ greater value at no increase in price. Get the TT) | | facts! Send for new 
de ® New, “Cushion-Comfort” seats with sophisti- 
cated chromium trim give de luxe kitchen, bar LO5C0 Catalog-Handbook 
and bathroom stools the increased comfort and 
——— | j§ modern styling that adds up to faster, easier F Z> 
F sales. () / 4) This colorful, 146-page book, now in preparation, 
one F ntains illustrations and complete information on 
DO YoU ; Two NEW Utility Tables! WV, OSCOS a. ; Coston. new, 1949 line... bigger-than-ever 
= ; ’ ZBad national advertising .. . free local advertising and 
CHAN. ; ’ / F point-of-sale material. Ask your COSCO distrib- 
= ‘ MAL 1Cago: utor, or use coupon below to order your copy. 
a 





eects 


CHICAGO HOME FURNISHINGS MARKET 


i it Mart . . . 
Space 17/110-112, American Furniture Mar Hamilton Manufacturing Corporation 


ee" Columbus, Indiana 
NATIONAL HOUSEWARES SHOW 
Space 341-347, Navy Pier Please send me COSCO’s CATALOG-HANDBOOK 


Janvary 13-20 FOR ‘49. 





NAME 





HOUSEHOLD STOOLS 


I 

I 

I 

1 

| 

I 

! 

iy | ] 

; I 

Both with roomy, full-width drawer—plus all / | AND UTILITY TABLES STORE i 

» § the convenient storage space and generous 
| 

1 

; 1 
| 

| 

J 








DDR 
work surface of other Cosco models. en a oe 
® Model 8-D is finished in baked-on enamel, . ad 5 BR Raw nS : ~ cry. 
with floor-protecting, all-steel gliders. isa aan 


® Model 8-E is de luxe, with chromium legs and 
large, free- -rolling casters. 











STATE 





a ee 





Nationally Advertised every month in 1949—over 87,000,000 messages in 9 leading magazines 
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ELECTRICAL APPLIANCE MARKET DATA— WEST NORTH CENTRAL 





NUMBER | Aver. 
OF 


Kw.-Hr. 
CUSTOM. | Con- | 


sump- | 


PRESENT SATURATION 


1948 SALES OF ELECTRICAL APPLIANCES (IN UNITS) 





| Refrig- 
erators 
o. 


o 


| 1948 


Elec. 


Elec. Water 


Ranges Heaters Washers lroners Radios Cleaners 


% 


% % 0 


‘0 


Vacuum 


% 


Vacuum Dish- Radio 
Ironers Cleaners washers Sets 
(Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) (Units) 





Today, Yes No 








MINNESOTA 
Otter Tail Power Co... .. 
Minnesota Power & Light 
Norther States Power Co. 
Montana-Dakota Utilities 


1jOWA 
Peoples Gas & Electric... 
Sioux City Gas & Electric 
Western lowa Power Co. 
lowa-Illinois Gas & Elec. 

Co.. 

lowa Public Service Co... 
lowa Electric Light Power 


MISSOURI 
Kansas City Power & Light 
Co.. 
Union ‘Electric Co. of 
Missouri. 
— Power & Light! 


142,000 
409,260 


42,800 

St. Jones Light a Power 
.| 30,400 
Empire District Electric. ‘ 39,600 


NORTH DAKOTA 


SOUTH DAKOTA 
Northwestern Public Ser- 
vice Co.. 
Central Electric & Gas Co. 


NEBRASKA 
Omaha Public Power Dis- 
trict 


KANSAS 

Eastern Kansas Utilities. . 

Board of Public Utilities . . 

Western Light & Tele- 
phone Co., Inc... 

Kansas Gas & Electric Co.. 

Central Kansas Power Co.. | 

Kansas Electric Power. . 


11.7 (es of 12/31 oo , 
11.43 90 

12 
17 


15 
7m 865 
70 
15 
83 


4,000 
3,000 
15,000 





_|——__ 








ELECTRICAL APPLIANCE MARKET DATA—MOUNTAIN 





NUMBER 
OF 
CUSTOM- 


ERS 
Domestic 


PRESENT SATURATION 


1948 SALES OF ELECTRICAL APPLIANCES (IN UNITS) 


| TERRITORY 


NUMBER | 
DEALERS 
SERVING 





Elec. 


Refrig- Elec. Water 


1948 


‘0 


Vacuum 


| erators Ranges Heaters Washers Ironers Radios Cleaners 
% % % 0 % % % 


Washers 


Vacuum Dish- Radio 
lroners Cleaners washers Sets 


Refrig- Water Home Auto- Conven- 
erators Ranges Heaters Freezers matic tional 
(Units) (Units) (Units) (Units) (Units) (Units) 


(Units) (Units) (Units) (Units) 


| Pre- 


War Today 





MONTANA 
The Montana Power Co. | 


92,700 


IDAHO 
Idaho Power Co. 91,175 


WYOMING 
CSherid. Divis. nA 


*, 





Dakote Utilities. 
Western Public Service 
Co. (Laramie). . . 


COLORADO 
Colorado Central Power 
: 13,253 


Dept... et 
Frontier Power Co... | 7,030 
Home Ges & Electric Co. 8,945 
Public Service Co. of 

Colorado. 2a 
Southern Coloredo Power! 


Co. 
Fort Collins Let. a Power| 


151,032 
29,100 
NEW MEXICO 
El Paso Electric Co....... 
Public Service Co. of New 
Mexico: Albuquerque 
ming 
Les Vegas... .| 


37,623 


31,000 
1,985 
2,560 

Senta Fe... 7,250 

The Raton Public Service 

Co 2,544 
Roswell Division South- 


western Public Service 11,969 


1,241 3,853 1,493 2,025 





480 6,133) 400 
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- ELECTRICAL APPLIANCE MARKET DATA—MOUNTAIN—Continued 
a 
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x Salt River Valley Water) ae pe 
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Telluride Power Co... ... Gee 1 vcs. 65 38 16 aaa ae 550 500 450 120 200 400 WE wince <¢sease aheaas | 14 45 x 
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? Utah Power & _ > 
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eer | 138,618 | 2,236 80 40 19 5 75 15,000 9,000 7,500 1,500 4,000 10,000 2,000 10,000 500 19,000) 450 600 x 
x Provo Municipal Elec. 
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“6 a (eee | 1,500 | 2,500 10 sae. cae a, pier) ecco soeeane Geeks Menai tbe Geode a ee ee |} 3 5 x 
NEVADA | 
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x ELECTRICAL APPLIANCE MARKET DATA—PACIFIC COAST 
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TELE KING TABLE MODELS AND CONSOLETTES IN 
BLONDE, MAHOGANY AND WALNUT 


Every Tele King model is tops in 
appearance... tops in performance 
because every model has almost 
60 Square Inches of Picture Area, 
30 Tubes including rectfiers and 
the Cathode Ray Tube, television 
tuning covering all 13 channels 
authorized by the FCC for use in 
any part of the U. S., F.M. Sound, 
simplified automatic control — only 
4 knobs, A.F.C. (Automatic Fre- 
quency Control). A matching table 
is optional for all table model 
television sets. 


Fele'. iis CORPORATION - 601 WEST 26th ST., NEW YORK 1, N.Y. 
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The sales, saturation and marketing picture 


from the eleven Western States, as reported 


Eby utility executives in the area 


By CLOTILDE G. TAYLOR 


all conditions in the West is the 

primary fact of the amazing in- 
crease in population which has taken 
place on the Pacific Coast and in lesser 
degree in the Intermountain area 
since pre-war days. This is the under- 
lying factor which has caused power 
shortages. Drought and flood condi- 
tions have helped, of course, but pri- 
marily it is the impossibility of pre- 
dicting the extent of population 
growth in time to provide for neces- 
sary plant expansion, plus delays in 
the deliveries of power generating 
equipment which have kept this area 
short. It explains also how it is pos- 
sible for dealer numbers to have 
doubled or better in some areas with- 
out apparently resulting in any but 
normal number of failures. 

All but three of the eleven western 
states gained in population during the 
war—and even these report consider- 
able gains since that time. Latest esti- 
mates give a better than 40 percent 
gain for California since 1940, with 
almost equally high percentages for 
the Pacific Northwest. The phenome- 
non is said to represent the largest 
mass migration of population recorded 
in history, 

The population increases are re- 
flected in the yearly increases re- 
ported in number of domestic custo- 
mers served. A total of 63 power 
companies and municipal utilities re- 
plied to the questionnaire sent out, 
representing a total of 4,498,236 do- 
mestic customers served in the eleven 
western states, British Columbia and 
Hawaii. This was a 5.7 percent in- 
crease over the number of customers 
served by these companies a year ago. 


Western Kw.-Hr. Use High 


Pi at conctons in in estimating 


The western area generally is 
Prosperous, the entire area averaging 
better than the country as a whole in 
its income per family, with especially 
high figures reported from the Pacific 
Coast. The housing shortage is acute, 
even though the building program has 

going ahead full blast. Here as 
here, the need is for rental prop- 


erties and for homes within the reach 
of modest incomes. California reports 
that its 1948 building record repre- 
sents six percent of all housing con- 
structed in the entire United States, 
with construction showing no signs 
of abatement. 

Low rents of pre-war properties 
tend to keep down the number of per- 
sons per home because families with 
relatively low incomes can afford more 
space than previously. On the other 
hand, new construction rents and costs 
are high and many are forced to live 
with relatives or in crowded quarters 
because they cannot find better ac- 
commodations. The two factors prob- 
ably balance one another in affecting 
average annual kw.-hr. use per home. 


National Records in Electricity Use 


Some of the highest per capita 
figures of the country for the use of 
electricity are reported from the west- 
ern states. The Southern Nevada 
Power Co. serving the region in the 
vicinity of Las Vegas, Nevada, reports 
a new high of 8,253 kw.-hr. used dur- 


ing 1948 per average domestic cus- - 


tomer, probably the national record. 
Other remarkable figures are reported 
from Tacoma, where the average use 
per home was 5,850 kw.-hr. Seattle 
reported a 5,047 average. Eugene, 
Oregon, domestic customers averaged 
5,200 kw.-hr. during 1948, If these 
seem to represent predominantly urban 
areas, contemplate the 4,400 kw.-hr. 
figure reported by The Washington 
Water Power Co., or the 4,450 kw.-hr. 
record of the Portland General Elec- 
tric Co. The Idaho Power Co. last 
year sold an average of 3,650 kw.-hr. 
per home, the Southern Utah Power 
Co. figure was 6,000 kw.-hr. 

Many of these represent important 
advances over 1947 figures. The 
Southern Nevada records an increased 
use per home of 1,453 kw.-hr. Ta- 
coma City Light customers used 850 
kw.-hr. more per home this year than 
last, and those of the Portland General 
Electric Co. 650 kw.-hr. more. On 
the other hand, some companies where 
power shortages were most acute show 
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little or no increase—one or two actu- 
ally dropped their figures. In Pacific 
Gas & Electric territory, where for 
several weeks domestic customers 
were asked to decrease their use of 
electricity by 10 percent or more, an 
increase of 70 kw.-hr. is reported. 


Power Shortages Affect Promotions 


Power shortages have been rather 
general throughout the West and the 
threat of a second dry winter still 
hangs over California. The effect of 
the situation is two-fold. In the first 
place, farm returns are dependent on 
water supply in such an area as Cali- 
fornia, where practically all agricul- 
ture is served by pumped irrigation— 
and hence a drought always means a 
combined increased use of electricity 
and a threatened drop in farm income. 
Secondly, under power shortage con- 
ditions, power companies may actually 
have to delay connection of air heat- 
ers, ranges and water heaters, which 
discourages their sale. The remarkable 
record of sales reported from all sec- 
tions of the West indicates that the 
power shortages have not yet seriously 
disturbed the economy of the area. 
Spring floods in Oregon and Wash- 
ington, which represent the opposite 
extreme, have somewhat similar ef- 
fects, in that they cut into sales locally, 
injure crops and temporarily lessen 
power output. 

Companies specifically reporting 
power shortages include most of those 
on the Pacific Coast, not only those 
dependent upon water power, but also 
a number of smaller utilities serving 
individual cities which could not fore- 
see the extraordinary growth in popu- 
lation sufficiently in advance to secure 
delivery of the necessary machinery 
for expansion. Power shortages are 
also reported here and there from the 
Intermountain area. The Pacific 
Northwest power pool is straining its 
resources to meet current demands 
and dreads the possibility of a dry win- 
ter season. Los Angeles and those 
areas of southern California which 
received their power from outside the 
state, were somewhat better off and 
additional plant equipment is reported 
to have relieved them from the danger 
of shortage. 

As one of the power company man- 
agers says, however, the effect of the 
power shortage thus far has been 
mostly psychological, slowing up buy- 
ing for a time because of fear of pos- 
sible later curtailment of income, 
which after all did not materialize. 
This has resulted in later record buy- 
ing when the pent-up demand was 
compressed into a short period. Sev- 
eral companies, however, report that 
although they are meeting all de- 
mands, they are not doing any promo- 
tional advertising until more power is 
available. 


Appliance Saturation Figures 


Saturation figures are interesting as 
compared with those reported last 
year. In some cases, the saturation 
has dropped, as in the item of refrig- 
erators reported by the Southern Cali- 
fornia Edison Co. This is because 
families who have moved into the 


area have not as high a percent of ap- 
pliances as those previously located in 
the West, plus the difficulty experi- 
enced by many new home owners in 
obtaining delivery..of the appliances 
desired. 

Saturation figures are always some- 
what questionable, as it is obviously 
difficult to ascertain just how many 
homes in a large territory own refrig- 
erators or vacuum cleaners. How- 
ever, some of the larger companies 
have in the past made extensive 
samplings of the homes served and 
have kept the figures up to date by 
estimating how many of the sales re- 
ported each year by their dealers 
represented new sales, and how many 
replacements. At any rate, the esti- 
mates given are those of the best in- 
formed individuals of each district. 


Refrigerators, Ranges and Water 
Heaters 


Saturation figures for refrigerators 
center around 75 percent for this area, 
with some of the smaller companies 
reporting estimates as low as 50 or 
even 35 percent, while others figure 
that at least 90 percent of their resi- 
dence customers own refrigerators. 
Hawaii is among those with the high- 
est record at 90 percent. 

Range and water heater estimates 
are perhaps the most accurate of the 
figures given, for the reason that so 
many companies keep a record of 


’ these connections, even though sepa- 


rate meters may not be required. The 
saturation of these appliances varies 
widely in the West, as always center- 
ing in the Pacific Northwest, where 
use of electric ranges reaches such 
proportions as the 67.8 percent re- 
ported from Tacoma, or the 77 per- 
cent from Seattle, or the 70 percent in 
Idaho. All Nevada companies re- 
porting give a high saturation for 
ranges—80 percent from Ely, 70.6 
percent from the Sierra Pacific Co. 
and 60 percent from the Southern 
Nevada Power Co. All of these high 
territories are those where natural 
gas is not available—in fact, some of 
them have no gas service at all except 
for individual LPG installations, In 
California, Arizona, Colorado and 
similar territories where natural gas 
competition lowers the figures, satura- 
tions are relatively low. 

Water heater use has probably 
more to do with high kw.-hr. use in 
the home than any other one factor. 
It is not surprising, therefore, to find 
the Southern Nevada Co. reporting 
an electric water heater saturation of 
60 percent, Tacoma 57.5 percent and 
Seattle 48 percent. The California- 
Oregon Power Co. and the Portland 
General Electric Co. both report a 45 
percent saturation, as does the Idaho 
Power Co. for its territory. Cali- 
fornia figures average rather low in 
this category. 


Washers and Ironers 


Estimates as to the saturation of 
washing machines show wide varia- 
tions, even as between adjacent areas 
in the same state. Among those com- 
panies which in the past have made 

(Continued on next page) 
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THERE’S MORE ‘SELL’ IN THE PRODUCT 
WITH G-E COMPONENTS 


PREEN-X 
re NOW Mea 


HEATER CORDS | 


From now on, look for the 

- new General Electric Preen- 

X cord on the heating appli- 

ances you sell. With the 

smart G-E “400” plug and the new smooth 

Preen-X cord, it’s the brighest heater-cord 
set idea in years. 

Use this new cord as a selling aid. Show 
your customers how sleek and good-looking 
it is, how flexible and clean. Tell them it has 
more than ten times the abrasion resistance 
of ordinary heater cords. It won’t kink—has 
longer service life—resists the effects of 
water and oil. 

General Electric Preen-X heater cord with 
the colorful “400” plug is the sign of an up- 
to-the-minute heating appliance. Look for it 
on the appliances you buy and sell. Section 
(038-123, Construction Materials Depart- 
ment, General Electric Company, Bridge- 
port 2, Connecticut. 


PREEN-X HEATER CORDS 


WITH THE ““4Q00”" PLUG 


*. 
GENERAL @@ ELECTRIC 
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actual surveys of their customers, 
saturation estimates of 73 or 75 per- 
cent are not out of the way. Other 
estimates, particularly in Utah and 
the Intermountain area, go as high as 
85 or 90 percent, while some drop to 
30 or 40. The Utah Power & Light 
Co. reports an 87 percent saturation. 
Hawaii is again on the high list, with 
81 percent. 
Ironer saturations are reported” 
relatively high from the Pacific North- 
| west and California, running from 20 
percent, as high, to 10 percent, with 
average of about 13 or 14. In the 
Intermountain area and Southwest. 
the estimates drop to 4 or 5 percent, 
with occasional exceptional figures re- 
ported for small areas. Some high 
figures come from Colorado, with only 
the smaller companies reporting. One 
ironer for every six washers is the 
figure reported for both northern and 
| southern California, while eastern 
Washington says one for every 8.5 
| washers owned. Idaho reports one 
ironer per 17 washers, while Utah 
figures about the same relationship. 


Radios and Vacuum Cleaners 


Radios are owned by 90 percent or 

| better of all domestic customers in 

every part of the West—in some areas 

| the estimate is more than one radio 
| per home. 

Vacuum cleaner saturation figures 
do not vary greatly from one section 
to another, running from 65 to 80 per- 

| cent. Occasional estimates of 90 per- 

| cent balance lower figures (down to 
35 percent for one relatively small 
company). 


1948 Unit Sale of Appliances 


Sale of appliances in 1948 is very 
accurately reported from some of the 
principal areas, where monthly sales 
reports are received by the utility 
from all cooperating dealers and are 
tabulated regularly for the entire area 
served. On the other hand, some of 

| the smaller companies can give esti- 
mates only. 

Home freezers have advanced to the 
point where they equal or surpass the 
sales of ironers in most areas. Ironers 
themselves are apparently selling bet- 

| ter than in early days, for the ratio 
compared to the sale of washing ma- 
chines is definitely higher in most 
states than when present saturation 
figures are concerned. On the basis 
of the sales reported, one ironer was 
sold for every 5.6 washers in Wash- 
ington, one to 6.8 washers in Oregon 
and one to 6.1 washers in California. 
Idaho reports a 1 to 4.1 ratio, Wy- 
oming 1 to 3, Colorado 1 to 12, New 
Mexico 1 to 5.1, Arizona 1 to 9.1, 
Utah 1 to 6.8 and Nevada 1 to 16.5, 
Hawaii 1 to 12. 

Dryer figures were reported in only 
individual instances, but they show a 
substantial number of dryers sold. 
The Pacific Gas and Electric Co. deal- 
ers apparently sold about 9.3 dryers 

| per 1,000 customers. Probably an 
| even better figure than this would ap- 
| pear in the records of the Pacific 


| Northwest, but the reports on this item 
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from the larger companies are not yet 
available. Individual dealers, hoy. 
ever, report excellent sales. The Idaho 
Power Co. shows a six per thousand 
sale in its territory. 

Dishwasher figures similarly are 
available from scattered sources only, 
Where reported, however, the figure 
of five or better per thousand seems tp 
predominate. Northern California 
figures indicate a little under three 
per thousand, Utah 3.6, Hawaii 97 
Hawaii, in fact, tops the mainland, 


Television in the West 


Television sales are of importance 
in only one or two areas. From Lo; 
Angeles comes the report from the 
Southern California Radio and Ele- 
trical Appliance Assn. that as of Noy, 
9, 1948, there were 57,406 television 
sets in the Los Angeles area, with an 
average of 3.5 viewers per set. This 
breaks down to about 20,000 sets in 
use on Jan, 1, 1948, or some 37,00 
sold during the first 10 months of this 
year. Total sales for the year have 
been estimated at 44,500. 

Salt Lake City had 812 television 
sets in operation on Nov. 1, 1948, (687 
of them in private homes) and was 
selling about 67 sets per month. 
Operation there started on July 2, 
1948. Seattle started its television 
broadcasting in November, too late to 
have any report as to sales. San Fran- 
cisco expected to bring in its first sta- 
tion in mid-December, with hopes for 
some sales before Christmas. 


Will Utilities Merchandise? 


For the most part, western utilities 
are out of the merchandising business. 
Latest to join the ranks of those leay- 
ing all appliance selling to dealers is 
the Seattle City Light Dept., which 
hitherto has sold ranges and water 
heaters. 

The utilities in the Pacific Coast 
States which still merchandise are: 
Tacoma City Light Dept., which still 
handles ranges and water heaters, the 
California Electric Power Corp., serv- 
ing the Imperial Valley area, which 
sells ranges and water heaters, the 
Coast Counties Gas & Electric Co. 
centering at Santa Cruz, Calif., which 
sells ranges, water heaters and air 
heaters. All others are out of appli- 

(Continued, on page 210) 
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“HAVE YOU BEEN DRINKING, OR IS THERE A 
SHORT IN THE ELECTRIC BLANKET?” 
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SEE the Complete 1949 BEN-HUR Line 
at our Permanent Exhibit, Room 528 











MMU 7/7/49 BEN-= 4 UR 


FARM AND HOME FREEZER 


Styled by BROOKS STEVENS, Nationally-Known Industrial Designer 











AMERICAN FURNITURE MART 
Chicago, January 3 to 15 


. . » A BEN-HUR to fit every family 
~— ——— 


© 1 
= | 
1 
18.45 Cubic Feet \ 
4+ 4 = — | 
im. © 
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12.5 Cubic Feet 9.19 Cubic Feet 


The 1949 BEN-HUR Line again covers models for 


sizes — to fit food freezing and storing needs 
from 450 Ibs. to 900 Ibs. 


New Ben-Hur Warranty Protection Plan 
BEN-HUR's Warranty Protection Plan, at no extra 
cost, includes: 


FIVE Year Warranty en Condensing Unit, and 
ONE Year on component parts. This is unique 
protection that demonstrates the complete confi- 
dence you may enjoy in selling the 1949 BEN- 
HUR Farm and Home Freezers. 


...PLUS all these time-proven BEN-HUR Features 


* Separate Freezing Compartment °® All-Steel 
Construction ® Temperature Indicator ® Patented 
Cold Control © Table-Top Design ® Safety Hard- 
ware ® Counter-Balanced Hinges © ‘Slamless” 
Dual Latches ©@ Hermetically Sealed Insulation 
* Sealed Inner Lining © More Effective Cold 











Contact © Positive Cold Seal ® Hermetically 
Sealed Refrigeration Unit © Pure Copper Tubing 


CHECK THEM ALL . . . and you'll choose the 
NEW 1949 BEN-HUR LINE 


| 
Ben-Hur COMPLETE LINE Sales Advantages. . . } 
} 





EVERY family —9.19, 12.5 and 18.45 cubic foot 


Built to new leadership standards in 


BEAUTY - DESIGN - ENGINEERING 
WORKMANSHIP - PERFORMANCE 











For 1949, BEN-HUR offers you today’s most exciting selling combination of 
beauty and performance in freezers! Styling—by Brooks Stevens — is a dis- 
tinct departure from standard freezer design—combining beauty with utility. 
The new cabinet-front motif, with indented vertical and horizontal lines, provides 
— — new symmetry and balance, and, just as im- 
" bai portant, adds greater rigidity to the cabinet. 
New Dual Latches, widely spaced, with a con- 
necting bar of crystal-clear Lucite add novel 
brilliance and beauty — and simplify cover opening and closing. Gleaming 
white baked enamel, with sparkling chromium metal parts, plus a touch of 
‘Ben-Hur Blue’’ enamel inlay, complete a “‘picture’’ that inspires quick at- 
tention. And the many new performance features give you a home freezer 
sales story that just cannot be duplicated today — for easy selling and 
years of customer satisfaction. Make the BEN-HUR your Profit-Line for 1949! 


@ Complete food baskets and dividers — 
(Standard equipment) 


@ New handy ice trays and racks — 
@ New Ben-Hur Alarm System — 
@ Special Locks for Dual Latch Handles — 






CO uw 
hee 
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BEN [ill]; Eecan= sss wows recerensy 


DEPT. EM, 634 EAST KEEFE AVENUE 
MILWAUKEE 12, WISCONSIN 
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Seven new planes completed 
eee at a cost of 54.30! 


































































































New planes can’t fly without control cable, and this manufacturer needed 
some — fast. He got it the same way he regularly gets many supplies and 
parts — by Air Express. The cable was ordered in A.M., delivered to 
plant same day. 500 miles, 28 lbs., Air Express charge only $4.30. And 
plane production continued without a break. 





































































































$4.30 included pick-up and deliv- 
ery at no extra charge—and receipt 
for shipment. All this, plus the 
world’s fastest shipping service. 
That’s Air Express—used with 
profit by every business. 





a a ney go on all flights of 


heduled Airlines. Speeds up to 5 
miles a minute—no waiting around. 
Around-the-clock service. Direct 
service to over 1,000 airport cities, 
air-rail for 22,000 off-airline offices. 












































Facts on low Air Express rates: 


22 lbs. of new fashions goes 700 miles for $4.73. 
6-lb. carton of new jewelry line goes 1,000 miles for $2.24. 
Same day delivery in both cases if you ship early. 
































Only Air Express gives you all these advantages: Special 
pick-up and delivery at no extra cost. You get a receipt for every ship- 
ment and delivery is proved by signature of consignee. One-carrier 
responsibility. Assured protection, too—valuation coverage up to $50 
without extra charge. Practically no limitation on size or weight. 
For fast shipping action, phone Air Express Division, Railway 
Express Agency. And specify “‘Air Express delivery” on orders. 


SPEYY Fy f EOS 


GETS THERE FIRST————__—— 






























































Rates include pick-up and delivery door 
to door in all principal towns and cities 
































AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES of THE U.S. 
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ance selling. The British Columbia 
company does no merchandising. 

From the Mountain area, the Idaho 
Power Co. handles a complete line, 
centering its activities principally in 
the rural districts which are not com- 
pletely served by dealers. Most of the 
Wyoming utilities sell appliances. 
The Sheridan County division of the 
Montana-Dakota Utilities Co. now 
sells a complete line. Western Public 
Service Co. serving Laramie sells 
everything but radios. The Southern 
Wyoming Utility Co., serving Rock 
Springs, has a department store affilia- 
tion and handles in this way a com- 
plete line. The Cheyenne Light, Fuel 
& Power Co. is an auxiliary of the 
Public Service Co. of Colorado and 
maintains a similar policy of selling 
major load building appliances, lamps 
and newer items which need promo- 
tion. 

The Colorado Central Power Co. 
sells ranges, freezers and ironers. The 
Southern Colorado Power Co. handles 
practically a complete line. The Public 
Service Co. of Colorado lists ranges, 
water heaters, home freezers, dish- 
washers, disposals, ironers, certified 
lamps, blankets and comforters as the 
items carried. 

None of the New Mexico utilities is 
in the merchandising field, except for 
the El Paso Electric, which serves the 
prosperous Mesilla Valley area. It 
handles a complete line. 

None of the Arizona utilities mer- 
chandise, nor do any from Utah or 
Nevada. 

The two Hawaiian companies re- 
porting both sell a complete line of 
appliances. 


Number of Dealers 


The number of dealers serving the 
various territories of the West has not 
changed markedly from last year. In 
some cases the estimate is up slightly, 
in others down. Very few areas re- 
port any important number of failures 
during the past year. Where these 
have occurred, for the most part their 
places have been taken by new firms 
opening up. 

Reduced to percentages, the increase 
in the number of dealers as of Dec. 31, 
1948 compared with pre-war figures 
has been figured by states. These give 
a 90 percent increase for Washington, 
53 percent for Oregon and 86 percent 
for California. Montana reports a 
33.7 percent increase, Idaho 25 per- 
cent, Wyoming 100 percent, Colorado 
130 percent, New Mexico 113 percent, 
Arizona 17.2 percent, and Utah 40.4 
percent, while Nevada reports an 80.7 
percent increase in the number of 
dealers. British Columbia dealers 
were up 90 percent, Hawaiian dealers 
about 166 percent. 

By dividing the number of dealers 
reported into the total number of cus- 
tomers in the corresponding areas, we 
arrive at a figure of somewhat under 
300 customers per dealer for the aver- 
age in the West. This is obviously 
low for any continued successful oper- 
ation, but there are, of course, numer- 
ous modifying factors. The first and 
most important of these is the fact 
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that many stores handle electrical ap. 
pliances only as a sideline and do no 
attempt to make their living in this 
field. It is possible also that some 
stores have been included which handle 
only smaller appliances, although the 
question was worded to include only 
those handling major equipmen, 
There are also many combination con 
tractor-dealer establishments, whose 
main activity is in wiring rather than 
appliance selling. Figures by states 
are given in the following table: 


NUMBER OF DOMESTIC CUSTOMERS 
PER DEALER 


GE os Wart acins eae 291 
MN waged cls ate wink cheese eee 297 
I 9c pow ain ioe aly eae <a 548 
I sto pcr slated usile, aca le 198 
hc a a ig pie te ath wiahok ica 188 
SE ee ere 778 
Re ee . 32 
MN 2 ccs spate bcwecasnceeae 609 
(| ESTER SEE RAR), 269 
ETA ERS ae ete aE SN 24 
ES ene Sera a PY. 211 
AR ioe oe cote Waites acne eae 260 
I I oso cw prwolnrelee wecuan 563 


Dealer Mortalities 


Replies to the request for an esti- 
mate of dealer mortalities during the 
past year came from those companies 
receiving monthly dealer reports and 
from a few others. Most power com- 
panies express the opinion that the 
situation seems to have settled down to 
relatively stable relationships and few 
further failures are expected. In con- 
sidering these figures, it must be re- 
membered that a certain proportion of* 
failures are normal. Also, in many 
cases, the dropping out of a dealer 
should not properly be classed as a 
failure—the man may have died, or 
moved, or have dropped the appliance 
department from a business predomin- 
antly something else. Several of the 
larger figures come from smaller com- 
munities where the dropping out oi 
one or two stores looms large on 4 
percentage basis. Considering the fact 
that this year was the one predicted as 
the critical time, when a large number 
of dealers would be forced to fold up. 
the record reported is remarkable 
chiefly because the number of failures 
is so small. 


Deliveries Not Yet Normal 


Few areas report deliveries normal, 
although several power compaties 
qualify their replies by saying they are 
“nearly so”. Some specify that deluxe 
refrigerators and ranges and certain 
brands of mixers and pop-up toasters 
are the only items on the scarce list 
The assignment of the replies to the 
“yes” or “no” column in the table 's 
somewhat arbitrary, depending upo® 
whether or not the tinge of the answer 
was affirmative or negative. In get- 
eral it seems clear that deliveries ar¢ 
much nearer normal than they were 4 
year ago and that many items are fully 
caught up with demand. Almost every- 
where it is possible to purchase the 
equipment desired, providing emphas's 
is not on brand names, nor on particu- 
lar models. On the other hand, a few 
areas still specify that only a few items 
(Continued on page 212) 
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DISING 





It’s market time in the homefurnishings industry... 
with leading manufacturers from all over the 
country putting their best products forward. 
See for yourself how many of these best products have 


also appeared in House & Garden. See how displays of 


fine furniture, beautiful lamps, china, and household equipment are singled out at the showings because of 


House & Garden tie-ins. And remember ... over 380,000 peak-income readers have seen this merchandise, too. 






They’ ve studied it in House & Garden... have already 
been sold on it by House & Garden’s buy-wise word. 
“As Seen in House & Garden” is all the sales talk 
these customers will ever need. For once previewed 


in House & Garden ..~merchandise is pre-sold for you! 





House & Garden 


© 1948 THE CONDE NAST PUBLICATIONS INC 
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Its golden touch in the golden markets works for you 
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LUSTRO-GRIDDLE 


The original and only Table Griddles for pan- 
cakes. Mother enjoys ’em with the family 
— without leaving the table. LUSTRO- 
GRIDDLE has a heavy gleaming griddle 
plate and sides. AUTO-GRIDDLE has built- 
in lifetime thermostat, automatically keeps 
heat at exact temperature. 


aw 


AUTO-GRIDDLE 


ENGINEERS AND MANUFACTURERS OF 
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than 200 
arents Insti- 
aboratories, 


MODEL 338 MODEL 340 


NAXON BEANERY — THE ALL PURPOSE COOKER is crock lined 

‘ for natural flavor, retains all vitamins and is a pleasure to cook any of a 
thousand foods. The All-Purpose Cooker needs no attention—no adding 
of water. Can not over-cook. Model 338 holds 11/. qts. Model 340 has a 
fast-slow switch and holds 31/2 qts. 


SEE US AT THE JANUARY SHOW 
SPACE NO. 361--- NAVY PIER 


PRECISION ELECTRICAL DEVICES SINCE 1922 
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such as radios and hand irons are noy 
available in abundance. 


Consumer Resistance Rising 


Similarly qualified answers to the 
question as to consumer resistance to 
high prices make this item difficult to 
classify. Taking an all-over view of 
the returns, it appears that there js 
some slight customer resistance to 
prices in most localities, most electrical 
people feel that there is going to be 
more, but so far it has not interfered 


| greatly with the sale of appliances, 


| High Wiring Costs Affect Range Sale; 


High cost of range and water heater 
wiring is a serious problem in many 
districts on the Pacific Coast. A ques. 
tion as to whether or not installation 
costs are actually interfering with the 
sale of this equipment brought illumin- 
ating replies. 

Puget Sound Power & Light says 
this difficulty “is increasing” in that 
territory. At present nothing is being 


| done to bring down such costs. A 


similar reply comes from the Seattle 


| City Light Dept. Tacoma City Light 


does not think wiring costs impede the 
sale of ranges or water heaters to any 
extent. “Very little” is the reply from 


| The Washington Water Power Co. 


From Oregon, the California-Ore- 
gon Power replies that installation 
costs do not as yet interfere with the 


| sale of ranges or water heaters. In 


fact, the only two areas in that state 
reporting any difficulty are the terri- 
tory served by the Pacific Power & 
Light Co., which says flatly “yes” in 
reply to the inquiry and that of the 


| Portland General Electric Co., where 


the reply is “not to any great extent”. 
Los Angeles Dept. of Water & 
Power experiences difficulty and has 
plans to help solve it, but they are not 
sufficiently developed to discuss. 
Pacific Gas & Electric Co. and deal- 


| ers are trying to meet the problem by 


channeling installation work through 
certain dealers. 
San Diego Gas & Electric Co. says 


| there is trouble “in some areas”, but 


dealers are encouraged to make ar- 
rangements with an electrician to it- 
stall at a flat rate. 

Southern California Edison Co. says 
there is difficulty in some areas. 

Montana Power Co. says there is 
some trouble there and that the matter 
is now being given some study. Idaho 
Power Co. says there is no difficulty. 

Arizona reports that installation 
costs do interfere to some extent with 
range sales in some districts of that 
state, but none of the power companies 
has any particular program to meet the 
situation. The Arizona Edison Co. 
says costs “do not seem” to caus 
trouble in its territory. Both Phoenix 
and Tucson companies report some 
trouble. 

None of the Nevada power cof 
panies report any trouble with installa- 
tion costs. In fact, the Sierra Pacific 
Co. discontinued its wiring allowance 
of $35 on Sept. 1, 1948 without appar 
ently checking in any way the sale 
electric ranges in that district. 
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uestion: 





~~ 





l. What automatic washer was first on the market 
and is now the only one that’s backed by 11 years of 
trouble-free service? 


I What washer franchise has piled up the biggest profits for 
the greatest number of appliance dealers since the war? 


A What automatic washer is used by more women V7] § We 7. 


than any other? 





4. What automatic washer is wanted by more women 
than any other? 


5. There’s only one washer in the world that can actually 
measure and put in its own soap. What's its name? 


6. What's the most complete line of automatic washers, 
dryers, ironers? 


7 e To offer your customers the widest range of prices, 
what brand of automatic home laundry equipment 
would you have fo sell? 


8. To get the support of the biggest, hardest-hitting national * 
and local advertising support in the business what If your answer is “Bendix”, you're absolutely right! 
washer franchise would you pick? And if you think the Bendix franchise will become 
even more valuable in 1949, then, Brother, you 


9. What's the biggest-selling automatic dryer on the market? are absolutely correct again! 
Happy New Year! 


10. What washer franchise will be the most profitable one 
of all in 1949? 





BENDIX HOME APPLIANCES, INC. 
SOUTH BEND 24 INDIANA 
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RANGE WIRING COSTS DOWN 


HE average cost for installing an 
electric range in 1948 is $40, 
representing an indicated de- 
crease of $9 from the 1947 average. 
Tabulations of a new survey among 
consumers who have installed ranges 
this year reveal basic facts influencing 
rapidly accelerating electric range sales 
which are characterized as showing 
that “the electric range industry has 
come of age,” Leonard C. Truesdell, 
vice-president of marketing, Hotpoint, 
Inc., said. 
Asserting that this study among 10,- 
000 consumer-purchasers of electric 


Average installations in 1948 amounted to $40, a 


decrease of $9 from 1947, according to a new Hot- 


point survey among 10,000 consumer-purchasers 


ranges is the first undertaken on a 
national basis, the official said that in 
addition to data on wiring costs the 
new information discloses other factors 
affecting electric range purchases, in- 
cluding: type of dealer patronized; 
reasons for patronizing a_ specific 
dealer; the replacement market; and 


range purchases as related to home 
investment. 

The survey, conducted by the com- 
pany’s market research department as 
part of a continuing activity on dealer 
opinions and consumer buying habits, 
is one of several studies of this nature 
now being conducted under Hotpoint’s 


broadened marketing program. Ques- 
tionnaires were filled out by customers 
who purchased electric ranges between 
November, 1947, and November, 1948. 

Reductions in cost of installations for 
ranges is one of the most significant 
factors in the increasing acceptance of 
this appliance during the post-war 
period, Truesdell said. The steadily de- 
creasing cost contributes to the rapidly 
mounting consumer demand for electric 
cooking which justifies the industry’s 
greatly expanded facilities for manufac- 
turing. He cited his company’s post-war 

(Continued on next page) 
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Replacing An Electric Range 
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Heres Your Freezer Line 





AY OAS Sed SELLS EASILY... 
"WITH ALL THESE FEATURES 


MODEL 16V — 16 cubic feet capa- 
city upright Freezer. Four sepa- 
rate compartments with individual 





doors. 


It pays to sell the best. And with 
Sub-Zero’s complete line of modern, 
dependable freezers, sales and profits 
will come easier, faster. This com- 
plete line offers freezers from 10 to 
60 cu. ft. capacity, including two- 
temperature models in the 16, 21 and 
30 cu. ft. sizes. All are constructed 
of heavy gauge aluminum, with thick 
fibre glass insulation and the most 
dependable compressors. 

Sub-Zero freezers are modernly de- 
signed .. . backed by over 20 years 
experience ... and attractively priced. 
For a profit-making line for your 
sales floor .. . investigate Sub-Zero 

. now. Write for complete infor- 
mation and for available territories. 


SUB-ZERO FREEZER CO., INC. 


MADISON « WISCONSIN 


THE COMPLETE LINE OF FREEZERS | 
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Range Wiring Costs Down 





expansion into which a considerable 
part of an over-all $50 million in- 
vestment is being tied up in facilities 
and operating capital for range pro- 
duction. 

“Shortly after the war when it be- 
came apparent that the electric range 
had hit its stride,” he said, “the dealer. 
as well as the manufacturer, was con- 
fronted with the problem of high in- 
stallation costs. While I recognize 
that this has been a serious problem, I 
believe that the price trend has defi- 
nitely turned downward. Industry 
sales this year of more than 1.5 million 
electric ranges would seem to indicate 
that installation costs do not constitute 
a seriously deterring factor in con- 
sumer range purchases. 

“Tt is significant to note current ac- 
tivity in the electric utility industry as 
it affects the future of the electric 
range,” he said. “While the utilities 
were outstanding merchandisers of 
electric ranges in the past, recent power 
shortages have forced utilities to re- 
duce their promotional activities. Now 
the utilities are undertaking a tre- 
mendous expansion program which will 
double present generating capacity by 
1960. The market for electric ranges 
will be considerably expanded by this 
program.” 

During the last year, some utilities 
have discontinued underwriting range 
installation costs, Truesdell noted. This 
may indicate that public demand has 
now established the electric range as 
firmly as the refrigerator, eliminating 
the need for installation underwriting 
to encourage sales. The electric range 
has only a 14 percent saturation in 
wired homes, he said. While it is esti- 
mated that industry sales will continue 
to exceed a million sales annually in 
the immediate future, electric range 
saturation will reach only 25 per cent 
by 1960, statistics show. 


Why Consumers Bought 


Commenting on the highlights of the 
survey, Truesdell said that the reduc- 
tion in installation costs is a great ad- 
vance in maintaining the electric range 
as an established, high volume appli- 
ance. He noted that 62 percent of the 
consumers listed manufacturer design, 
reputation and recommendation as the 
most important considerations in pur- 
chasing a range. It is significant that 
these factors have determined to a large 
extent the development and growth of 
other appliances in the past. 

Analyzing the factors influencing the 
purchase, he said that these points 
emphasize the manufacturer’s responsi- 
bility in producing a high quality, well 
designed product. The importance of 
consistent advertising and promotion is 
reflected in the degree to which repu- 
tation influenced the consumer’s pur- 
chase. 

The official said that 27 percent of 
the sales replaced gas ranges, while 
26 percent replaced ranges with other 
types of fuels. The survey revealed 
that 20 percent of the sales were the 
first range purchased by the consumer. 
The average electric range replaced 
was well over 10 years old, a factor 
which reflects product durability. 

The tabulations showed that 62 per- 
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cent of the consumers bought a par. 
ticular range brand because of features 
design and construction. Truesdel] in. 
terpreted this to mean that over 
features, rather than a single outstang. 
ing feature, were responsible for the 
choice. While it is too early to measur, 
the effect of a revolutionary design 
such as pushbutton control, it can 
expected that this feature will appey 
in future surveys as an influential fa. 
tor affecting consumer purchases, fe 
said. 

Brand name or reputation was listej 
by 55 percent of the consumers as the 
reason for their purchase. Only 17 
percent cited dealer contact or sales. 
manship as the determining factor jp 
closing the sale. Truesdell character. 
ized this point as one of the most in. 
portant highlights of the survey. 


Salesmanship Needed 


“Since only 17 percent of the con. 
sumers were sufficiently impressed by 
dealer salesmanship to list this factor 
as the number one influence in the 
purchase of an electric range, it is ap. 
parent that manufacturers must con- 
tinue to train their dealers and support 
them with every selling aid possible” 
he said. “While this phase oi the sur- 
vey might indicate that the consumer 
is still carrying the fight to the dealer's 
door, the realistic dealer already is 
aware that sales of other less wanted 
appliances require skilled salesmanship 
accompanied by consistent merchandis- 
ing programs and follow-through.” 

Truesdell said that most consumers 
(62 percent) surveyed purchased an 
electric range from an appliance dealer. 
Other types of outlets were patronized 
by consumers as follows: public utili- 
ties, 12 percent; furniture stores, 10 
percent; department stores, 7 percent; 
plumbing and heating outlets, 2 per- 
cent; other types, 6 percent. 

Because 62 percent of the consumers 
listed the dealer’s reputation, service 
and courtesy as the reasons for patron- 
izing a particular outlet, Truesdell 
concluded that the specialty appliance 
dealer is in the best position to offer the 
customer personalized attention. Writ- 
ten-in comments by consumers under 
this question also included these fac- 
tors: Reliability, past purchase satis 
factory, service friendship, neighbor- 
hood location, courtesy, and terms. 


Income Level Factors 


Truesdell said that the section of the 
survey dealing with price classification 
of the consumer’s home supports mar 
keting studies which reveal that fami- 
lies earning $5,000 or more constitute 
the largest segment of buying power, 
so far as major appliances are com 
cerned. The survey showed that 3 
percent of the consumers valued thetr 
homes in the $6,000 to $10,000 classif- 
cation. Only 9 percent of the consum- 
ers lived in homes valued at more than 
$15,000. 

Supporting his assertion that the 
$5,000 income group is an increasingly 
important purchasing power in the 
appliance industry, Truesdell cited 
market study which revealed that: Ia 
1939, 1.6 percent of all families w* 

(Continued on page 218) 
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The evaporative cooler market isn’t a bed of 
roses—but Dearborn is tackling it with the same 
ammunition with which it captured the top spot 
in the Gas Heater field: 


7 percent; VALUE 
ts, 2 per- 
PRICE STABILITY 


consumers 


n, service : f 
or patrot- This year, the three best evaporative coolers on 


Truesdell the market will carry the Dearborn trade-mark: 


appliance the 2200 CFM DEF-22, a superb window cooler 

o offer the the 2500 CFM DEB-25, a blower-type cooler of 
on. Writ- unsurpassed efficiency 

ers under and the 3500 CFM DEB-35, a big blower-type 
these fac- cooler that will do a big job—and do it well! 

1ase satis- 
neighbor- 
terms. 


Here’s your chance to sell Dearborn YEAR "ROUND 
COMFORT —\the finest gas heaters in winter... the 


profit-combination you can’t beat! | . 


world’s finest evaporative coolers in summer. It’s a 
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Carrier’s two new lines bring you 


year-round sales 





For a combination that provides greater 
sales all year round, there’s no more profitable 
franchise than one covering both Carrier Room 
Air Conditioners and Carrier Food Freezers. Both 
lines have natural selling seasons — seasons that, 
between them, blanket the entire year to give you 
non-stop profits. 

Not only that, both lines are best sellers. With 
Carrier Air Conditioners, you have a complete line 
— window and floor models —each offering the 
greatest capacity per dollar, smartly styled and effi- 
cient, quiet and economical in operation. With 


Carrier Food Freezers, you have the last word in 
modern refrigeration — two big-capacity upright 
models of 15 and 30 cu. ft. designed to give years 
of satisfaction. Among their customer-pleasing fea- 
tures: extra-thick insulation, handy front door for 
easier handling, a 5-year warranty. 

More and more dealers are making sure of all-year- 
round sales—and greater profits—by taking on both 
these Carrier lines. They know the value of the 
Carrier name, long a “buy-word” in air conditioning 
and refrigeration. Write for details. Carrier Cor- 
poration, Syracuse, New York. 


YOU ARE CORDIALLY INVITED TO VISIT THE CARRIER 
SHOWROOM, 1186, AT THE MERCHANDISE MART. 


AIR CONDITIONING + REFRIGERATION + INDUSTRIAL HEATING 
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in the $5,000 income bracket; in 1945 
this group represented 12 percent of aij 
families; and in 1948 more than 2) 
percent, or nearly nine million families, 
were included in this income group, 

The portion of the survey dealing 
with the size of the town in which the 
consumer lives showed that one-fifth of 
all the consumers were in the farm 
market. This classification was second 
only to the 25 percent who lived jp 
towns of 50,000 or over. The market. 
ing official interpreted this to indicate 
the importance of the farm market for 
appliance manufacturers. 

Summarizing his interpretations of 
the survey, Truesdell concluded that 
a well designed appliance, supported 
by national advertising and the reputa- 
tion of an established manufacturer. 
will find a good market. While re. 
ducing installation costs is still a prob- 
lem of major concern to the industry, 
progress made during the last year has 
been encouraging. The dealer must 
play an increasingly important part in 
the development of the market. 


Merchandising Factors 


Evaluating the survey from the mer- 
chandising viewpoint, Edward R. Tay- 
lor, merchandising manager, said that 
the tabulations “offer concrete evidence 
of the need for coordinated merchan- 
dising programs at the dealer level. 
The success of consistent merchandis- 
ing activities implies complete coopera- 
tion of factory, distributor and dealer. 
The sizable outlays being made in the 
appliance industry today for advertis- 
ing, promotion, and sales training will 
be misdirected unless the dealer takes 
the fullest advantage of all selling aids.” 

The survey has been valuable in 
projecting future company merchandis- 
ing schedules, Taylor said, adding that 
the $5 million merchandising budget 
for the past year now can be effectively 
evaluated in terms of influencing actual 
range sales. While advertising was not 
| specifically mentioned by consumers a: 
'an outstanding factor affecting a range 
|purchase, the 56 percent who listed 
quality or reputation were endorsing a 
policy of consistent national advertising 
whiich builds reputation, he said. 

The reasons listed by consumers for 
| patronizing a particular dealer showed 
that while reliability and courtesy were 
high on the list, local advertising drew 
only passing mention, he said. Since 
only .4 per cent of the consumers 
|named local dealer advertising as an 
influential factor, it is apparent that 
this important phase of planned mer- 
chandising has been neglected by deal- 
ers, Taylor said. 

It is important to note that 63 per- 
cent of the consumers patronized af 
electrical appliance outlet, Taylor said. 
Since the specialty dealer was instru- 
mental in developing many of the suc- 
cessful selling methods in the industry, 
it is evident that this type of dealer 1s 
in an ideal position to capitalize on 
specialty selling to build greater profits. 
Appliance manufacturers now recog- 
nize that maintaining high sales volume 
in the long-range market will depend to 
a great extent on the dealer’s use of 
specialty selling methods as part of af 
organized merchandising program, he 
concluded. End 
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SIMPLE THUMB-SCREW 
ADJUSTMENTS FOR 
"7 DIFFERENT HEIGHTS 


MET-L-TOP made “Brand name” mean some- ce 
thing in ironing tables ...and MET-L-TOP leads . 
the field in desirable features that women want. sa 
The latest advantage is... 


ADJUSTABLE HEIGHT 


Acclaimed by home economists and thousands of 
users as a most important factor in REDUCING 
BACK STRAIN, ARM STRAIN AND IRONING 
FATIGUE usually caused by ironing over a table 
Reiter botnes _ ’ , that is too low or too high. 

En nt ae MET-L-TOP is the original ALL-METAL iron- 
‘ ? ae ing table... FIRE-PROOF, WARP-PROOF, 
% ae CRACK-PROOF...NO WOBBLE, NO 
SQUEAKS, NO CREEPING. The ProtectoRest 
serves as a hanger for the table, or a convenient 
rest when the table is stood on end. The MET-L- 
TOP provides lifetime durability... folds to set 
or stand in a space only 32 inches deep. 









FAIR TRADED 
$1095 


MET-L-TOP without adjustable legs $945 
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TTRACTED by that melon of 
rural opportunity described by 
B. W. Clark, vice-president of West- 
inghouse, the third annual Farm Elec- 
trification Conference, which met in 
Chicago late in November, heard Mr. 
Clark speak of a market of 4,000 kw.- 
hr. per customer by 1957. 

He pointed out that farm power sales 
amounted to 1.4 percent of the total in 
1927, 4.1 percent of the total in 1947, 
and promised to be 5.7 percent by 1957. 
The farm market is good for $4 billion 
worth of electrical appliances during 
the next ten years, he said. There will 
be $1,350,000,000 spent for farm pro- 
ductive equipment in the next decade. 
All will be paid for by profits or time 
savings. For example, a barn cleaner 
on one farm will save 6,390 man hours 
in a decade. A milk cooler, because of 
the premium product it produces, is 
good for a $3,135 profit. There can be 
expected to be 5.4 million farms with 
electric service by 1957. 


Who Sells the Farmer? 


The Westinghouse survey indicates 
that electrical specialty stores were 
good for 31 percent of the farm equip- 
ment business; hardware stores, 21 
percent; electrical contractors, 18 per- 
cent; farm equipment, 12 percent; 
miscellaneous, 18 percent. What was 
needed to sell farmers were outside 
salesmen and good service departments, 
and 75 percent of the electrical dealers 
qualified for that, whereas only 60 per- 
cent of the hardware dealers measured 
up. Apparently, the only prerequisite 
for an electrical farm dealer is that he 
go after farm business. The manu- 


Farm Conference Told Power Use 


Will Average 4,000 Kw.-Hr. by ‘57 


Clark tells third annual meeting that 
farmers will buy $4 billion worth of 
appliances during next ten years 


facturer has to provide an umbrella in 
the shape of supplying proper devices 
and the right rating. 

The following points were brought 
out: 

1. That a considerable market for 
power driven tools existed but ridicu- 
lous discounts, often only 15 percent, 
stopped dealers in their tracks from 
handling them, especially when the 
average cost of doing business for a 
retail dealer is around 26.2 percent, 
according to Clif Simpson of the Na- 
tional Electrical Retailers Assn. 

2. That demonstration and educa- 
tion are the two things needed to sell 
the farm market. 

3. That manufacturers are reluctant 
to grant margins on slow moving or 
promotional items which would com- 
pensate dealers for carrying them; 
dealers such as chain stores, have been 
handling only the fast turning stuff. 

In a “Plague on Both Your Houses” 
speech, W. H. Tammeus, a Woodstock, 


DISCUSSING Problems of mutual interest at the third annual Farm Electrification 
Conference are (left to right): H. E. Slusher, Missouri Farm Bureau Federation; Frank E. 
Watts, retiring chairman, National Farm Electrification Conference and executive 
Gssistant, Farm Journal, and Claude Wickard, administrator of the REA. 
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Ill. county agent, outlined his survey 
on what farmers didn’t like about deal- 
ers, and vice-versa. 


Rural Complaints of Dealers 


Dealer complaints were as follows: 

1. Farmers expect us to drop every- 
thing and to make a bee-line when 
they have service trouble. 

2. The farmer doesn’t have fuses or 
belts; he never oils or keeps his ma- 
chinery clean. 

3. Payments are slow from the well- 
to-do farmer who thinks in terms of 
crops instead of contracts. 

The farmer retorted: 

1. Dealers put off taking care of 
complaints until the guarantee period is 
ended. 

2. Dealers are undermanned. 

3. They fail to keep delivery prom- 
ises, 

Farmers get information from farm 
magazines and demonstrations. Mr. 
Tammeus suggests that more articles 


on service be prepared with pictures. 
Dealers should invite groups and have 
a factory man present to demonstrate 
the use and care of machinery. Home 
movies are good and will always at- 
tract interested crowds. Farm equip- 
ment should be made as automatic as 
possible. Most equipment sold to farms 
is not large enough nor is it as well 
made as before the war. 

T. R. Rosencrans, Paw Paw, Ill. 
dealer, said that 75 percent of the 
farms are not adequately wired for the 
equipment they attempt to load on the 
lines. More visual education for farm- 
ers and dealers is needed, he remarked. 
Farm boys can be developed into the 
best type of service men, and know 
what the farmer is talking about. 

It was suggested that dealers invite 
high school vocational guidance classes 
to help them out on their repairs. They 
won't break anything, and some good 
men can be gleaned from the experi- 
ence. 

It was brought out that adequate 
service was a somewhat inchoate ex- 
pression. The first warranties on farm 
equipment covered the harvest season. 
It was later extended to a year. With 
the spread out of farms into so many 
fields of machinery, the repair job is 
tremendous. 

(Continued on next page) 





THE UTILITY ANGLE comes in for a little attention at the Farm Electrification 
Conference when these three get together. Left to right, they are: C. P. Wagner, 
Northern States Power Co.; Ross Maurey, Arkansas Power and Light Co., and Karl 


Gorham of Electricity on the Farm. 
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THE DISTAFF SIDE is represented by (left to right): Elizabeth Parker, home service 





director, Georgia Power Co.; Frances Armin, Adequate Wiring Bureau, NEMA, and 
Gertrude Drinker, Farmers Home Administration, Washington, D. C. 














































QUALITY WASHING MACHINES FOR 


ALMOST THREE QUARTERS OF A CENTURY 


Cash in on this experience 


Tangleproof Floating Agitator. 


Electro-Safe Pressure Extractor. 


Corrugated Stainless Steel or Porcelain Double-Wall Tub. 


Trouble-Free Transmission (only 4 moving parts). 


Minimum Service. 


Quality Materials. 


VOSS KNOW-HOW MEANS EXTRA DOLLARS IN YOUR 


INVESTIGATE THE ADVANTAGES OF THE VOSS DEALER FRANCHISE 


VOSS BROS. MFG. CO. 
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Time TesTeo 
Since 1876 
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A home economist panel consisting 
of Mrs. Ruby Rolls, Hebron, IIl., 
teacher, Miss Naomi Shank, Iowa 
State College; Miss Gertrude Drinker, 
Farmers Home Administration; Miss 
Louisan Mamer, REA, Washington, 
D. C.; Miss Elizabeth Parker, Georgia 
Power Co.; Miss Verna L. Miller, 
Frigidaire; and Miss Lucile Smith, 
Cappers Farmer; talked on how home 
economists should help meet the farm 
family’s needs electrically. Mrs. Selma 
Andrews, Hotpoint, was chairman. 


Corpse in the Parlor 


Pointing out that there was still a 
lot of selling of electricity to do, Miss 
Elizabeth Parker of Georgia Power 
Co., told of her encounters with 
Georgia families. “Where do you 
think the best place would be to lay 
out a corpse in this parlor?” was the 
way one southern housewife ap- 
proached her. By expertly showing 
how electric lights would best illumi- 
nate a corpse, Mrs. Parker led the 
discussion to electrification of the 
home, chalking up crosses on the wall 
to indicate where switches should go. 
As part of her kit, she carried a board 
on which outlet switches and recepta- 
cles are mounted to demonstrate the 
points she desires to get across. Naomi 
Shank pointed out that short courses 
are needed, and as utilities expand 
into the farm field, they should hire 
home economists who know farming. 

Highlight of the utility discussion 
was the talk by E. C. Easter, manager, 
rural and towns division, Alabama 
Power Co., who described just how 
his utility educated rural people as 
lines were brought in. 

New officers of the group elected 
were: H. P. Rusk, dean and director, 
College of Agriculture, University of 
Illinois; vice chairman, Titus Schmid, 
Crescent Elec. Supply Co., Dubuque, 
Iowa; and secretary-treasurer, Karl 
H. Gorham, business manager, Elec- 
tricity on the Farm magazine. 

A new angle to the possibilities of 
the farm market was introduced by 
A. W. Turner, Beltsville, Md., assist- 
ant chief, Bureau of Plant Industry, 
Soils and Agricultural Engineering. 
He said that farmers were learning 
new methods of processing their stuff 
while on the farm. The crop dryer 
will be common in five years every- 
where. Ten percent of the crops are 
lost annually at the farm level as a 
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result of rodents, weevils and moles. 

Bad curing causes a loss in food 
values in hay, enough to take care of 
7% million dairy cows in six months. 
Most recent example of the trend in 
crop processing was the handling of 
soft corn which during the past has had 
to depend on the wind to dry out. 


Video Registers Gains 
In South And Midwest 


Television set shipments for the third 
quarter of 1948 continue to show heavy 
advances throughout the nation with 
new areas in the South and Midwest 
chalking up significant increases, ac- 
cording to a recent report by the Radio 
Mirs. Assn. While heavy concentra- 
tion of sets in large cities and seaboard 
areas continue to give these territories 
an indisputed lead, an interesting infil- 
tration of sets into new regions is 
noted in the RMA report. St. Louis, 
which is 11th in the country for both 
the third quarter and accumulative 
shipments to Sept. 30, totaled 2,733 and 
10,131 sets, respectively. Dallas ac- 
crued 2,437 sets for the 12th best city 
in the third quarter, accumulating 
2,487 up to the Sept. 30th date. De- 
troit was tenth for the third quarter, 
receiving 3,983 sets for a total overall 
mark of 13,340, which was ninth in the 
nation. Cleveland’s third quarter figure, 
ninth in the country, was 4,001, and 
11,584 up to Sept. 30th, making the 
city tenth in the country. 

New York City, of course, led the 
field in both groups with 43,462 during 
the third quarter and 177,786 for an 
overall total. Los Angeles was second 
for the quarter with 21,141 units, and 
fifth in the country for an accumulative 
figure of 46,190. Philadelphia was third 
in both categories, 18,238 and 63,495. 
Newark chalked up 16,812 for the 
quarter, fourth best, but its total of 
64,339 was second best in the country. 
Chicago was fifth for a third quarter 
figure of 12,792, and fourth for the 
overall total with 46,926 units. The 
District of Columbia in both groups 
ranked sixth, 5,792 and 20,214 while 
Boston was seventh in both, 5,483 and 
17,403. Baltimore was rated eighth in 
the third quarter and overall totais, 
5,039 and 15,770 units, respectively. 
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Send for your FREE copy! 


Do you know that Texas leads all 
states in number of electrified farms 
. .- North Carolina has more electri- 
fied farms than Illinois, Michigan or 
Pennsylvania . . . Georgia has more 
electrified farms than California— 
more thanthesix New England states 
combined? 

The 14 Southern states now have 
1,813,175 electrified farms—43% of 
all the electrified farms in the entire 
United States. 

Southern farm families will spend 
$695,472,000 for electrical equip- 
ment,homeappliancesand plumbing. 

These facts and many more are 
contained in the 28-page booklet en- 
titled THE Rurat SoutH 1s WIRED 
FOR SALES, which traces the phe- 
nomenal growth of rural electrifica- 
tion in the South. 


ELECTRICAL MERCHANDISING—JANUARY, 


This booklet contains a 1948 county 
count of the South’s electrified 
farms, available nowhere else. 

It lists uses for electricity on the 
farm and in the home and gives you 
facts and figures on theSouthern far- 
mer’s enormous, new buying power. 

This booklet outlines the efforts 
of leading manufacturers to develop 
this vast market and tells a detailed 
story of how one Southern dealer 
built a $350,000 business selling 
electrical equipment, home appli- 
ances and plumbing to farm families 
in one typical rural community. 

Obtain your free copy of THE 
RURAL SOUTH IS WIRED FOR SALES, 
simply by writing to The Progressive 
Farmer, Birmingham 2, Alabama. 
It comes to you without charge or 
obligation. 
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Advertising Offices: BIRMINGHAM, RALEIGH 


MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
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Wonder Window “NEW YORKER” 


(AVC-1)—(pictured above) style-proportioned 
for today’s home. Fits easily into modern room 
arrangements. Styled in beautiful, hand-rubbed 
mahogany. Matches Stewart-Warner “Manhat- 
tan" AM-FM-phonograph. 


Wonder Window 
Television 


CONSOLETTE 


WASHINGTON—(AVT-1) 
—same wider picture as 
in the console models, 
yet it's a remarkably 
compact direct-view set. 
Styled in mahogany 
in harmony with the 
“Monticello” radio- 
phonograph. Includes 
all console features. 










Wonder Window “WAKEFIELD” 


(AVC-2)—same television receiver as the “New 
Yorker,” styled in the 18th Century tradition in 
dark mahogany. Over 58 square inches of view- 
ing screen. Instant tuning. Matches “Mt. Vernon” 
combination. 
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The Picture the Whole Family Can See! 





More people enjoy the show when 
they see it on the Stewart-Warner Photo- 
Mirror Screen . . . because the picture’s 
up where everyone can see it. For an even 
bigger picture, an enlarging glass slips 
easily into the cabinet top—out of sight. 


Once more,it’s Stewart-Warner for the 
best entertainment for the whole family! 


Stewart -Warner 


TELEVISION e@ AMRADIOSFM e RADIO-PHONOGRAPHS 
Stewart-Warner Electric, Division of Stewart-Warner Corp. 


CHICAGO 14 = ILLINOIS 
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COMPARATIVE MERITS of the wooden, hand-powered washer of the 1880’s and 
one of the newest models occupy the attention of Oscar A. Lenna (right) and John M. 
Wicht, president and vice-president, respectively, Blackstone Corp., Jamestown, N. Y. 
The firm is celebrating its 75th anniversary of washing machine production this year. 


Blackstone Celebrates 75th 
Year as Washer Maker 


History of company parallels 
development of whole industry 


The story of serving four genera- 
tions of American housewives with new 
methods for making their lives easier 
is the saga of the Blackstone Corp., 
Jamestown, N. Y., which celebrates its 
75th year of manufacturing washing 
machines during 1949. For three quar- 
ters of a century, the company has 
specialized in designing and building 
laundry appliances for the home, and 
has contributed during that span of 
years many types of washers which 
have led the way in making possible 
the billion dollar business which the 
industry enjoys today. 


Pioneer Days 


William A. Blackstone was a suc- 
cessful merchant in the small town of 
Bluffton, Ind., when he constructed his 
first washer in 1874. A box-like tub 
with a hinged lid to which the simple 
operating mechanism was attached, the 
unit was operated by a wooden handle 
attached to a cast iron bevel gear which 
rotated a second bevel gear on the end 
of a wooden shaft extending down into 
the tub. A round wooden “dasher”, with 
six wooden pegs on the circumference, 
was fixed to the shaft to provide the 
washing action. These pegs then en- 
Zaged the dirty clothes and moved 
them about in the suds. Ribbed wooden 
strips on the bottom and sides of the 
tub gave a washboard effect to its in- 
terior with the power being supplied 


by the operator’s good right arm. AIl- 
though primitive by comparison with 
today, the unit was a sensational ad- 
vance for its time. People were as- 
tounded with the efficiency with which 
it washed clothes in less than half a 
day! 


Success Leads To Expansion 


With the immediate acceptance of 
the Western Washer, as Mr. Black- 
stone named his unit, resulting in an 
avalanche of factory orders for the 
machines, which sold for $30 a dozen, 
it was necessary to expand the manu- 
facturing facilities. In 1879, Mr. Black- 
stone moved to Jamestown, N. Y., 
where he built a larger factory. How- 
ever, the further expansion of the 
business very shortly necessitated 
building another and even larger plant. 
It is recalled that in those days manu- 
facturing techniques were slower and 
far more costly per unit than now. 
New methods and designs appeared far 
less often than today. Until 1900, the 
basic design of the :irst washer con- 
tinued to be the model for all Western 
Washers although they were eventu- 
ally built in three different sizes. Small 
refinements were added, but they did 
not alter the appearance or operation. 
One of these was a basket rack which 
slid back beneath the tub. 

With the coming of the 20th century, 
the home washer started an era of 


ELECTRICAL MERCHANDISING—JANUARY, 1949 


swift development which has continued 
almost without interruption ever since. 
Among the first new improvements 
was the round tub which offered the 
same capacity with less bulk and could 
be cleaned far more easily. Next, a 
new system of gearing was devised to 
operate the agitator by means of a 
flywheel. This not only made hand 
operation easier and faster, but made 
possible the application of power. Al- 
though electric motors and practical 
gasoline engines were not available as 
yet, the new unit could be operated by 
a belt from a steam driven shaft. 


Enter Electricity 


In 1904, the company built the first 
“water motor” washer which was 
quickly followed by the electric washer. 


The first electric unit had a wooden 


tub with the motor bolted to a board 
beneath and connected with the fly- 
wheel by an unguarded belt. It was 
equipped with a wood-frame wringer 
rigidly bolted to the tub and operated 
entirely by hand. The wringing task 
was actually much tougher than the 
washing. 


Enter Beauty And Design 


Among the most popular models of 
that time was the American Classic 
model which was a large cylinder type 
available with either a copper or gal- 
vanized iron tub. These were the days 
that striking changes were taking place 
in the living habits of the people with 
a trend toward smaller families and 
homes. Women began to realize that 
kitchens and basements could be at- 
tractive as well as efficient. Salesmen 
soon realized that appearance was al- 
most as powerful as convenience and 
economy in making a sale. 

Although the first units had been 
welcomed by millions of women be- 
cause they made life easier, these ma- 
chines had little eye appeal. Then came 
the idea of a functional beauty in 
washer design which resulted in the 
famous Blackstone Arrow model which 
made its debut in 1925. The washer had 
a tub of highly polished nickel and 
was finished in smooth white Duco 
enamel. So great was the acceptance 
of this radical improvement in appear- 
ance that the Arrow model remained 
tops for a number of years without any 
basic change. 


Keeping Up Mechanically 


Even more impressive than the im- 
provement in design has been the 
steady march of mechanical advances. 
In 1940, the washer business saw the 
advent of the automatic machine which 
incorporated an automatic operating 
cycle during which the various opera- 
tions of washing, rinsing and damp- 
drying were made possible without the 
attention of an operator. Again the 
result was greater efficiency and con- 
venience. Blackstone was one of the 
pioneers of the automatic unit in that 
they introduced the first agitator type 
machine. 

The company also developed equip- 
ment which would add convenience and 
efficiency to the laborious tasks of dry- 
ing and ironing. 


Combination Laundry Offered 


In 1945, the combination laundry 
composed of three matching units of 
streamlined design including auto- 
matic washer, dryer and foldaway 
ironer was launched on the market. 
Here was a compact “production line” 
laundry of merely 72 inches in length. 
Architects and builders awarded im- 
mediate recognition to the unit’s possi- 
bilities for modern laundry room 
arrangement. 








LAURENCE W. DAVIS 


L. W. Davis Receives 1948 
McGraw Contractors Medal 


Laurence W. Davis, treasurer of the 
National Electrical Contractors Assn. 
and for 24 years chief executive officer 
of that organization, recently was 
awarded the James H. McGraw Award 
Contractors Medal for 1948 at the 
banquet held during the annual meet- 
ing of the association in Miami Beach, 
Fla. W. T. Stuart, editor, Electrical 
Construction and Maintenance, and 
secretary of the Committee of Awards, 
made the presentation to Mr. Davis. 
Hailing Mr. Davis for his many years 
of inspired leadership, unfailing fore- 
sight, and unselfish devotion, Mr. 
Stuast stated that the award winner 
had brought unity, distinction and 
common purpose to an individualistic 
and highly competitive industry. 

“For 28 years,” the citation read, 
“he has served the electrical contract- 
ing industry above and beyond the re- 
quirements of his office. For 24 years 
he served as chief executive officer of 
the National Electrical Contractors 
Assn., setting as an example to his pro- 
fession the highest standards of in- 
tegrity, accomplishment and personal 
leadership.” 

Under the direction of Mr. Davis, 
the citation added, the association has 
achieved national prominence as a 
leader in trade associations for the 
scope and quality of service it renders 
to its members. The industry has bene- 
fited from his enlightened vision, per- 
suasive leadership, personal respect and 
friendly confidence. 


Electrical Yak-Yaks 





HOLLYWOOD SHOWMANSHIP dom- 
inated a clean, fast and cool story with 
props as presented by J. H. “Hony” 
Stewart at the recent Philadelphia Elec- 
tric Co. range meeting... More than 200 
witnessed the sales counselor's zany 
antics at the introduction of the 1949 
push-button line of General Electric 
ranges in Philadelphia, Pa. 
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Mats to fit every range... 
A mat for every appliance! 


































“stop and buy”’ traffie— 


and that ADDED PROFIT! 


Display your electrical appliances on Aristo-mats, and see how 
much smarter and brighter they look! They sell faster that way, 
too! Then suggest an Aristo-mat to brighten and protect 

your customers’ table and presto—you've added a tidy sum 

to your sales check and a nice, easy profit to your day’s business. 
For finest quality and beauty of product, look for the name 
ARISTO-MAT. Specify Aristo-mats when you order. 
Immediate shipment—1 doz. to carton, 25 Ib. wr. 


Kant-Kut Korner—an exclusive, pro- 
tective feature! “Quad-Coat” Process— 
guaranteed not to chip or peel! Many sizes 
—round, square, oblong—for every need! 


BOOTHS | 
296-298 | 
HOUSEWARE SHOW, CHICAGO 


Be sure it's ARISTO-MAT—the only 
NATIONALLY ADVERTISED MAT 
that women know and trust! 






























































For further information, see your local 
jobber, distributor, or write 


PHOENIX TABLE MAT COMPANY 


1315 West Congress Street + Chicano 7. "linois 


EXCLUSIVE, PERMANENT 
SHOW ROOMS 
11-104 Mdse. Mart, Chicago 




































































CHICAGO JANUARY MARKETS 
Merchandise and Furniture Marts, 
Chicago, Ill. 

January 3-15 


AMERICAN WASHER AND 

IRONER MFRS. ASSN. 
Annual Meeting 
Terrace Casino, Morrison Hotel, 
Chicago, Ill. 
January 4 
(Including Home Economists’ 
Conference January 3 and 5) 


NATL. APPLIANCE AND RADIO 
DEALERS ASSN. 

Annual Meeting 

Hotel Sheraton, Chicago, Ill. 

January 9-11 


NATL. MATERIALS HANDLING 
SHOW 


American Society of Mechanical Engi- 
neers and Material Handling Institute 
Convention Hall, Philadelphia, Pa. 
January 10-14 


NATL. HOUSEWARES & MAJOR 
APPLIANCE EXHIBIT 

Natl. Housewares Mfrs. Asn. 

Navy Pier, Chicago, Ill. 

January 13-20 (not open Sunday) 


CANADIAN ELECTRICAL ASSN. 
Annual Winter Conference 

Chateau Frontenac, 

Quebec City, Quebec 

January 17-19 


BUREAU OF RADIO & 
ELECTRICAL APPLIANCES OF 
SAN DIEGO COUNTY, CALIF. 

Annual Winter Conference 
Hotel San Diego, Calif. 
January 19 


NATL. ASSN. OF MUSIC 
MERCHANTS 
Pacific & Mountain States Conference 
Hotel Biltmore, Los Angeles, Calif. 
January 19-20 


INTL. HEATING & VENTI- 
LATING EXPOSITION 
American Society of Heating & 
Ventilating Engineers 
Intl. Amphitheatre, Chicago, Ill. 
January 24-28 


NATL. ASSN. OF MUSIC 
MERCHANTS 
Pacific Northwest Regional Conference 
Seattle, Wash. 
January 26-27 





Scheduled Meetings 





NATL. TELEVISION 
CONFERENCE 


Chicago Television Council 
Edgewater Beach Hotel, Chicago, Ill. 
Jan. 31-Feb. 2 


WESTERN WINTER MARKET 


Western Merchandise Mart 
San Francisco, Calif. 
Jan. 31-Feb. 5 


THIRD ANNUAL FLORIDA 
ELECTRICAL EXPOSITION 


Tampa, Fla. 
February 1-12 


WESTERN GIFT, STATIONERY, 
JEWELRY, TOY AND HOUSE- 
WARES SHOW 


Civic Auditorium 
San Francisco, Calif. 
February 6-10 


1949 HOME SHOW OF ST. LOUIS 


Home Builders Assn. of Greater 
St. Louis 

Kiel Auditorium, St. Louis, Mo. 
February 12-20 


ANNUAL CONVENTION AND 
EXHIBITION 
Natl. Assn. of Home Builders 
Stevens Hotel, Chicago, Ill. 
February 20-24 


26TH DAILY MAIL IDEAL 
HOME EXHIBITION 


Olympia 
London, England 
March 1-26 


EXPOSITION OF ELECTRICAL 
PROGRESS 


Electric Assn. of Kansas City 
Exhibition Hall, Municipal Auditorium 
Kansas City, Mo. 

March 2-6 


THIRD INTL. LIGHTING EXPOSI- 
TION & CONFERENCE 


Industrial & Commercial Lighting 
Equipment Section 

Natl. Electrical Mfrs. Assn. 
Stevens Hotel, Chicago, III. 

Mar. 29-April 1 








Third Washer Conference 
Part of Association Program 


For the third time in the past two 
years a group of home economists will 
gather together for a two-day Home 
Laundering Conference to discuss all 
the problems related to good home 
laundering methods, and how to solve 
these problems. 

This time the conference is under 
the sponsorship of the American 
Washer and Ironer Manufacturers 
Association as part of its January 
meeting, January 3 and 5. 

Home economists from women’s 
magazines and from all branches of the 
laundry equipment field including ap- 
pliance manufacturers, suppliers and 
companies active in related fields, will 
take part in this two-day discussion. 

Such subjects as washable textiles, 
detergents, water supply, water soften- 
ing; installation problems, adequate 
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wiring and plumbing requirements will 
be discussed. The suitability of exist- 
ing electrical laundry equipment for 
average housewife needs will also be 
covered. 

The conference is a follow-up of the 
one held in April at the New York 
Herald Tribune Institute. 


Smith Mfg. Co. Named 
Fasco Industries, Inc. 


The F. A. Smith Mfg. Co., Inc., re- 
cently announced a change of name to 
Fasco Industries, Inc. The firm, which 
is located in Rochester, N. Y., adopted 
the new name to effect a closer con- 
formity with the trade mark Fasco 
which is being used on many of its 
products. No change in corporate 
structure, officers, directors, or poli- 
cies is contemplated. 
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BEE-VAL 


APPLIANCES 


ATTRACTIVE DESIGNS 
PERFECTED ENGINEERING 
DEPENDABLE PERFORMANCE 
PRECISION MANUFACTURE 


When deciding on a line of electrical household appliances look 
to the reputation and financial standing of the manufacturer. 
Back of every BIRTMAN guarantee are... 


* Two thoroughly modern factories, geared to 
volume production, careful manufacture. 


* Forty years’ experience in the manufacture 
of electrical household appliances. 


* Millions of dollars worth of merchandise 
now in use both in America and foreign countries. 


* Over two million dollars in resources. 
* Financial rating, AAA1. 


The entire organization—personnel, equipment and policies are 
of the highest type. In every department, from designing labora- 
tory to final factory testing and shipment there is no compromise 
with “Quality, Always.” . 


BIRTMAN ELECTRIC COMPANY 


CHICAGO 39, ILL., U. S.A. 
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As a Waffler | 

Housewives | 

delight in the 

appetizing waf- | 

fles produced on 

this combina- 

tion. Each huge | 

waffle serves 

four people. Drip rail minimizes effect of | 

batter over-flow. A conveniently located | 
temperature selector permits choice of any 

desired shade of brown. Grids are specially | 

| 

| 

| 

| 

| 

J 

| 

| 
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TRACER MANK 


COMBINATION WAFFLER & GRILL 


Usminions — : 
| 






Fully automatic! This signal light glows when proper cooking 
temperature is reached. Thermostat then maintains whatever heat 
you select. Uniform results—uniformly good! Cool, plastic handles 
add much to appearance and utility. Durable, chrome finish. 


One set of grids! Makes evenly browned waffles on one side, | 
or, quickly reverse the grids and you have a roomy grill for toast- 
ing sandwiches or frying chops, eggs, pancakes, etc. No problem | 
of storing an extra set of grids—they are always in the appliance! 

ee ha ; | tr limi icking. 

This latest arrival in the Dominion family of traffic appliances treated to eliminate sticking 
bids fair to become one of the most popular in the line of “Family | 
Favorites”. It’s definitely smart-looking, modern and practical! 

FOLLOW THESE SIMPLE CONTEST RULES 
Win $100—Win one of these beautiful Combination Grills! This is an | 
easy contest—no box tops, no jingles, no essays! Here are the rules: | 
@ We need a suitable name for this 
new, outstanding appliance. It should | 
be descriptive, catchy, 
brief, within reason. | 
@ Open to any person engaged in @ Entries 
selling electrical household appliances later than 
at wholesale or retail. | 
@ Entries may be made on plain 
paper, with a simple statement to the | 
effect: “I suggest this name 


There will also be entry blanks at the 
Dominion booths at the National House- 
wares Show, January 13-20. (See note 
below about the show.) 





original and 


must be postmarked not 
February 28, 1949. All 
entries will be acknowledged and win- 
ners will be notified as soon as the 
results can be judged. All entries be- 
come the property of Dominion Elec- 
tric Corporation. Dominion employees 
and employees of the advertising agency 
and their families, are not eligible. 


@ First prize will be $100 cash plus 
one of these new combination grills. 
Each of the four next best suggestions 
will win one of these grills. The opin- 
ion of the judges will be final. 


As a Grill - Turn over the waffle grids 
and — presto! —it’s a sandwich toaster or 
grill, ready to cook anything that’s fried. 
Upper and lower sections open out flat, as 
illustrated, and provide over 144 square 
inches of cooking surface. Use this cooking * 
device right on the breakfast table—less 
running back and forth. For toasting sand- j 
wiches it has no equal. Makes four large 
sandwiches at once—keeps a big family 
happy with well cooked food! The most | 


DOMINION ELECTRIC CORPORATION, Coking satisfaction per dollar you a 
MANSFIELD 2, OHIO 


— ee ee ee ee ee. ee 


for Dominion’s new combination Waf- 
fler & Grill”. Be sure to print your 
name and address on the entry. stating 
also your company’s name and address 
and your connection with the 
Mail to CONTEST, Dept. A, Dominion 
Electric Corporation, Mansfield, Ohio. 


firm. 


This new grill will be on display, along with Dominion’s full 
line of appliances at the National Houseware’s Show, Chicago, 
January 13-20, Navy Pier, Booths 220-222. 


AVAILABLE THROUGH REPUTABLE DISTRIBUTORS ACROSS THE NATION 
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HARRY BOYD BROWN 


Harry B. Brown Organizes 
Merchandise Counsel Firm 


Harry Boyd Brown, formerly affilj- 
ated with Philco Corp. as national mer. 
chandising manager, recently formed 
a new organization in Philadelphia 
Pa., where he will act as merchandise 
counselor to manufacturers. Since his 
resignation from Philco a little over 
two years ago after an association of 
18 years, Mr. Brown has been quite 
active, especially during the past few 
months, in addressing sales, advertis- 
ing and appliance groups. Recently 
before a national appliance group, he 
remarked that many companies today 
have a definite need for hard-hitting, 
fast-moving sales promotions which 
will immediately bring actual sales in 
volume and at profit with any attend- 
ant publicity or prestige being a desir- 
able by-product. His talks have al- 
ways emphasized that sales promotion 
must be directed toward getting busi- 
ness. 


Wide Experience 


Mr. Brown will concentrate on pro- 
motions of this type in his merchan- 
dise counsel activity. He brings to the 
field wide experience in dealer distri- 
bution and sales promotion attained 
during his many years with Philco as 
well as his affiliations with eastern 
utility groups, the Eureka Vacuum 
Cleaner Co., and Sears, Roebuck & 
Co. He also has been president of 
Good House Stores, Inc., a chain of 
retail stores handling a diversified 
range of appliances in the Philadelphia 
area. 

His headquarters will be located at 
18 West Chelten Ave. in Philadelphia. 


Frigidaire Passes Ten 
Million Production Mark 


Frigidaire Division, General Motors 
Corp., Dayton, Ohio, recently passed 
the ten million mark in the manufact- 
ure of refrigerating units for homes 
and businesses. The ten million units 
were produced in only as many months 
as it took years to build the first 
million. At the same time, it was 
stated that the 27th anniversary of the 
first refrigerator built in Dayton saw 
more units were turned out in one day 
than on any single day previously in 
company history. 

During the 27 years, company fat- 
tories have expanded from one small 
building to three large plants in Day- 
ton, which employ over 21,000 people in 
nearly four million sq. ft. of floor space. 
The Canadian factory has been en 
larged, and the Overseas Division pro 
duces or assembles the firm’s products 
in several countries abroad. 
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Check the specifications of these new Preway models for city mains 
or L. P. gas, and mentally you’ll stack them up against a host of other 
Motors good gas ranges. But when your attention passes from construction 
passed features to price, then Mr. Dealer, you'll find you can’t make compar- 


nutact- : : . : 
homes isons ... for here are gas ranges in a price range all their own. 


pan This is appliance merchandising you can logically expect from 
onths 


re first Preway, one of the big three in the manufacture of oil-burning space 


it was heaters, a major producer of kerosene ranges, and now pacing the low- 3 5 4. A 
Reape price field in L. P. and city main gas. pa ce 





on saw 
a You ll be welcome to visit the Preway space at the January Market American Furniture Mart 
, and judge the facts for yourself, or if you prefer, write today for com- 
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41 PRENTISS WABERS 
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on 9149 SECOND STREET, N., WISCONSIN RAPIDS, WIS. ) a 20) 0 OLoy eS Co. 


ELECTRICAL MERCHANDISING—JANUARY, 1949 PAGE 229 
SING 





























sell more’n I 
do now? 


No offense, chum .. but have you tried the new 
wrinkle that’s putting two washing machines in 
many homes? We're selling an auxiliary small 
washer for the “nuisance wash” that’s less than 
a load for larger machines, but too much to 
do by hand. The complete small washer is 
















and it fits all incomes. People on limited bud- 
gets, living in small quarters, take on Taylor 
Jr. to wash everything but the heavy stuff that 
goes to the commercial laundry. When you 
feature Taylor Jr. you can 

sell prett’ near everybody! 































what’s this 
T-J baby got? 


Everything — and that 
means all the features of 
the larger machines. 
Check these quality points: 
Aluminum one-piece tub ® 
Triple-blade aluminum agi 
tator ® Oilless bearings 

° Sturdy fan-cooled 60 
cycle A. C. motor ¢ 
Full size wringer (ad- 
justable pressure, quick 
release) * Baked-on 
enamel finish * Grav- 
ity drain tube... 


and priced 
right for 
your profit! 
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Proctor Drive Features Trade-Ins 
During First Quarter Of New Year 


lron, toaster allowances unprecedented 
in post-war electrical appliance field 


Proctor Electric Co., Philadelphia, 
Pa., recently effected an unprecedented 
move in the post-war electrical appli- 
ance field when it announced plans to 
feature a $2 trade-in on its $12.95 
Champion iron and a $3 trade-in on its 
$18.95 Color-Guard toaster in a mer- 
chandising campaign during the first 
quarter of 1949. Both units are regular 
items in the Proctor line, it was said. 

According to Robert M. Oliver, 
vice-president in charge of sales, the 
promotion is being offered because the 
firm’s top management feels that the 
appliance industry has returned to a 
pre-war condition, and the company 
wants to do everything possible to 
assist the appliance dealer in main- 
taining an equal volume of business 
throughout the new year. Oswald 
MacCarthy, eastern sales manager, 
commented that this activity has the 
wholehearted co-operation of the com- 
pany’s distributors since they too are 
aware of the need for stabilizing retail 
volume throughout 1949. 

In pre-war days, a $1 trade-in allow- 
ance on irons was a familiar promotion 
device, but toaster trade-ins were rare. 
Since the firm is of the opinion that the 
transition from seller’s to buyer's 
market on toasters will take place 
sometime within the first three months 
of the new year, it feels that the $3 
allowance on Model 1468 toaster is 
bound to stimulate toaster sales and 


establish a healthy inventory position 
for both wholesaler and dealer. 
The campaign also calls for intensive 
local newspaper advertising on a na- 
tional scale. Free display material, 
carton wrap-arounds, two-color fac- 
tory-applied tags, newspaper ad re- 


prints and window spots will be 
incorporated as well. 
Wholesaler shipments will com- 


mence in January with the products 
available to customers on a trade-in 
basis February 1. 


Yale & Towne Suspends 
Electric Iron Output 


Yale & Towne Mfg. Co., through its 
plant at Buffalo, N. Y., has notified 
338 distributors that it has suspended 
the manufacture of the Tip-Toe elec- 
tric iron. According to an announce- 
ment, the firm has decided to concen- 
trate its activities on its regular line of 
locks, builders’ finishing hardware, 
materials handling equipment and other 
products manufactured by its 10 plants 
in the U. S., Canada, and England. 
The suspension of the electric iron 
manufacture will have no effect upon 
the operation of the nine other divi- 
sions, and the output and sales of 
electric heating units will continue at 
Buffalo, it was said. 





300th Freezer Sale 


FLYING FARMER, William Davisson, signs order for the 300th International 
Harvester freezer at the recent Ohio State Fair in Columbus, Ohio. Watching the 
event are: (left to right) R. H. Burnside, assistant general line sales manager; F. E. 
Williams, eastern regional general line sales manager; N. G. Hites, Columbus district 
manager; H. J. Washburn, Pittsburgh district manager; H. H. Masters, Toledo district 


manager; 


G. E. Steinman, eastern regional manager, credit and collections. All, 


except Mr. Davisson, are of International Harvester. 





Harvester Freezer Gross Is $156,000 At Ohio Fair 


Dealer sales of 316 units totalling 
$156,000 were chalked up at the recent 
International Harvester home freezer 
promotion at the Ohio State Fair, 
Columbus, Ohio. One of 24 state fairs 
used for freezer demonstrations this 
fall, the Ohio fair featured the com- 
pany’s new 15 cu. ft. freezer which 
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was prominently displayed in the ex- 
hibit. From three to five demonstra- 
tions were put on by home economists 
every day on a platform which closely 
approximated a modern kitchen. 

This is the first year since the war 
that Harvester has held extensive 
product exhibits at fairs. 
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No Freezer Can Compete With ORLEY 


a &, 


Designed to attract the eye 

..with that certain extra 
something that makes it 
stand out from the crowd. 
Compact, table-top height. 
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Precision-built, completely 
automatic. No dials. No 
gadgets. QUICK-FREEZING 
Insto-Freeze shelves... an 
Orley exclusive! Trouble-free 


e | operation. No service worries. 





a ists sitibn tlt GEN iasthbet (Gece LSS 
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ie 


inch for inch and dollar for =_ 
dollar, Orley is the best buy. Nu- ~~" q ; 
Type insulation provides 50% SG : 

more capacity in 30% less space. $ Just these two ORLEY models 
Per-cubic foot capacity, ORLEY 
offers greatest freezer valve. 











are all you need for profitable 


freezer business! 











ional PRLEY Siateen 
the .s 

rE © Imagine! Sixteen cubic- i 

strict “« 
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| foot-capacity in unit only 


ei 
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r- | : De x | 66” long, 36” high, 28” 


ORLEY Super Seuen 
four customers get 7% cubic feet capacity ; 













INSTO-FREEZE. shelves. 


Dulux finish. Butterfly lock- 
se eee bates, STORE” SELVES le 
= roeze on contact! Also exclsive.. HANDEEZ 
osely TRAY. Handsome Dulux finish. 

a ORLEY FREEZERS, INC., [eta J5 “Widiean 
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W hat are Sheathed in Inconel*? Why, the surface 
heating units of most electric ranges. 


They’re important — those surface units — be- 
cause they can play a big part in boosting your 
range sales. And that means extra dollars and 
cents in your pocket. 


We're not going to tell you that 4 little words 
like ““They’re Sheathed in Inconel!” is a magic 
sentence that turns prospects into buyers. It isn’t 
—but it helps. 


First of all, it gives you an opportunity to pass 
along information to your prospect. (And you 
know how they eat up information!) Second, be- 
cause prospects probably don’t know about Inco- 
nel Sheathed Heating Units, they listen while you 
swing into the story. 


It’s a simple one—and it makes a lot of sense: 


Manufacturers (you say) use Inconel Sheathing 
because it brings long years of trouble-free, eco- 
nomical performance to surface units. 

Why? Because Inconel never rusts. Because it 
helps prevent warping of the unit. Because it’s a 
high nickel alloy that won't crack or scale at high 
temperatures. Because it’s a strong, tough metal 
that’s not hurt by kitchen accidents and spill- 
overs. 

Inconel Sheathed Heating Units are built to 
last for the life of the range. And they’re designed 
for rapid heating and quick cooking. For easy 
control. For low-cost operation. Fer perfect per- 
formance. 


Play up those advantages when you talk elec- 
tric ranges. 


It’s dollars and cents-ible! 
*Reg. U.S. Pat. Of 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N. Y. 


EMBLEM OF SERVICE 


ao 


ut /nconel 
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dt these A words help yoy Sty 


“They're Sheathed in INCONEL!” 0 @ ‘ 


















The interesting story of NICKEL, 
from ancient discovery to mod- | 
ern day use, is told in our 60- 
bage, illustrated booklet, “The 
Romance of Nickel.” Write for 

your free copy. Address E. B. 
Bitzer, Consumer Products Di- 
vision, 





HELP YOU SELL 
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G. A. BOIVIN 


G. A. Boivin New Manager 
Of Expanded Naxon Sales 


G. A. Boivin was recently appointed 
sales manager, Naxon Utilities, Chi- 
cago, Ill., according to an announce- 
ment. At the same time, it was stated 
that the firm’s new plant, which has 
combined offices, warehouses and fac- 
tory proper into 70,000 sq. ft. of floor 
space, is equipped to produce over ten 
times as many machines as was’ pos- 
sible in the old factory. The company 
has long been recognized for specializa- 
tion and pioneering in portable wash- 
ing machines. It is also widely known 
as the manufacturer of the only crock- 
lined, electric all-purpose cooker. 
Prior to his assuming the Naxon sales 
manager spot, Mr. Boivin had been 
affiliated with A. F. Dormeyer Mig. 
Co., Chicago, as general sales man- 
ager; Hoover Vacuum Cleaner Co.,, 
Chicago, as division sales manager; 
Kenmore vacuum cleaner division, 
Sears & Roebuck & Co., as general 
sales supervisor. 

Commenting on th2 new set-up, Mr. 
Irving Naxon, president, remarked 
that the extra floor space and machin- 
ery now makes possible a big produc- 
tion job without jeopardizing quality 
standards. He also stated that several 
new products would be introduced 
within the year. 


Refrigeration And Air 
Conditioning Set Mark 


Commercial and industrial air-con- 
ditioning and refrigeration will estab- 
lish a new record in factory dollar 
volume for 1948, according to O. W. 
Bynum, general sales manager, Car- 
rier Corp. While Mr. Bynum did not 
quote statistics at the meeting for 275 
company distributors, dealers and as- 
sociate dealers from 12 northeastern 
states and the District of Columbia 
held in New York City, William B. 
Henderson, executive vice-president, 
Air Conditioning and Machinery Assn., 
Inc., stated that factory billings in 
1948 will total $573,212,000 as com- 
pared with last year’s record $539,748,- 
000. Mr. Henderson commented that 
these figures do not include household 
refrigeration or home and farm freezer 
manufacturers. He believes the dollar 
volume at retailer level will be in the 
neighborhood of $1 billion. 

Mr. Bynum observed that the com- 
pany’s direct installations and sales to 
dealers in New York, New England, 
and Pennsylvania areas during the 
year ending Oct. 1 alone represented 
over $14,500,000 for a new record 
which was nearly equalled in new con- 
tracts during the same period in that 
territory. 
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Every 
rainy 


__Wwashday_ 





Remember: because of 
rain, high winds, fog, 
snow, sleet, and humid- 
ity, out of any 52 wash- 
days in a year there are, 
on the average, only 23 
good wash-drying days. 
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1, makes 
o + Ss Hamilton. 
AES AES | sales sprout! 


Women get just plain, 
downright mad, clear through, 
WY when bad weather upsets 
‘their washday plans. 














~. 





a fm When they get good-and-mad 

they make up their minds 

to do something about it. 

P Right then—if your tactful 
salesman can get a chance to 

bat bs? tell the simple facts about 

Hamilton Fluff-dri automatic 

















fm | ; i ~ clothes drying, you’re IN! 
—<$— Z ll : 
: y/ ) Yes, sales sprout on rainy 
“pth e ZL ——! washdays... 
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and how those sales grow, under 


Hamiltons new 









\ v 
] 
Wy) e It’s a powerful persuader...and only Hamilton 


dealers can offer it. Wholesome ultra-violet light pours down on 
clothes as they’re gently tumbled to fluffy dryness. This light also 
turns a tiny amount of the air’s oxygen into ozone—freshens the 
clothes—so they smell sweet as the breath of Spring! Seasoned 
appliance merchandisers have called Hamilton’s new SUN-E-DAY 
lamp the most appealing added sales feature in clothes dryer his- 
tory. If you sell home laundering appliances, Hamilton belongs 
in your line, for solid profit reasons. Write... 





HAMILTON MANUFACTURING COMPANY ° TWO RIVERS, WISCONSIN 


Pioneer and World’s Largest Manu- 
facturer of Domestic Clothes Dryers 





1949 PAGE 233 































































































































































































































5 meee 

















hat a line 


for 4Q| 


Why string along with others when you can tie into the com- 
plete KitchenAid line? It’s a greater line — offering greater profit 
potential — and backed in ‘49 by the biggest advertising budget 


in our history. e 


without 


The entire KitchenAid 
line for '49 will be 
on exhibit at the 
Chicago Housewares 
Show, Jan. 13-20. 
Look us over at 
Booths 269-271-273. 
Be seeing you! 


Kitchen 


REG. U S&S. PAT. OFF, 


THE FINEST MADE at) 


KitchenAid Division © The Hobart Manufacturing Co. ® Troy, Ohio 








AProduct of 


Three Mixers! — the finest made. All feature 
exclusive Planetary Action (the only exact, consist- 
ent, locked-bowl action) — more powerful motors 
“power-boosters” — most complete range 
of attachments — 10 speeds — heavier castings — 
baked-on finishes. 

Two Coffee Mills — for fragrant, flavorful, un- | 
rivaled coffee — at once, in any selected grind, at 
the flip of the switch. A fine item for a big 

market — with every customer a booster. 


Three Electric Dishwasher Models will be 
ready this Spring — completely automatic in 
all cycles, front opening, forced hot air drying, 
pressurized rinse, and with a host of other 
advanced features proved in the great Hobart 
commercial dishwashers. Watch for mer- 
chandising announcement. 








l 









Coolerator Packages 





Distributor Program 


Freezer promotion will 
emphasize savings angle 


The national sales convention of the 
Coolerator Co., Duluth, Minn., recently 
held in Chicago, Ill., was unique from 
the standpoint of being a package all 
wrapped up and ready for the distrib- 
utor to take out and deliver to the 
dealers. 

Myrna Johnston’s eye-filling colored 
food pictures made famous in Better 
Homes & Gardens were borrowed by 
Coolerator for use as a warm-up slide 
film preliminary to its home freezer 
presentation. A trick, ever-fresh slate 
which can be used to tailor-make 
freezer presentations, this bundle of 
display material containing everything 
from stickers to 24-sheet posters comes 
in the package for distributors and 
dealers alike. 


Conley Shows New Units 


W. C. Conley, Jr., sales manager, 
presented four new refrigerators, at 
$339.95, $319.95, $299.95 and $234.95. 
Stress was laid on the “Little Giant,” 
which Coolerator believes to be the 
most storage space with the smallest 
dimensions on the market. Mr. Conley 
pointed out that the refrigerator of ten 
years ago was open only 15 or 20 
times a day, whereas today a refriger- 
ator is opened from 90 to 160 times a 
day, and is called on to chill beverages 
as well as preserve foods. 

Featured were a freezer locker hold- 
ing 43 lbs. of meat, a 3-in. door, a 
Chill-R-Ator shelf for salads and bot- 
tles. The Little Giant is 28 in. wide 
and 56% in. high. 

Coolerator’s home freezer in which 
the large family sizes are featured, 
carries a $200 food insurance policy and 
lists for $499.50. 


Big Savings Possible 


The sales strategy of Coolerator on 
the home freezer will be built around 
possible food savings based on U. S. 
Department of Agriculture averages. 

The average family of four, declared 
W. A. MacDonough, advertising and 
sales promotion manager, consumes 
768 lbs. of meat a year. With a home 
freezer it can save 20¢ a pound through 
wholesale purchases or $153.60. The 
same family eats 664 lbs. of fruit and 
with a home freezer can save 5¢ a 
pound. This amounts to $33.20. It 
consumes 1,044 lbs. of vegetables, 
and a home freezer will save 5¢ a 
pound, amounting to $52.20, a total 
saving a year possible with a home 
freezer of $239. 

Three ranges were presented in the 
Coolerator line this year, at $299.95, 
239.95 and $224.95. 


New Credit Finance Pian 


A recent Coolerator announce- 
ment describes a nationwide credit 
finance plan providing financing facili- 
ties for effective dealer floor planning 
and presenting an attractive basis for 
the dealer's installment sales to cus- 
tomers, according to W. C. Conley Jr., 
sales manager. The Commercial Credit 
Co. of Baltimore is organizing and 
executing the plan which will be ad- 
ministered by its offices in leading cities 
throughout the country. The plan is 
available to the company’s 68 distrib- 
utors and more than 10,000 dealers. 


Refrigerator and home freezer pro- 
duction reached new highs during 
October, according to a recent an- 
nouncement by Ward R. Schaefer, vice- 
president and general manager. The 
firm surpassed the September output of 
freezers by 30 percent, and was almost 
100 percent ahead of the June total. In 
the refrigerator field, the company 
production was 50 percent over Sep- 
tember, and 100 percent above July. 


(PICTURES OF COOLERATOR 
SALES CONVENTION ON PAGE 236) 


Philco Corp. Purchases 
Electromaster, Inc. 


Philco Corp., Philadelphia, Pa., re- 
cently signed an agreement to acquire 
the net assets of Electromaster, Inc., 
manufacturers of electric ranges, sub- 
ject to approval of the latter’s stock- 
holders, according to an announcement 
by William Balderston, president, 
Philco and R. B. Marshall, president, 
Electromaster. In return for the plant 
facilities, patents and other assets, 
Electromaster wilt receive 68,2124 
shares of Philco’s authorized but un- 
issued common stock or one share of 
Philco for 8.796 shares of Electro- 
master after giving effect to a declara- 
tion of a seven percent stock dividend 
on Philco common stock which was 
payable December 14th to holders of 
record December 3rd. A special Janu- 
ary meeting of Electromaster stock- 
holders will be held to approve the 
deal. 

Philco will operate its new acquisi- 
tion as a division. It will retain the 
present management and market the 
ranges under the Electromaster name 
for the time being. Electromaster was 
established in 1929 and has been a 
leading independent manufacturer of 
electric ranges for many years. Its 
present plant facilities at Mt. Clemens, 
Mich., were completed two years ago. 


Automatic Washer Opens 
Plant in Mason City 


“Be nice to people until you make 
your first million, then people will be 
nice to you,” said W. Neal Gallagher. 

Recently the bigwigs among 
washer suppliers and the townspeople 
were in Mason City, Iowa, being kind 
to W. Neal Gallagher, and to con- 
gratulate him and his associates with 
the Automatic Washer Co. on the new 
plant opening in that town. 

In a factory formerly owned by Bel- 
mont Radio, with 35,000 sq. ft. of floor 
space, the new plant will have a ca- 
pacity of 300 spinners and 10 Press- 
Toe machines a week. 

At a banquet it was revealed that 
before the war Automatic operated in 
13 Midwest states. Today 78 wholesale 
distributors carry the line into every 
county in the United States, and the 
firm is one of three producing spinners 
on the market. Nine men from Auto- 
matic who were present revealed that 
together they had 245 years of washer 
experience. 
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The Major Appliance with the Expanding Major Market! 
INCREASED VOLUME>NO ADDED OVERHEAD - EXTRA SALES 


Postwar development—new—different Market unlimited—homes new and old, apartments, shops, ° 
Patented exclusive Venturi Tube offices, restaurants, business places of all types 


Packaged—complete home heating system Sells year ’round—No repossessions—No trade-ins 

Size of console radio—priced less than home Tens of thousands sold since the war by major household 
refrigerator appliance distributors and dealers 

Heats for cost of electric light bill Installation simple—trouble-free service 


Write now, for franchise details: 


THE COROAIRE HEATER CORP. * 1422 EUCLID AVE. ‘ 
; Cleveland 15, Ohio H if [yt 
me 
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Coolerator Convention Highlights 


» Gnefiiinute 
F] Mr. Dealer! 


Dollar for Dollar, 





Year after Year, 


One fink One Minute means 





*More for Your Money 


*More troublefree performance. 
*More machine for less money. 
*More dealer profits, 

more easily made. 





MODEL 29—Portable. 
Weighs only 33 Ibs. 
5-inch ironing roll. 


ICE CUBE TRAY that turns wrongside out occupies the attention of Douglas L. Jocelyn, 
Plastray Corp., Detroit, Mich., and Harold Baum, Coffin & Whipple, Bangor, Maine. 


MODEL 647—Lovell 
Wringer Lifetime gear 
assembly. 





MODEL 99—6 Inch Roll, 
Stainless vitreous porce- 
lain table top with free 
wheeling clutch and two- 
speed motor. 


One Minute, 

Mr. Dealer, means 
more money in your 
pocket ... more 
customers and friends 
in your store. 


When you take on the 

One Minute Washer line, you 

inherit three generations of 

One Minute boosters... 

folks who have found out the 

easy way just how stubborn 

and sturdy, yet how gentle 

and sure, One Minute washers 

do dirty washday work, week 

after week, year after year. 

Cash in, too, on the famous 

One Minute name on One 

Minute Ironers . . . ruggedly 

built for seasons of service... 

with large ironing surface for Siecte end Beuble 
better work . . . quick and easy. Models of Orain 


Tubs now in fairly 
Two sizes two low prices. good supply. 


WRITE FOR DEALER PROPOSITION 


ONE MINUTE WASHER CO. 


Washer Craftsmen since 1898 
43a Relcicme le) 7 wa hwo 








EAST MEETS WEST or Ward Schaefer, 
Coolerator, Duluth, Minn., (left), and 
F. S. Gibson, Jr., Greenville, Mich., in- 
dulge in intermission conversation during 
a lull in Chicago convention. 


BEAUTIFUL GIRLS add glamour to this 
year’s convention as W. A. MacDonough, 
Coolerator advertising head, escorts lovely 
Eugenie Carlson to one of a series of 
meetings. 


DEFINITE BID for big business is exemplified in the unveiling of the Coolerator 
“little giant” by W. C. Conley, Jr., sales manager, before convention crowd. 





Los Angeles Utility 
Rebate Policy Reduced 


Los Angeles Department of Water 
& Power’s former $35 rebate policy 
for wiring and installation of major 
electrical appliances has been revised 
by the board of commissioners. In 
most cases, the reimbursements have 
been lowered, with electric ranges now 


revised to $10, it was made known. 

If all wiring necessary for use of 
an electric range, water heater, refrig- 
erator, and built-in bathroom heater 
of a single family unit, has been in- 
stalled during construction total re- 
imbursement of wiring will be $50. 
Where more than one water heater oF 
range is used an additional reimburse- 
ment of $10 will be applied. 
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Americans have many reasons to be grateful to 
the appliance industry. For much of the ease, the 





© this convenience and the healthfulness of modern 
1ough, 
lovely 
ies of 


American life is due to modern American appli- 
ances. Delco Products is proud of its part in this 
great industry. Many of the first models of 
famous appliances were powered by especially 
developed Delco Motors. And as these products 
have been consistently improved, so Delco Motors 
have been made ever more efficient and depend- 
able. Built in sizes from 14 to 50 h.p., Delco 
Motors are quiet, compact and designed to fit the 
requirements of the particular applica- 

\ tion. Delco Products Division, General 

Ale Motors Corporation, Dayton, Ohio. 
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U. S. Power Demands 
Continue Fast Growth 


A recent national survey complete; 
by a group of the electric industry’; 
top flight power supply experts shows 
a continued high rate of growth o; 
electric power demand in most parts 
of the nation and a large increase jr 
the rate of installing new generating 
capacity. Ernest R. Acker, president. 
Edison Electric Institute, New York 
N. Y., made these observations in com. 
menting on the survey. 

The installation of new generating 
capacity was 2,000,000 kw. in 1947, by 
it was due to increase to 4,750,000 ky. 
in 1948 and will be 6,700,000 kw. in 
1949. The 1950 rate will be 5,800,000 
kw. and in 1951 will be 6,060,000 ky. 

Although equipment manufacturers 
are working at full capacity and their 
output is eclipsing all previous records, 
the demand for electricity continues to 
grow. Reserve generating capacity for 
the country as a whole during Decem- 
ber of this year is expected to be four 
percent as compared with a five per- 
cent margin in December 1947. It is 
estimated that December 1949 average 
margin will be eight percent and that 


because it's BONDERIZED the normal reserve of 14 percent will 


be reached in 1951, depending on world 


— conditions. 
National advertising tells your customers The end of 1946 saw a total gen- 
h € Renderial =. erating capacity in the U. S. electric 
the story 0 onderizing, a product im- industry of 50,316,621 kw. Completed 


additions and those scheduled from 
provement that adds value and appeal to 1947-1951 inclusive total 25,300,000 











































refrigerators. h kw., which is a 50 percent hike over 
a4' : . 3 8 _ ae freezers, washers, 1946 in capacity. This expansion far 
wat of «= TWO FOLENS, goom torr, ironers, dryers, metal cabinets, and many exceeds that of any other major in- 
to tne equal Of is Bonderized 90) ised! = N : dustry for the same period. The survey 
ace bury the one tbat * tal bY ‘ other home appliances. shows that of the total number of new 
rig hice eonderisio’ applies ve ‘painting ; — installations, 20,900,000 kw. will be 
jpaint he manufacrurer coves gle Bonder izing anchors paint to metal, added by business managed, privately 
— pene Bonderiziog A rust resi . ote owned companies. Governmental power 
ide — ‘securely to if prevents — ! esists corrosion, munimizes damage agencies and municipal plants will add 
uch and corrosiom Mccidental PUMPT f ‘ — 4,400,000. kw. Steam power plant in- 
ene ee ie from accidental scratches. Bonderizing — *3))410 KW. Steam Power pot 
ot ©. ao A ant adde . . e 
neti Boodeti tn you buy 2 oie F keeps fine paint finishes looking better | ° the total. 
® value. = ainte 
\ a aor ator—oF othe _ selene” ; longer. Why the Increase? 
ynavnil appliance SF ONDER! ¢ alc ; 
rert in the chis—"1S IT ! ° Contributing to the record breaking 
tout. _ , H The assurance of lasting good looks increase in demand for electric service 
ane eve 






i are the 6,000,000 consumers added since 
is a sales feature of real value. Be an and of Gen ene aie th a Ge 
sure to use it in selling Bonder- 18 percent over the total accumulated 
. ; in the previous 63 years of the electric 
ized appliances. Tell your cus- industry’s growth. The survey claims 

a P that the list of post-war consumers 

tomers, It will look waiting for service has been substan- 
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. tue buys mark of Qualit? — tially reduced and points out that the 
— a gencra rhe *Bonderité Seal is 4! : a better longer because its rate of increase in total customers has 
. cn. rarco, Parco Le 

Cvecy men Bonderite, Paros ‘pat. 0 . » begun to slacken. Yet, the European 
jacer pass %° = Bonder ized! recovery program and the defense re- 


ae quirement have brought new gains in 
Ti the use of electricity. 

The high cost of labor and the rela- 
tively low cost of electricity is another 
influence toward expansion. 

While the industry has done a re 
markable job since V-J day in catching 
up on installation, it may be that, with 
conditions imposed by lower than nor- 
mal reserve generating capacity, a 
combination of bad weather and equip- 
ment outage coinciding with hours of 
peak demand could result in shifting 
of off-peak hours and restricted com- 
mercial and residential use. 


1 PROOF COMPANY 


DETROIT 11, MICH 
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Bonderite, Parco, Parco Lubrite—Reg. U.S. Pat. Off. _ New Refrigeration Assn. 
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The Refrigeration Equipment Mfrs. 
Assn., recently made Washington, 
D. C., its national headquarters when 
it opened offices in the Dupont Circle 
; building. W. Vernon Brumbaugh, ex- 

— _ president, Washington Trade Assn. 
on Friction Surfaces Executives, is executive secretary. 





> PARKER RUST PROOF COMPANY 
2164 East Milwaukee Ave. 
Detroit 11, Michigan. 
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DISPLAY 60 CORD SETS 
Two smartly finished wood dis- 
plays: No. 10, size 20” x 20 
x 8”, holds 60 cords. No. 5, 
size 81," x 8,” x 16”, holds 
34 cords. Each Davis cord is 
fully displayed and tagged with 
informative, self-selling label to 
increase sales. 


DISPLAYS 34 CORD SETS 
Write for details, or see your 
jobber, on these two deals, 
covering the complete DAVIS 
line — a cord set for every 
purpose and purse. 
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IT- SPINS 


IT BENDS 


STOPS 95% OF _ ALL 


IRONING 


CORD 


TROUBLES 


TO SELL: Just place in a home-maker’s hand. Let her see and feel 
the magic of the “WRIST ACTION” plug — it turns, it swings, it wn, 


bends, it spins — a free-floating action that leaves the cord itself 4)" 
smooth, untwisted. Let her choose from two smart models — styled S) 


by a leading industrial designer — at a price she wants to pay. Let the 
Davis “WRIST ACTION” cord set head up your cord department. See 
your jobber, or write direct for complete details and prices. 


COLORFUL DIE-CUT COUNTER DISPLAY HOLDS ONE 


— ILLUSTRATES ITS ACTIONS AND USES. 


WILL NOT KINK, TWIST, BREAK 


95% of all ironing cord troubles are 
due to continuous sharp bending and 
chaffing of the cord where it enters the 
plug. The “WRIST ACTION” plug 
contains no wire, hence eliminates 
broken wires, shocks, burned out fuses, 
lost time and tempers. A “WRIST- 
ACTION” cord set will last the life of 
the appliance, iron, toaster, broiler, cof- 
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RANGE CONNECTORS 
Heavy duty Under- 
writer's Approved 
cable, three-conductor 
type, 50 amperes, 250 
volt. Write for de- 
tails. 

Flush or conventional 
range receptacles, 220 
volt, 50 amperes. Fin- 
est quality, Under- 
writer’s Approved. 





WRIST ACTION CORD SET 
DISPLAY PROMINENTLY. 


Flush Type Surface Type 


A LEADING NAME in 


ELECTRICAL APPLIANCE CORD SETS 


PAGE 239 


















































Automotive 
Circuit Breakers 





FASCO 
Automotive 
Stop Light Switches 






FASCO 
Lo-Level 
Circulators 






















FASCO Desk Fans 






FASCO . 
Automatic Kitchen Ventilators 











FASCO Blowers 


Formerly F. A. Smith Manufacturing Co., Inc. 
ROCHESTER 2, N. Y. 
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Hotpoint Boosts 1949 
Sales Goal 40 Percent 


Will strengthen, refine 
its dealer organization 


An increase of 40 percent in dealer 
sales of major electric appliances for 
kitchens and home laundries as a 1949 
sales goal has been announced by 
Hotpoint, Inc., Chicago, Ill. To attain 
this figure, the new marketing pro- 
gram will call for strengthening and 
refining rather. than further expanding 
the company’s current dealer organiza- 
tion, Leonard C. Truesdell, vice- 
president of marketing, told 125 
distributors at a recent two-day con- 
ference in Chicago. He added that 
1949 would be “Hotpoint’s Golden 
Era” with the marketing department 
responsible for developing an organi- 
zation capable of capitalizing on to- 
day’s favorable economical conditions 
and selling a greater volume made 
possible by new facilities. 


Market Organization 


The elements of marketing were ex- 
panded by E. E. McEwan, distribution 
manager, and H. J. Scaife, manager 
of market development. Mr. McEwan 
observed that today the market is 
shifting from seller to buyer, which 
means appliance sales demand specialty 
selling techniques. This calls for a 
sales policy based on the merits of 
products’ features and the service they 
render the consumer. Dealers must be 
evaluated in terms of their capacity to 
perform all functions of specialty 
selling on each product. Mr. McEwan 
went on to state that a continued flow 
of products can be maintained only 
through an organized marketing pro- 
gram where the distributor has accu- 
rate knowledge of the product from 
the time it first appears in his quota 
until date of delivery to the consumer. 
Distributor management in turn re- 
assigns the responsibility to salesmen 
and then dealers. 

Hotpoint is furnishing distributors 
with geographic descriptions of vari- 
ous trading areas including specific 
franchises to aid in evaluating the 
market potential: Each trading area 
must contribute its full share, it was 
stated. 


Televised 


E. R. Taylor, merchandising man- 
ager, remarked that strong dealer 
merchandising programs, with em- 
phasis on the elements which have 
made specialty selling a force in selling 
appliances, will dominate the 1949 pro- 
gram. He said that the realistic 
dealer will prepare for conditions 
which approximate normalcy in the 
business. The five point program be- 
ing developed to follow the company’s 
extensive sales training includes: On- 
the-job series of training meetings in 
every dealer’s outlet; a yearly mail- 
ing service comprising 26 four-page 
illustrated bulletins with information 
and product features; slide films on 
salesmanship and product informa- 
tion; nationwide contest for retail 
salesmen on use of training materials; 
continued use of basic sales tools. 


ITI Announces Entry 
Into Home Tele Field 


Industrial Television, Inc., Clifton, 
N. J., recently announced its entrance 
into the home television field, accord- 
ing to a statement by Horace Atwood, 
Jr., president. The company, which up 
to now has. been engaged only in the 
output of commercial sets and special- 
ized equipment for public gathering 
places, will shortly manufacture “Tele- 
ceivers” for home use to known as 
the ITI Century line. In commenting 
on the move, Mr. Atwood stated that 
the successful acceptance of television 
in homes throughout the country de- 
pends upon the availability of fine 
sets. He observed that use of the new 
medium for home entertainment and 
education would be delayed if mediocre 
equipment were offered to the public. 

Retail presentation will be preceded 
by showings to distributors and sales 
representatives, initial preview being 
scheduled for New York. Mr. At- 
wood also remarked that, in cognizance 
of the need for adequate retailer 
margin in merchandising, the dealer 
discount and service policies for the 
new line will represent a fresh ap- 
proach to the problem. 


VIDEO DEBUT of Hotpoint’s pushbutton electric range recently took place on a 
telecast over WBKB, Chicago. The 15 minute show, sponsored by Emergency Radio & 
Appliance Co., was the feature on a shopping tip program. H. P. Malick, range 
specialist with General Electric Supply Corp., Chicago, and Virginia Butts of WBKB, 


do their demonstrating in front of the camera. 
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Reaching a Milestone 





THE MILLIONTH home radio set manufactured by General Electric Co. since it 
opened its new Electronics Park plant at Syracuse, N. Y. in July 1947 recently rolled 
off the production line. Observing the happy occasion are Dr. W. R. G. Baker, (left), 
vice-president in charge of the electronics department, and |. J. Kaar, manager, 


receiver division. 








Post-War Dealer Failures 
Up, But Below Late ‘30's 


Survey shows early years 
are most hazardous 


Although failures in the electrical 
appliance and radio dealer fields have 
increased sharply since the end of the 
war, they are far under the record 
number of firms who were casualties 
during the late 1930’s and early 1940's. 
According to a recent survey on in- 
dustry failures released by the Mer- 
cantile Agency, Dun & Bradstreet, Inc., 
based on the 1934-48 period, 60 appli- 
ance dealers failed during 1947 for 
total liabilities of $944,000 while 40 
radio dealers went out of business, los- 
ing $376,000. The report shows that, 
between January and March last year, 
17 appliance dealers retired from the 
field, totaling $263,000 in losses, and 
5 radio dealers called it quits for a loss 
of $26,000. 


Far Under Record 


Although these casualties were a 
great advance in number and _ total 
financial losses over those sustained in 
the 1943-46 era, they are far under the 
record crop of failures during the late 
"Ws and early ’40’s. In the appliance 
field, 154 dealers collapsed in 1938 for 
a $1,930,000 loss; 104 in 1939 for a set- 
back of $902,000; 99 in 1940 for a loss 
of $899,000 and 143 in 1941 for 
$1,464,000. 

In the radio dealer fields, 72 dealers 
went out of business each year in 1938 
and 1939 for losses of $745,000 and 
$506,000, respectively. During 1940, 
54 collapsed, losing $383,000, while in 
1941, 35 failed for a loss of $198,000. 


Pitfalls Come Early 


The report indicates that the chances 
of business failure are usually greatest 
during the first years of operation. In- 
vestigating the 1947 collapses in the 
appliance field, the survey observes that 
60 percent of the failing dealers entered 
business between July 1945 and 1947. 
In the radio field, 67.5 percent of the 
failures suffered during the same pe- 
riod. Over 21 percent of the 1947 
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failures began operations between 1942 
and June 1945 in the appliance cate- 
gory, and 15 percent in the radio field. 
Those who began appliance retailing 
before 1942 and failed in 1947 total 6.6 
percent for appliances and 7.5 percent 
for radios. The starting dates for 11.7 
percent of appliance and 10 percent of 
radio dealers are unknown. 


The Same Story 


The survey, which analyzes 2,870 
out of a total of 3,476 failures re- 
ported in 1947, shows a similar situa- 
tion in the manufacturing and dis- 
tributor phases. There, too, the large 
part of the 1947 failures was among 
concerns entering business in the 
1945-47 period. In electrical appliance 
manufacturing, 72 percent of the fail- 
ures began during these years, 43.2 
percent for radio manufacturers. At 
the distributor level, 55,6 percent of the 
appliance failures in 1947 began opera- 
tions from 1945-7, 42.8 percent in 
radio. Only two of the 185 casualties 
engaged in retailing, wholesaling and 
manufacturing of radios and electrical 
appliances who failed in 1947 were 
organized before 1929. However, in 
consideration of manufacturing casual- 
ties, it must be remembered that some 
organizations reorganized and started 
over again. 


W. T. Grant Branch Is An 
Appliance Store In Houston 


It may be rated as a ten cent store 
elsewhere, but the W. T. Grant 
branch at 609 N. Main St., Houston, 
today is carrying one of the largest 
appliance and radio stocks in that city. 

L. C. Hull is manager, and custom- 
ers may choose from Crosley, Gibson, 


Monitor, Amana, Thor, Launderall, 
Automatic, Voss, Apex, Admiral, 
Coolerator, Philco, Westinghouse, 


Farnsworth, Emerson, Wilcox-Gay 
lines; Domestic and Sew-Gem, Gen- 
eral Electric, Sunbeam, Westing- 
house, Proctor and Universal. 
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YOUR best fan line 
for a profitable ‘49! 





FASCO LO-LEVEL CIRCULATORS 


Truly beautiful. Exquisitely designed 
and finished. This FASCO air circulator 
enhances the decor of both offices and 
homes. Sturdily built. Efficient air de- 
livery. You'll agree when you see it. . . 
that it’s absolutely tops in the field. 
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RE-STYLED ! 
FASCO DESK FANS 


Adding new successfully- tested sales ap- 
peals year-after-year keeps the FASCO 
ArcticAire line of fans ahead in quality, 
performance, and sales. Now the com- 
plete line has the new improved guards, 
and Duo-Tone Gray. 





TIE-IN SALES! 


FASCO AUTOMATIC 
KITCHEN VENTILATORS 


A “natural,” easy, quick tie-in sale 
with every kitchen equipment order 
you get. A fast seller alone, too, 
when displayed in windows, and on 
counters. Can’t be beat on quality 
...on price... on buyer appeal. 





SEE THEM ALL IN BOOTH 228 
AT THE NATIONAL HOUSEWARES SHOW 





Formerly F. A. Smith Manufacturing Co., Inc. 
ROCHESTER 2, N. Y. 
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NERAL Cle 


OFFERS GREATER DOLLAR PROFIT 


In Fast Growing Field ... Here's Why 


FIRST— The GENERAL T-12 is 
easier and quicker to sell 

easier because its features and 
tremendous variety of uses give 
you sales ammunition no other 
floor machine can match! Easier 
because year-round advertising 
in the SATURDAY EVENING 
POST, HOUSE BEAUTIFUL, 


GOOD HOUSEKEEPING, HOUSE 
& GARDEN and BETTER HOMES 
& GARDENS PRE-sells your pros- 
pects. Easier because the GEN- 
ERAL T-12 has greater brush 
spread than any other twin brush 
domestic machine. 

ECOND — The GENERAL T-12 
is priced to give you a greater 


DOLLAR margin of profit than 
any other popular domestic floor 
conditioning machine. 
THIRD—There’s EXTRA profit 
in EXTRA attachments . . . no 
other domestic floor machine 
made has as complete a line of 
wanted attachments as the GEN- 
ERAL T-12. 


eer et, re hee 


RETAILS AT 


$79.50 


F.0.B. FACTORY 
Extra long cord and set 


of brushes. Other acces- 
SNAP-ON SIDE HANDLES permit buffing and polishing of table tops, sories extra. 
panelled walls, furniture—even autos. It’s features like THIS that 


clinch your sale! 


On Display, Booth 299 Chicago National Housewares Show 


‘Pree - GET these IMPORTANT sales aids! 


To take fullest advantage of the demand producing National 
Advertising campaign, tie-up by using GENERAL'S compelling 
sales aids. Available to all GENERAL T-12 dealers! 

e WINDOW DISPLAYS 

e FLOOR DISPLAYS 

e MACHINE ADVERTISING HANGERS 

e NEWSPAPER AD MATS 

e GIVE-AWAYS and ENVELOPE STUFFERS 

e COOPERATIVE ADVERTISING 
Get these sales aids now! Let General Floorcraft really go to 


work and HELP YOU SELL! Phone your distributor or write direct 
to General Floorcraft. Dept. EM1 








DRY CLEANS 


LEADING DISTRIBUTORS NOW IN KEY AREAS. 
DISTRIBUTORSHIPS STILL AVAILABLE 
IN SOME MAJOR MARKETS. 


Sa OR 4 REFUND o> 


F Guarexned by > 
Good Housckeoping 
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GENERAL FLOORCRAFT, nk 
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TELECHRON “Sleep-Switch”’ 


Telechron Inc., Ashland, Mass. 


Device: New automatic time switch 
that turns radio off at night and on 
again in morning. 

Selling Features: Permits user to be 
lulled to sleep by favorite program and 
awakened by his choice of news or 
breakfast program; simple dial control 
sets mechanism for any desired playing 
period to one hour after which radio 
automatically shuts off for night; an- 
other control pre-selects desired awak- 
ening hour when radio turns on again; 
and an-alarm buzzer sounds when radio 
has been on for 10-minutes. 
Electrical Merchandising, 


January, 
1949, 








LOCKRATOR Refrigerators 


Stoddard Mfg. Co., Mason City, lowa 


Models: Nos 9E and 13E Lockrator 
3-temperature refrigerators. 


Selling Features: Both models have 
“across the top” zero freezer compart- 
ments; large crisper drawers pulling 
out from under ribbed glass shelving, 
plated metal shelf fronts; decorative 
styling around hinged, colored glass 
oor on zero freezer; arranged so 
that it must be either’ wide open in 
a down position or closed up—it 
cannot be left in a halfway open 
Position; tip out dry vegetable bin; a 
set of refrigerator dishes, defrost water 
jar, 4-quick release ice cube trays; and 
“Ceiling Cooling” provides indirect 
high humidity cooling in food com- 
Partment; a slightly higher tempera- 
ture and ‘high humidity is maintained 
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in crisper drawers which are closed 
under glass. 

Model 13 E has a_ fan-cooled 
Tecumseh unit; a large 23% cu. ft. 
freezer compartment; 10 cu. ft. regular 
food storage; and double crisper 
drawer. 

Model 9E has a Tecumseh sealed 
refrigerator unit; 1.2 cu. ft. frozen 
food compartment; and a total of 9.8 
cu. ft. capacity overall. 

Both models have full length doors 
which go to floor; a tip-out and unre- 
frigerated dry vegetable bin; narrow 
design to go in small kitchen spaces— 
9-E is only 27 in. wide, 13-E, 314 in. 
wide cu. ft. content is made up by in- 
creased depth and height; “Flat tops” 
provide added utility. 
Electrical Merchandising, 
1949, 


January, 








COOLERATOR Ranges 
The Coolerator Co., Duluth, Minn. 


Models: DeLuxe 9HC-61, 9HB-41 
and 9HB-42 ranges. 
Selling Features: Deluxe model 


equipped with an up-’n-down, high 
speed “Well-E-Vator” with a specially 
designed 2100 watt unit which may be 
lowered for deep-well cooking and deep 
frying, or raised to serve as a 4th 
surface unit; automatic timer, kitchen 
clock, special lighting, and an outlet 
for small appliances are other features ; 
roller bearing drawers for storing pots 
and pans, 1-piece, acid-resisting porce- 
lain top; top and bottom units for oven 
baking and waist-high broiling. 

Standard, 9HB-41 has 3 7-heat units 
grouped to left and one 8-in. unit pro- 
viding a range of 131 to 2100 watts; 
64 qt. deep well cooker; 16x16x20 in. 
oven with top and bottom units; high 
speed broiler, 2900 watts mounted at 
top of oven; 2 shelves with lock stops, 
6 positions ; 1-piece top and backguard, 
acid resisting porcelain; outlet for 
small appliances on backsplash; 3 
drawers provide 4 cu. ft. pot and pan 
storage. 

Model 9HB-42, Regal, same as 
Standard except for addition of range 
top lamp and minute sentry which 
times cooking operations up to 60 
minutes. 
Electrical 
1949, 


Merchandising, January, 


1949 








COOLERATOR Refrigerators 
The Coolerator Co., Duluth, Minn. 


Models: 4 new refrigerators Deluxe 
ORD-8, ORD-7, 9RC-8 Regal and 
ORB-8 Standard Space Saver. 

Selling Features: 9RD-8, 9RD-7 and 
ORC-8 all equipped with full width 
freezer lockers for fast-freezing and 
low temperature ‘storage, maintaining 
18 degs. below freezing. Standard 
9RB-8 is equipped with and uses a 
U-type evaporator, provides 8.3 cu. ft. 
storage; new adjustable “Chill-R- 
Ator” shelf makes possible quick-chil- 
ling of beverages, desserts, salads and 
provides storage for fresh meats or ice 
cubes at approximately 7 degs. below 
freezing; flavor-saver food compart- 
ments operate at only 4 degs. above 
freezing with controlled humidity to 
“save the flavor”; moist-cold “Crisp- 
O-Lators” store up to % bushels of 
vegetables at only 8 degs above freez- 


ing. 

Deluxe 9RD-8 has 83 cu. ft. capacity 
with dry storage bin; Regal 9RC-8 
has 8% cu. ft. capacity; both models 
have sealed units, wrap-around exteri- 
ors; Du Pont Dulux acid, chip and 
abrasion resistant interiors and pres- 
sure-packed Pneupro insulation. 

Space-Saver 9RD-7 has 8 cu. ft. 
interior with full width freezer locker; 
a space-saving exterior only 28 in. 
wide, 284 in. deep and 57§ in. high. 


Electrical 
1949, 


Merchandising, January, 





FREEZ-IN Portable Refrigerator 


Freez-In Mfg. Corp. 
2144 Mack Ave., Detroit, Mich. 


Device: New portable refrigerator 14 
cu. ft. capcity. 

Selling Features: Weighs only 43 lbs. 
complete; for use in home as supple- 
mentary equipment, in offices, hotels 
and light housekeeping apartments ; for 


vacation and hunting trips, trailers, 
boats, etc.; operates on 110-volt a.c.; 
a 6-volt to 110-volt dc. model also 
available; equipped with 2 full size ice 
cube trays; encased in aluminum cabi- 
net in a choice of several baked enamel 
finishes; white stain and acid proof in- 
side finish ; top handle and 2 removable 
end handles for carrying. 


Electrical Merchandising, January, 
1949, 











PUREAIRE Kitchens 
The Parsons Co., Traverse City, Mich. 


Device: “All-New 1949 Pureaire 


Kitchens” 
Selling Features: New models have 4 
doors instead of 6 door used formerly; 
specially-designed handles have re- 
placed former hardware; styling of 
oven, refrigerator, drawers, working 
surface, shelves and storage facilities 
also have been changed; modern eye- 
level oven; 5% cu. ft. capacity refrig- 
erator; no-splash faster-sudsing fau- 
cets; steel grip assembly detail; 
hermetically-sealed freezing system: 
and UL approved, flat surface modern 
electric range units. 

Electrical Merchandising, 


January, 
1949 





PROCTOR Toaster 


Proctor Electric Co., Inc., 3rd St & 
Hunting Park Ave., Philadelphia 40, Pa. 


Model: No. 1468 automatic toaster 
with color guard to replace No. 1467. 
Selling Features: New exterior styl- 
ing; base and handles of brown 
Bakelite; chromium body with ridged 
design; instructions more clearly de- 
fined. 

Price: $18.95. 

Electrical Merchandising, 
1949, 


January, 
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CAMFIELD Silver Toaster 
Camfield Mfg. Co., Grand Haven, Mich. 


Device: Silver automatic toaster in 
antique treasure chest, for special gifts. 
Selling Features: Toaster is a Sheffield 
reproduction of the Camfield blue 
ribbon toaster designed with ebony base 
and fittings to set off silver; antique 
treasure chest of oak with metal bands 
and lined with tarnish proof velour; 
toaster has all Camfield exclusive 
features and sterling silver plates on 
either side for engraving initials or 
inscriptions. 
Price: $150. 
Electrical 
1949. 
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WHITING Freezers 


Whiting Corp., Refrigeration Div., 

33 S. Clark St., Chicago, Ill. 
Device: Whiting 8 and Whiting 17 
cu. ft. food freezers. 

Selling Features: Whiting 8 provides 
capacity for 280 lbs. food storage a 
cabinet that occupies 27 x 36 x 32 in. 

Whiting 17 provides 17 cu. ft. storage 
capacity in space that formerly held 
only 12 cu. ft.; 27 in. wide, 5 ft. long; 
Capacity increases have been achieved 
by use of Santocel, a new insulation 
that has made it possible to cut freezer- 
wall thicknesses in half and produce a 
unit with improved freezing efficiency. 
Electrical Merchandising, January, 
1949, 





BURGESS Vibro-Sprayer 


Burgess Battery Co., Handicraft Div., 
Lake Zurich, Ill. 


Device: No. VS-500 new type sprayer 
for lacquers, gloss enamel, insecti- 
cides and disinfectants. 

Selling Features: Self-contained unit 
weighs 1} lbs.; operates without aid 
of compressor or other extra equip- 
ment; entire operating mechanism in- 
cluding pressure source encased within 
molded housing; 24 oz. capacity. 
Price: $12.95. 


Electrical Merchandising, January, 
1949, 
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Amana Freezer 


Amana Society, Regrigeration Div., 
Amana, lowa 


Device: No. 110 freezer. 

Selling Features: Streamlined, ad- 
vanced design; 10 cu. ft. capacity; easy 
to reach hide-away temperature con- 
trol; cylinder-type built-in lock on 
latch; built-in temperature indicator ; 
leveling gliders on all 4 corners; new 
more compact height of 39 in.; full 
opening lid for quick coneuliiie to 
all foods; DuPont Dulux enamel ex- 
terior ; “Zero Wall” type insulation. 
Electrical Merchandising, January, 
1949, 
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FLAVO-PERK Percolator 


West Bend Aluminum Co., 
West Bend, Wis. 


Device: New West Bend cold-water 
type electric percolator, No. 3278E. 
Selling Features: Makes 6 to 8 cups; 
double-wall pump provides rapid perco- 
lation, starts perking in less than a 
minute; aluminum, modern styling; 
tubular spout for easy pouring; cool 
plastic handle; molded plastic legs for 
-table use; 400-watt element; a.c. or 
d.c. 

Price: $10.95. 

Electrical 
1949. 
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ALLEN Dual-Duty Range 
Allen Mfg. Co., Nashville, Tenn. 


Model: Allen Princess “Dual-Duty” 
combination wood-coal-electric range. 


Selling Features: Combines all the ad- 
vantages of coal-w cooking and 
heating in wintertime with electric 
cooking in summertime ; equipped with 
3 Cutler-Hammer, Pyroflex, 5-speed 
non-warping surface units for electric 
top cooking; outer and inner 2-way 
current flow on surface units provides 
even distribution of heat, with minimum 
heat loss; large 24 x 22 in. coal-wood 
“Duro” cooking top is ribbed to pre- 
vent warping or buckling; 2 covers are 
placed at hottest part of cooking top for 
direct heating of utensils; dual oven 
and broiler element gives speedy heat 
with precision control for fast broiling 
or slow barbecuing; easily changed for 
baking or broiling; anti-scorch beaded 
oven bottom prevents foods from 
scorching when cooking with coal or 


wood; white porcelain enameled ex- 
terior. 
Electrical Merchandising, January, 
1949, 





MADISON Toaster 


Matison Precision Co., Inc., 
23 Flatbush Ave., Brooklyn 17, N. Y. 


Device: Pop-up toaster. 


Selling Features: Silent, self-compen- 
sating, 2-phase thermostat control; 

triple plated chromefinish on seamless, 
l-piece steel shell with 1-piece plastic 
base; patented design crumb shaker 
tray permits removal of crumbs with 
turning toaster upside down. 
Electrical Merchandising, 

1949. 


January, 








GAR-DISPOSAL 


Electrocap Mold Co., 
115 E. Carson St., Pittsburgh 19, Penna. 


Device: New type domestic garbage 
incinerator, eliminates odors by drying 
garbage before burning. 


Selling Features: New downdraft 
principle employed subjects garbage to 
complete dehydration before ignition 
and burning takes place; air passing 
upward between insulated outer shell 
and warm inner garbage container 
picks up heat before entering inner 
container at top, passing downward 
through and around garbage it extracts 
all moisture, leaving garbage brittle- 
dry for easy ignition by small 950 
watt, 115 volt element at bottom; re- 
duces all garbage from coffee grounds 
to large bones to fine gray ash of a 
cigarette. 
Electrical 


Merchandising, 
1949. 


January, 


JANUARY, 


NICRO Automatic Coffee Maker 


Nicro Steel Products Inc., 
3550 N. Spaulding Ave., Chicago, III. 


Device: Nicro stainless steel auto- 
matic electric coffee maker, No. 2508. 


Selling Features: 8-cup vacuum-type 
es. turns itself down when coffee 
“done” and keeps coffee at serving 
temperature as long as wanted; auto- 
matic thermostatic control ; cannot boil 
over; polished stainless steel finish; 
stainless steel filter, cover for lower 
bowl, and dual-purpose cover for upper 
bowl which is also used as stand for 
upper bowl; Bakelite handle; 575 
watts. 
Price: Fair Traded at $27.90 
Electrical Merchandising, 


January, 
1949. 





Range-Heater 


C. M. Isetts Industries, 
14344 E. Jefferson Ave., Detroit, Mich. 


Device: Combination hot plate, air 
circulator and space heater. 

Selling Features: 110 volts; high, 
medium and low heats; 1250-watts; 
when used as air circulator in summer, 
only fan is operated; when heater is 
on, fan forces hot air through de- 
flector secured to top of unit by 
pressure-snap lock device; with re- 
moval of deflector, unit becomes a 
hotplate; tubular heating element; 12 
in. in diameter, 12 in. high with de- 
flector ; all-aluminum construction. 
Electrical Merchandising, January, 
1949, 
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SENTINEL Clocks 

The E. Ingraham Co., Bristol, Conn. 
Models: Signal and Kitchenette. 
Selling Features: Signal, a self-start- 
ing alarm in shaded plastic case. 

Kitchenette, self-starting _ electric 
kitchen clock; white or red Lustron 
plastic case, forward tilted for easy 
reading; 7% in. high. 


Electrical Merchandising, 
1949, 


January, 
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If you are one of the better-than- 
average retailers, this has a deep sig- 
nificance for you in 1949. 


You know that despite a more com- 
petitive market, consumer purchases 
of household goods may reach an all- 
time high. 


You also know that the “more com- 
petitive market” means that the profit 
from each customer purchase becomes 
a pfime consideration once again; 
and that this, combined with unit 
sales volume are the factors that de- 
termine your success. 


Yes, the biggest SINGLE FACTOR in 
determining NET PROFIT is your 
MARGIN per sale. 


PRESTELINE DEALERS TAKE MORE MONEY 
TO THE BANK PER SALE 


Not only do the facts indicate it—but 
case histories in our files show it to be 


take the TIME 


See 







PRODUCT 
PROGRAM 


true—the Presteline Franchise offers 
the dealer the things necessary in 
terms of Product, Program and Price 
that make it possible to develop 
greater net profits. 


The Presteline Dealer featuring 
Presteline Electric Ranges and Preste- 
line Electric Water Heaters enjoys an 
advantage in margin of profit consis- 
tent with the largest possible dollar 
volume. 


Moreover, the Presteline dealer enjoys 
an advantage in terms of Dollar 
Volume per sale, by selling the con- 
sumer a better value—more features, 
more performance, more satisfaction 
as proved by actual comparison with 
other nationally advertised Electric 
Ranges and Electric Water Heaters. 


These factors, plus the fact that the 
Presteline Dealer is not tied to a “pol- 
icy” that restrains his initiative and 


PRESTELINE + 666 .N. Lake Shore Drive + Chicago 11, Illinois 


ELECTRICAL MERCHANDISING—JANUARY, 


1949 








EVERYTHING YOU NEED 
10 TAKE MORE MONEY 


restricts him from cashing in on “con- 
ditions” peculiar to his own local 
community, are additional reasons 
why Presteline is the line for good 
retailers who treasure their independ- 
ence. 


And most important, these basic fran- 
chise advantages are supported by 
sound local merchandising built to 
actually help the dealer consummate 
a high profit sale at retail. National 
magazine and key city newspaper ad- 
vertising—a liberal co-op program— 





TO THE BANK 


CALL Your Own 


and a continued program of tested 
local promotion—all are in force at 
all times. 


But, let the facts speak. Let us put 
the Presteline Story before you now. 
Let us show you how Presteline offers 
basic advantages in Product, Program 
and Price—advantages that mean 
“more money to take to the bank in 
a business you can call your own.” 


There is no obligation. Simply mail 
the handy coupon provided for a 
quick reply. Fill it in—mail it now! 


YOU, TOO, CAN BE INDEPENDENT WITH A GOOD 


BUSINESS ... A LONG-TERM PROFITABLE BUSINESS 


MAIL COUPON FOR QUICK REPLY 


Presteline 
666 N. Lake Shore Drive, 
Chicago 11, Illinois 








Gentlemen: I'd like to know more about your dealer in- 
dependence franchise and the Presteline Program for 1949. 


Please contact me. 


NAME 





ADDRESS 





CITY 


STATE 
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ELECTRICAL 
APPLIANCES 


FOR A QUARTER OF A CENTURY 
THIS TRADEMARK HAS STOOD FOR 
“QUALITY AT POPULAR PRICES” 


The Famous EMPIRE 
Electric PERCO-DRIP 


method of coffee-making 
extracts only the desir- 
able oils to produce 
clear, rich coffee. Starts 
percolating in 60 sec- 
onds. Modern design, 
polished seamless alum- 
inum with cool, molded 
handle, scratchproof 
feet, patented direct- 
heat immersion element 
and insulated valveless 
pump. In 5 and 9 cup 
sizes, 





No. 1802 
Suggested Retail 
Price $4.75 


Smartly modern chrome finished 
EMPIRE ELECTRIC TOASTER 





No. 769 
Suggested Retail 
Price $3.95 


EMPIRE FOCAL-RAY 
ELECTRIC LANTERN 


is the favorite of sports- 
men, farmers, motorists 
—all who need handy, 
dependable, night-light- 
ing. Changes from wide- 
spreading floodlight ‘to 
powerful spot at turn of 
the lens head. Aim beam 
in any desired direction 
with all-position pivot 
base. 
Retail Price 
Slightly Higher 
In West 


offers outstanding 
features. Handles 
two large bread 
slices, turns them by 
a flip of the door. 
Large flat top for 
toast-warming. Extra 
large heating ele- 
ment for uniform 
toasting. Durable 
Construction, black 
enameled base, 
scratch-proof feet 
large cool handles. 
A quality toaster at 
popular prices. 





No. 900 
Suggested Retail 
Price $3.25 


THE METAL WARE CORPORATION 


NEW YORK 
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Barbeque Spit 


Southern Barbeque-Grill Co., 
503 Sepulveda Blvd., 
Manhattan Beach, Calif. 


Device: Southern Barbeque electric 
spit. 

Selling Features: Stainless steel spit 
revolves at just right speed to keep 
natural juices curling around meat till 
crust is formed to seal flavor; fits 
almost any type barbeque; chrome 
finish; 4 h.p. Merkell-Korf motor. 
Electrical Merchandising, January, 
1949, 





KISCO Circulairs 


Kisco Co., Inc., 39th & Chouteau St., 
St. Louis 10, Mo. 


Models: Washed-Air Cool-Circle- 
Ator; Handi-Table Circulair; Ad- 
justo-Air; and Executive Table Air. 
Selling Features: Washed-Air Cool- 
Circle-Ator model washes and cir- 
culates air in summer and becomes 
a humidifier in winter by adding 
the proper amount of moisture to 
dry parched air; can also be used as 
deodorizer by adding a deodorant to 
3-gal. water reservoir; circulates 25,- 
000 cu. ft. fresh air per hr.; evapora- 
tion rate is 4 to 2 pts. water per hr.; 
streamlined cabinet, 23 x 15 x 15 in. 
soft satin grey finish. 





Handi-Table Circulair is 30 in. 
high, top is 13 x 13 in. square; alcohol 
and heat resistant beige linen-weave 
plastic top and shelf with grey-chrome 
finish; 1/20 h.p. motor; 12 in. varified 
air impeller; 3-speed control. 

Adjusto-Air Circulair utilizes pat- 
ented adjustable tilting deflecto to di- 





JANUARY, 





rect or concentrate volume of air into 
one area or direction; % h.p. motor; 
14-in. varified air impeller; 3-speeds; 
satin gray finish; 18 x 18 in. diam, 

Executive Table-Air Circulair, 
equipped with 4 h.p. motor; 14-in. vari- 
fied air impeller blade; mahogany 
finish, doubles as a coffee or cocktail 
table; 18x18 in. diam.; 3-speed control, 


Electrical Merchandising, January, 
1949, 






ROBERTON Lawn Mower 


Roberton Diy., King Pneumatic Tool Co, 
2717 N. Ashland Ave., Chicago 14, Ill. 


Model: 1949 improved electric lawn 
mower No. KE-94 

Selling Features: Light weight—(72 
Ibs.) ; equipped with standard 19-in. 
cutting reel chain-driven from 4 hop. 
G-E motor which permits cutting 
along edges, eliminating extra trim- 
ming operation; pulls itself, requires 
only guiding; cuts at rate of 420 sq. ft. 
per min.; no clutch or switch; re- 
quires no oil-change, or gas-handling. 
Price: $89.00. 


Electrical Merchandising, January, 





RITTENHOUSE Hook-Up Kit 


The Rittenhouse Co., Inc., 
East St., Honeoye Falls, N. Y. 


ened Rittenhouse chime hook-up 
it. 

Selling Features: Hook-Up kits for 
10-volt chime models include a trams- 
former, a connector block, a push 
button, cable, screws and staples plus 
instructions; power-plug transformer 
plugs into a wall socket; cross-com 
nections are made inside neat connectof 
block which is readily installed along 
baseboard or on wall; it is necessaty 
only to connect wires from the chime, 
the transformer and the push-button. 
—— Merchandising, Janwaty, 

49. 
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The Dealer who sells... 
MUST ALSO BE SOLD 


Don't overlook the fact that consumer advertising, while it creates wide- 






. a spread demand for products, cannot ring up a sale on a dealer’s cash 
- lawn register. That, exclusively, is the dealer’s job—to turn consumer adver- 
t—(72 tising interest into definite product sales. 

fa How can a manufacturer be sure that his dealer is talking-up his product 
cutting — emphasizing its exclusive or superior qualities — its ease of operation — 
aie low maintenance cost, and other important selling features? He can’t be— 
we unless that manufacturer has kept his dealer sold on his product — sold on 
ndling. his franchise and eager to convince his customers that it is the best buy 
nuary, they could make. 


Manufacturers of appliances, radios and television sets can reach and 

a sell their dealers more convincingly and more economically by telling 

ad their product story in the advertising pages of ELECTRICAL MERCHAN- 

BLECTRICAL MERCHANDISING © | >= 

Why? Because it is the one publication their dealers read for merchan- 

dising and selling aids so vital to the success of their business. A manu- 

The publication that reaches and sells dealers tn... facturer's product story in ELECTRICAL MERCHANDISING helps a dealer 

APPLIANCE, RADIO & TELEVISION STORES to do some real selling of product features — building up the enthusiasm. 
DEPARTMENT STORES FURNITURE STORES created by consumer advertising — ending up in greater sales volume. 


HARDWARE STORES UTILITY MERCHANDISERS 





Don't forget the dealer... he, too, must be sold, 





The publication that more dealers read, use and rely upon... 


AL, MERCHANDISING 


ae 
YORK 18, N.Y 
‘Solace a ' 7? 
‘ape me? 2 Mg PWR itn 
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The Chinook 


Want to add to or replace your line of stoves and ranges? 
If so, here’s a seldom-offered opportunity “pounding” at your 
door! 

About eighteen months ago we bought the famous Round 
Oak Range line. Since then we have been getting ready and 
now have this nationally-known line in production. 

This year we're starting an extensive and intensive sales 
promotion program! Already, a powerful hard-hitting, national 
advertising campaign is scheduled. 

Our hundreds of Anchor dealers can’t handle all we'll sell. 
We need 782 additional dealers at once! These new dealers 
will have the double advantage of offering ranges backed by 
two famous names: Round Oak and Anchor! Here’s an oppor- 
tunity for big profits! 


Look at the illustrations of the two 
models. Ultra-simple in design, they 
pack a sales wallop in can’t-be-beat 
features when you look “under the 
skin”! These are the kind of top-flight 
units you can offer at prices consumers 
will pay! 























For volume sales and profits, write 
or wire for complete facts today! 
Anchor Division, Stratton & Ter- 
stegge Co., Inc., P. O. Box 311, New 
Albany, Ind. 























The Kitchenette 





EM-1 
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COOLERATOR Freezer 
The Coolerator Co., Duluth, Minn. 


Model: F-151 Family Size freezer. 
Selling Features: Capacity, 15.1 cu. ft.; 
t h.p. sealed unit; Freon 22 refriger- 
ant; holds 500 Ibs. frozen foods; Du- 
lux exterior; fan-cooled condenser; 
5 in. pressure packed Pneupro insula- 
tion; separate quick-freeze compart- 
ment provides for fast freezing 60 Ibs. 
food while maintaining controlled low 
temperatures in remainder of freezer ; 
conventional lid with _ finger-lift, 
counter-balanced hinges; 4 partitioned 
wire baskets ; 303 in. wide, 72 in. long, 
38 in, high. 

Electrical Merchandising, January. 
1949. 
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WESIX Water Heater 


Wesix Electric Heater Co., 
390 First St., San Francisco 5, Calif. 


Device: Corner cabinet table height 
water heater. 

Selling Features: 50-gal. capacity; re- 
movable front panel; thermostats slide 
out without draining tank; pipe con- 
nection concealed in base of heater; 
copper and bronze heat trap; 34 in. in- 
sulation; 300-lb. test, galvanized tank; 
double-element models have a second 
unit and thermostat; double pole 
thermostat disconnects both electric 
power wires; cold water diffuser; 
black base with toe space; white 
enamel shell; stainless steel top; 36 in. 
high, 30 in. wide, 25 in. deep. 
Electrical Merchandising, January, 
1949. 





SILENT BREEZE Dairy and Barn 
Ventilator 


Holcomb & Hoke Mfg. Co., Inc., 
1540 Van Buren St., Indianapolis 7, Ind. 


JANUARY, 1949—ELECTRICAL MERCHANDISING 


Device: Silent Breeze dairy and stock 


barn ventilator. 

Selling Features: Completely assem- 
bled unit can be installed without spe- 
cial wiring or building; unit contains 
a 4-blade, direct connected 24 in. fan; 
$ h.p. 2-speed motor with thermostat: 
automatic outlet shutter which fits 
flush with inside wall of barn to safe- 
guard aginst freezing; outlet hood to 
protect fan and motor from weather; 
when barn temperatures reach 45 degs, 
fan automatically changes to high speed 
and carries off moisture-laden heat 
faster than it is generated; after tem- 
perature is reduced to slightly below 45 
degs., fan changes to low speed and 
process is repeated; outlet shutters 
open and close automatically as fan 
goes on and off; 60-cycle, 115 volt, 
single-phase a.c. motor, —rubber- 
mounted; entire unit can be mounted 
in a 30 x 30 in. opening in barn wall. 
Electrical Merchandising, January, 
1949. 





ROBERTON Hedge Trimmer 


Roberton Div., King Pneumatic Tool Co., 
2717 N. Ashland Ave., Chicago 14, Ill. 


Device: Model K10 hedge-trimmer. 
Selling Features: Light weight, 4 Ibs.; 
balanced at the grip for easier han- 
dling; double-acting blades eliminate 
vibration and chrome-nickel plated to 
avoid sap sticking; blades feature spe- 
cially designed tooth-shape, which is 
said to clip more quickly and thor- 
oughly; spring switch on cord must be 
held in contact, protecting non-operat- 
ing hand; nickel steel gears are housed 
in a-sealed, grease-filled transmission; 
gray frame, maroon grip. 

Electrical Merchandising, January, 
1949. 





NO-SHOK Cord Set 


Bell Electric Co., 1844 W. 21st St., 
Chicago 8, Ill. 


Device: Extension cord sets, table taps 
and current taps. 

Selling Features: Rotating cap snaps 
back to cover prong slots when plug 1s 
withdrawn; includes duplex extension 
cord sets with 6, 9, 12 or15 ft. rubber- 
covered cord and molded rubber plug, 
table tap for use with cord set, am 
current tap to provide extra outlets; 
Bakelite, available in brown or ivory- 
Electrical Merchandising, January, 
1949. 
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Steam and 
Dry Iron 









I’m just one of millions of women who have 
fallen in love with the new Steam-O-Matic! 
There’s never been an iron like it. 


TILT-TOP 


“3 


CAN-O-MAT 


The Most Beautiful Can Opener Ever Made! 


NO BITTER RIND OIL! Juices citrus fruit faster, easier, 
without pulp or seeds. It’s a streamlined beauty in 


chrome and attractive colors that SELLS! NOTHING ELSE LIKE IT!.... Single Action Handle. 


No levers, no oiling, floating cutter. Rival’s com- 
*® plete Can Opener line means neat profits for you! 





o” NATIONALLY ADVERTISED! See these Rival products in Good 
/ Housekeeping, Ladies’ Home Journal, Better Homes & Gardens, 
Life, Saturday Evening Post, and Parent’s Magazine during 1949. 


AEEPY' VISIT US AT NATIONAL HOUSEWARES SHOW — BOOTHS 132-4-6-8 


THT MANUFACTURING COMPANY, Kansas City, Missouri 


ai. 
ot. 
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DURALUX Coffee Service Set 
Duralux Co., Wooster, O. 


Device: Coffee service set, including 
coffee maker and accessories. 

Selling Features: Regular Duralux 
coffee maker is central feature; acces- 
sories include 16-in. serving tray with 
border and embossed center, sugar and 
creamer with highly polished lustre, 
Electrical Merchandising, January, 
949, 





CORDOMATIC Clothesline Reel 


Cordomatic Div., Vacuum Cleaner Corp. 
of America, Philadelphia 32, Pa. 


Device: Indoor clothesline reel. 
Selling Features: Eliminates setting up 
and taking down of clothesline or 
rack; can be pulled to desired length; 
automatically rewinds; folds against 
wall when not in use; in white finish, 
silver trim; provided with 18 ft. of 
white, washable plastic clothesline; 
heavy garments may be supported by 
looping a section of line around snub- 
bing anchor provided in center of reel. 
Electrical Merchandising, January, 
1949, 





WESTINGHOUSE Coffeemaker Filter 


Westinghouse Electric Corp., 
Appliance Diy., Mansfield, O. 


Device: Non-rusting Monel Metal fine- 
mesh screen filter for use in mod 
CM-81 automatic coffee maker. 
Selling Features: Designed to replace 
cloth filter; easily cleaned by rinsing 
with hot water; long life; eliminates 
frequent changing; screen is 24 x 11 
mesh, 
Electrical 


Merchandising, January, 
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RESULT: 


6.9% MORE 
HOT WATER 
WITHDRAWAL 
THAN UTILITY 
REQUIREMENTS 


& 
THIS ACTION 
LETS HOT WATER 
STAY HOT! 


& 
COLD WATER RISES 
IN A LAYER... 
HEATS AS IT RISES 


> 
.-WATER-HOTTER 
TURNS COLD WATER 
BACK ON ITSELF 
-»»-DOESN’T MIX! 


Pe 


READ UP 


.- EASY TO UNDERSTAND 
--- EASIEST TO SELL! + 
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WHITE PRODUCTS CORPORATION e 


(vs Proven! 


LL: 
MOTTE 
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9 %o MORE HOT WATER 


White has turned the old dilution problem into a quick-sales 
asset. With the WatTeER-Horrer, White delivers almost seven 
per cent MORE hot water. Hor water is what people want, 
and White’s EXTRA hot water makes White the heater 
that’s different from the rest in terms of fast, easy sales 
. .. as White dealers will tell you. 


PLUS 10-YEAR PROTECTIVE PLAN. White has 20 
other convincing plus features, pLUs this written warranty 
which assures customers that their White will keep on 
delivering plus service—a real sales clincher! 

SEE WHAT YOU’RE MISSING! Write now for White’s 
Dealer Proposition, and actual sales records of prospering 
White dealers! Get White’s  .--— += 


fast turnover! 


Single and Double Units. 
Cylinder Types in all Con- 


ventional Sizes—20 gal. to 80 =>) 
gal. Table Tops, too. 














Middleville, Michigan 


Specialists in Electric Water Heating Since 1930 


AT—SPACE 
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STROMBERG-CARLSON Tele 
Consoles 


Stromberg-Carlson Co., 
100 Carlson Rd., Rochester 3, N. Y. 


Device: Models TV12PM “The Lan- 
chester” and TV12L2M “The Man- 
chester” consoles. 

Selling Features: “Lanchester”—Large 
screen with 12 in. picture tube; FM, 
AM short-wave; continuously tunable 
through complete video and FM fre- 





quency range; tuning eye; 12 in. ele« 
tro-magnetic speaker cushioned in live 
rubber; push button tuning on stand 
ard broadcast; intermix record changer 
engineered for either LP or standard 
records; stops automatically after last 
record; Regency 18th century cabinet 


of matched mahogany veneers; “Man- 
chester”—both eye and dial lights may 
be switched off after tuning; no phono; 
mahogany veneer cabinet. 

Electrica Verchandising, January, 
1949 . : 


reer 





RCA Tele Consoles 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Device: Models 8-TV-321 “Harrison” 
and 8-TV-323 “Monticello” 

Selling Features: “Harrison”’—52 sq. 
in. picture, 10 in. direct-view tube; 
separate compartments for AM-FM 
and automatic record changer; inter- 
ference-cutting station tuner; simpli- 
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RADIO AND TELEVISION 


fied tuning; automatic gain control; 
“power-on” tube glows when set is on 
after station signs off; automatic 
brilliance control; shielded chassis; 
contemporary cabinet in walnut, ma- 
hogany, and blonde; “Monticello” is 
traditionally styled in same_ three 
finishes; record storage and _ tilt-out, 
bin-type radio. 

Electrical 
1949, 


Merchandising, January, 





RCA Tele Console 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Device: Model 648-PV “Crestwood” 
Radio phono with big screen television 
set. 

Selling Features: AM-FM; short- 
wave; phono and television ; 20 x 15 in. 
picture; compact arrangement in 
mahogany or walnut finish cabinet; 
39} in. high; 484 in. wide; 253 in. deep; 
when closed, all set services are con- 
cealed; television screen in lift-up lid; 
television controls and rollout AM- 
FM-shortwave' radio-phono _ behind 
panels at top front; speaker and record 
storage compartment behind lower 
doors. 
Electrical 
1949, 


Merchandising, January, 

























PACKARD-BELL Phonocord-Tele 


Packard-Bell Co., Inc., 

3443 Wilshire Blyd., Los Angeles 5, Calif. 
Device: Consoles 1291TV and 1091TV 
television sets. 

Selling Features: Radio—10 tubes 
AM-FM plus rectifier and tuning eye; 
12 in. PM Dynamic speaker; edge- 
lighted dial; bass and treble tone con- 
trol. Phono-automatic record changer 
for 10 or 12 in. records; silentronic 
crystal pickup; drawer-type changer; 
automatic recorder; records AM-FM 
broadcasts, instruments, voice in mixed 
combinations ; recording turntable and 
record-changer for 334 and standard 
records available at additional cost. 
Television—10 in. tube; 52 sq. in. pic- 
ture; automatic gain control; simpli- 
fied controls; automatic picture syn- 
chronizer; 25 tubes, 3 rectifiers and 


picture tube; includes p.a. system; 
40 in. wide, 213 in. deep, 334 in. high; 
model 1291TV without the home-re- 
cording feature is available as model 
1091TV. Shadow box framing of 
matched door panels on walnut and 
mahogany cabinets ; expanded, unrolled 
metal grille; ball bearing rollers on 
drawers; 1-piece top; large record 
cabinet; shatterproof glass protects 
tube. 

Electrical 
1949, 


Merchandising, 


January, 





ZENITH FM-Television Console 


Zenith Radio Corp., 
6001 W. Dickens Ave., Chicago, Ill. 


Device: Models 28T960E and 28T962R 
television sets. 

Selling Features: Model 28T960E 
“Giant Circle” luminized screen with 
1,000-1,500 higher voltage for clearer, 
brighter, sharper pictures; pre-tuned 
and pre-set for all 12 channels; simple 
adjustment for ultra high frequencies 
above 500 mc; “Bulls Eye” tuning 
control automatically locks in all tun- 
ing factors; contrast selector; “perma- 
just” supplementary controls; 5-tuned 
circuits for each channel; FM; Alnico 
5 speaker; connection for Phonevision 
sub-assembly; 24 tubes; 3 rectifiers 
and screen; illumination of channel 
and contrast indicators provided by 
finger-tip control button; shielded 
power transformer; safety back panel 
with cut-off switch; modern, cabinet 
“Black Gold” trim; 34x% in. high, 
22té in. wide, 184% in. deep; Model 
28T962R has cabinet Honduras ma- 
hogany veneer; plated metal trim; 
35 in. high, 23%% in. wide, 19y5 in. deep. 
Electrical Merchandising, January, 
1949, 





SONORA Table Tele Set 


Sonora Radio & Television Corp., 
325 N. Hoyne Ave., Chicago 12, Ill. 


Device: Table model 700 A, “The 
Contemporary”. 

Selling Features: 52 sq. in. picture on 
10 in. direct-view tube; “micro-sharp” 
tuning for high definition and repro- 
duction of original image; automatic 
image lock-in; hand-rubbed mahogany. 
Electrical Merchandising, January, 
1949. 


JANUARY, 





PHILCO 5-Way Tele Combination 


Philco Corp., Tioga & “C” Sts., 
Philadelphia 34, Pa. 


Device: No. 1280 combination teleyj- 
sion, radio and recorder. 

Selling Features: 12 in. direct view 
picture tube; 74 sq. in.; 2-speed double 
tone arm phono for standard and LP 
records; FM-AM radio; 29 tubes plus 
six rectifiers; mahogany cabinet; am- 
ple record storage. 
Electrical Merchandising, 


January, 
1949. 





REMBRANDT Tele Radio 


Remington Radio Corp., 80 Main St., 
White Plains, N. Y. 


Device: Console models 130 and 1950. 
combine television and FM Radio. 
Selling Features: Model 130-121 sq. in. 
picture; Dumont 15-in. tube; FM, 
amateur and aviation bands on radio; 
includes all 13 channels; automatic 
picture stabilizer; hand-finished or 
blond mahogany, knotty pine, curly 
birch, maple, oak or chinese pastel 
cabinets. Model 1950—72 sq. in. ; 12-in. 
tube; Inputuner provides continuous 
tuning for all 13 channels and FM 
bands; same cabinets. 
Electrical Merchandising, 
1949. 


January, 
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INDUSTRIAL Tele Console 


Industrial Television Inc., 
359 Lexington Avenue, Clifton, N. J. 


Models: Nos. 221 D and 221 L. 


Selling Features: Model 221 D in dark 
mahogany, period styling; Model 221 
L in bleached Philippine mahogany, 
12 in. direct-view tube gives /4 
sq. in, picture; plastic curved picture 
tube projector increases angle of 
visibility simplified tuning; 12 chan- 
nels; four adjustment knobs 1 
clude channel selector off-on and tone 
control, volume control, and contrast 
control; automatic frequency contr 
eliminates need for front panel control; 
12 in. permanent magnet speaker. | 
tubes, 2 rectifiers. 

Electrical Merchandising, January, 
1949, 
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quality beauty of design > even more outstanding as America’s fastest- 
ance, and bee selling, biggest profit-paying housewares 
item. Keynoted by the cooking speed, which 
is one of the many reasons why more than 
12 million homemakers have purchased pres- 
sure cookers made by National Pressure 
Cooker Company, this new contest and ad- 
vertising campaign is a strong traffic pulling 
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CROSLEY FM Radio Tele Sets 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, Ohio 


Device: Table models 9-413B and 


9-403M. 

Selling Features: Both have 10 in. pic- 
ture tube and FM; 52 sq. in. picture 
on 84 in. x 6% in. screen; automatic 
picture synchronizers for horizontal 
synchronization; Model 9-403M fea- 
tures modern mahogany cabinet. No. 
9-413B limed oak finish; can be at- 
tached to bases for conversion to con- 
solettes. 
Elec trical 
1949, 


Merchandising, January, 





PHILCO Table Television 


Philco Corp., Tioga & “C” Sts., 
Philadelphia 34, Pa. 

Device: Model 1002. 
Selling Features: 10 in. tube for direct 
view picture; 52 sq. in. viewing sur- 
face; automatic tuning; perfect syn- 
chron‘zation even when changing sta- 
tions; 21 tubes plus three rectifiers; 
complete channel coverage; cabinet 
available in rich mahogany veneers; 
table especially designed to match also 
available. 
Electrical 
1949. 


VWerchandising, )anuary, 








ZENITH Table FM-Tele Sets 


Zenith Radio Corp., 
6001 W. Dickens Ave., Chicago, Ill. 


Device: Table FM-Television Sets No. 
28T925R and 28T925E. 

Selling Features: Model 28T925R— 
“Giant Circle” luminized screen with 
1,000-1,500 higher voltage for clearer, 
sharper, brighter pictures; pre-tuned 
and pre-set for 12 channels; simple ad- 
justment for ultra high frequencies 
above 500 mc; “Bulls-Eye” tuning con- 
trol automatically locks in all tuning 
factors; contrast selector; ‘“perma- 
just” supplementary controls; FM; 
Alnico 5 speakers ; 24 tubes, 3 rectifiers 
and screen; illumination of channel and 
contrast indicators by finger-tip control 
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button; shielded power transformer ; 
safety-back panel with cut-off switch; 
mahogany color cabinet finish; metal 
fittings; 174 in. high, 22¥¢ in. wide, 
18% in. deep; matching table 26 in. 
high for set; Model 28T925E has same 
features except available in other 
woods accented by “Black Gold” finish 
on metals. 
Electrical 
1949, 


January, 


Merchandising, 





RCA Table Tele Sets 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Devices: Table models 8-T-241, 8-T- 
243 and 8-T-244. 

Selling Features: No. 8-T-241—“The 
Bystander”—advanced circuit of 22 
tubes plus two rectifiers; available in 
walnut, mahogany and blond finish; 
solid panel framing; speaker at top of 
chassis, sound goes through vents in 
cabinet top; 154 in. high, 22 in. wide, 
21 in. deep, 





No. 8-T-243—“The Onlooker”—gun- 
metal front panel in walnut and ma- 
hogany finishes, matching color in 
blond finish; brass-trim; tube face 
glows when instrument is left on after 
transmitter goes off air; 6+ in. high, 
23 in. wide; 204 in. deep. 








































































No. 8-T-244—“The Sightseer’”— 
complete with matching table; hinged 
slide back doors; brass-trimmed; con- 
trol knobs, doors and moulding are 
metallic thread grille-cloth ; new tuner ; 
15 in. high, 254 in. wide, 22 in, deep; 
matching table—26 in. high, 23 in. 
wide, 20 in. deep; all three new mod- 
els have 10 in. tube, 52 sq. in. picture 
and four tuned circuits. 
Electrical Merchandising, 
1949, 


January, 








WESTINGHOUSE Table Teleset 


Westinghouse Electric Corp., 
Home Radio Div., Sunbury, Penna. 


Device: Table television set No. 196. 
Selling Features: Automatic frequency 
control of horizontal synchronization to 
eliminate disturbing horizontal bands; 
automatic gain control reduces control 
adjustments ; channel selector with con- 
centric tuning knob for all 12 channels; 
coaxially operated tuning control; 
FM;; limiter and ratio detector; 6-in. 
electro-magnetic speaker mounted in 
cabinet top; terminal jack for outside 
antenna; 24 tubes, 3 rectifiers 10 in. 
protective glassed tube; 52 sq. in. pic- 
ture ; 105-120 volts, 60 cycles ; consumes 
260 watts; available in dark mahogany 
or blonde; 194 in. high, 19 in. wide; 
204 in. deep. 

Electrical Merchandising, 
1949, 


January, 





MAGNAVOX Radio-Phono-Tele Set 


Magnavox Co., Fort Wayne, Ind. 


Device: Provincial model radio-phono- 
teleset. 

Selling Features: AM-FM; phono and 
television console; 10 watts undistorted 
power output; 12 in. high fidelity 
speaker; Duomatic record changer for 
standard and LP records ; Magnascopic 
television tube; cabinet finished in 
mellow distressed fruitwood. 
Electrical Merchandising, 
1949, 


January, 


7 | 





RCA Farm Radio 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Device: Table model 8-F-43 Farm 
battery Radio. 


Selling Features: AM including elec- 


JANUARY, 







trifier unit for converting to 105-12 
volt, 60 cycle electric radio; powers 
by farm battery pack; modern cabine, 
walnut veneers and hardwoods; angle 
dial tuning recessed at cabinet top; op. 
off indicator saves battery power ; per. 
manent-magnet dynamic speaker, auto. 
matic volume control; superhet. 
golden throat tone system; 98 in. high 
18 in. wide, 94 in. deep. 

Electrical 
1949. 


Merchandising, J anuary, 






FREED-EISEMANN Radio-Phono 


Freed Radio Corp., 
200 Hudson St., New York 13, N. Y. 


Device: Regency radio phono console. 
Selling Features: 21 tube FM-AM 
shortwave; separate amplifier; high. 
fidelity coaxial speaker ; 30-15,000 cycle 
tone range; and 20 watt output; dual 
speed record changer; single tone-arm 
plays microgroove and standard rec 
ords automatically or manually; im- 
ported mahogany cabinet. 

Electrical Merchandising, 


January, 
1949, . 


i OP as ll 
RCA Portable Radio 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Device: “Personal” portable No. 8-B-4. 
Selling Features: Improved super-het. 
simulated lizard grain plastic cabinet in 
red, brown or black; 2-tone inside con- 
trol panel of polish chromium and 
Striped mahogany lacquered metal; 
door-operated on-off switch and auto- 
matic volume control; elliptical, perma- 
nent-magnet, electro-dynamic speaker 
and plastic insulated oscillator; 4 
tubes; 63 in. high; 4% in. wide 38 in 
deep; weighs 34 Ibs.; may be slipped 
in overcoat pocket. 
Electrical Merchandising, 
1949, 


January, 


POWERAD Tele Filter 


Powerad Co., 79 Madison Avenue, 
New York, N. Y. 


Device: “Gla-Reducer” filter. 


Selling Features: Increases picture 
brilliance and glare the manufacturers 
claim; improved image; simple to a 
tach or remove; attached with suction 
cups which do not mar cab‘net; siz 
available for every set on market. 
= aaa Merchandising, Januaty, 
1949. 
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ANNOUNCING THE 


GOLD MINE OF 49 


“COURT OF FLAME” 
ym AUTOMATIC GAS WATER HEATER 


s SALES CONTEST 


;_ high- 
00 cycle 
it; dual 
yne-arm 
rd rec 
ly; im- 


| GRAND PRIZE « 
A BUICK SUPER SEDAN © 


A beautiful Buick Super Sedan goes to the top Water Heater Dealer 
Salesman at the end of the “Court of Flame’ Automatic Gas Water 
Heater Sales Contest. Equipped with Dynaflow Drive, radio and antenna, 


heater, windshield washer, back-up lights and a full tank of gasoline, 


$45,600 IN U. S. SAVINGS BONDS 























Every Water Heater Dealer Salesman has a chance big “Court of Flame” Automatic Gas Water Heater 
Americe, to win this beautiful Buick. Every salesman also Sales Contest. It’s the “Gold Mine of ’49.” Get in 
0. 8B, has 50 chances to win U.S. Savings Bonds in the now—for bigger sales—big prizes. 

—— This Contest Conducted by the Water Heater Division of the 
side con- GAS APPLIANCE MANUFACTURERS ASSOCIATION, 60 EAST 42nd STREET, NEW YORK 17, N. Y. 
ium and 
| metal; AND SPONSORED BY 
ind auto- 
1, perma- Allcraft Manufacturing Company, Inc. General Water Heater Corporation Pioneer Water Heater Company } 
speaker American Gas Machine Company Handley Brown Heater Company The Pittsburg Water Heater Corporation 
lator; 4 Bastian-Morley Company, Incorporated M. M. Hedges Manufacturing Company Republic Heater Corporation 
de 38 in Bryant Heater Company The Hotstream Heater Company Rheem Manufacturing Company 
e slipped Clayton and Lambert Manufacturing Co. Hoyt Heater Company Ruud Manufacturing Company 
The Cleveland Heater Compony Hoyt Heater Company of No. California Security Manufacturing Company 
January, Coleman Company, Incorporated Lawson Manufacturing Company Servel, Incorporated : 
Continental Water Heater Company, Limited Lovekin Water Heater Company A. O. Smith Corporation ; 
Day and Night Manufacturing Company Mission Appliance Corporation Southern Heater Corporation 
Duo-Therm Division, Motor Wheel Corp. Mustee Heater Company John Wood Manufacturing Company, Inc. 
NE ES ce me 
To: “Court of Flame’’ Automatic Gas Water Heater 
Sales Contest Headquarters 
c/o Gas.Appliance Manufacturers Association 
60 East 42nd Street, New York 17, N. Y. 
PLEASE SEND FULL DETAILS. 
ST NAME 
” JANUARY 1 . a 
Avenue, MAIL COUPON TODAY FOR FULL INFORMATION ‘ CITY & STATE 
ee ee 
r. 
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RCA Table Radio-Phono 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


rewind; simplified threading; rewinds 
without rethreading; tape can be 
erased and re-used easily spliced; 
constant tape speed ; neon tube record- 
ing volume indicator ; inverse feedback 
circuits for minimum distortion; vari- 
able tone control; public address fea- 
ture; input jack on control panel; 
monitoring jack; 7x5 in. Alnico V 
elliptical dynamic speaker ; heavy duty 
4-pole induction motor; 4-tubes in- 
cluding rectifier; case dimensions: 
15 x 15x 68 inches; weighs 25 Ibs. air- 
plane-type luggage case; complete with 
crystal microphone and spare tape reel, 
Electrical Merchandising, January, 
1949. 


| Model: No. 8-X-681 table radio-phono. 
| Selling Features: AM-shortwave; 
modern-styled plastic cabinet deep 
| maroon or antique ivory; large rotary 
| dial, sunburst design incorporates 
| speaker grille; record player includes 
input jack, phono switch position on 
wheel-type control knobs; 2-band re- 
ceiver has 5 tubes, one rectifier; golden 
throat tone system, 5 in. permanent- 
| magnet speaker; variable tone control ; 
| Sin. high, 122 in. wide, 72 in. deep. 
Electrical Merchandising, January, 
1949. 

































RCA Victor Table Radio 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Device: Oriental styled table radio No. 
75-X-1. 
Selling Features: Standard broadcast 
4 tubes plus rectifier; 5-in. super- 
sensitive, permanent-magnet speaker; 
7% in. high, 10 in. wide, 74 in. deep. 
Hand-painted Chinese designs on cabi- 
net in black, red, and white; soft-glow 
PACKARD-BELL Radio Phono dial, lights up station’s numerals and 
tuning pointer. 

Packard-Bell Co., Inc., Electrical Merchandising, January, 

3443 Wilshire Blyd.; Los Angeles 5; Calit. 1949. 


Device: Models 892 and 791 Consoles. 
Selling Features: AM-FM combina- 
tion; Webster record changer ; optional 
changer for both 33} and 38 r.p.m. 
records available at slight additional 
cost. Model 791 equipped with auto- 
matic home recorder; compact model 
for small space and apartments. 
Electrical Merchandising, January, 
1949, 
























This hydraulic operated tailgate makes it possible for one man to lift 








or lower heavy loads (up to one ton) between truck bed level and ground. 
In many instances, with the help of this tailgate and a light two-wheeled 






truck, he can do the work which formerly required two men. 






The truck motor supplies the motive power for this tailgate. It can 
be readily mounted on any three-quarter to five ton truck, new or old. 


Saves money in several ways—one truck with this CEMCO tailgate 
can replace two or three—requires fewer truckers and helpers—cuts down 
capital investment—reduces driver fatigue and possibilities of personal 
claims, etc. 


LOOK OVER THESE CEMCO 









FEATURES WHICH SPELL 
PROFIT FOR YOU— 


@ Lifts the load from ground to truck 





bed level in a matter of seconds. 







@ Fits any truck or semi-trailer body from © Eesily end simply instelled—complete 










HOFFMAN Radio-Phono 


Hoffman Radio Corp., 3761 S. Hill St., 
Los Angeles 7, Calif. 


Device: “Catalina” radio-phono con- 
sole. 
Selling Features: Hydraulically oper- 
ated tilt-out radio compartment ; spring 
cushioned and free of vibration; !m- 
WILCOX-GAY Magnetic Tape proved FM-AM ratio detector; full 
Recorder size 10 in. PM speaker ; slide-out auto- 
matic record changer; gold feather 
pickup; drawerecorder for disc or wire 
recording, optional equipment ; cabinet 


P ; 
4 ton to five ton, new or old. equipment weighs only 733 pounds. 












@ Operator can raise, lower, start or stop ® Sold and serviced by leading truck 





load in any position of gate. equipment distributors. 












If you wish to have more information and name of dealer nearest you, 


write to us today. 


Galion, Ohio 











C FE MA C 0 | | p UJ S T Ri FE S | % C Wilcox-Gay Corp., Charlotte, Mich. 
; EME | Device: Model 8U12 tape recorder. 


Selling Features: Provides continuous 
recording for 4 hr.; high speed wind 
in either direction; automatic stop and 
rewind; muting switch on automatic 
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available in blonde oak, walnut or ma- 
hogany finish. Designed by Portanova. 


Electrical Merchandising, January, 


1949. 








ELEC 













erica, 


io No. 


adcast 
super- 
eaker; 

deep. 
1 cabi- 
t-glow 
ls and 


nuary, 





Il St., 


10 COn- 


y oper- 
; spring 
mn; im- 
or; full 
ut auto- 
feather 
or wire 
cabinet 
or ma- 
rtanova. 


January, 


DISING 





ARE YOU GETTING ~ 
OUR SHARE of this $48 Million 


Household Appliance, Radio 
and Television Market? 





The Cleveland Plain Dealer is the only morning newspaper in 


the famous Cleveland 2-in-1 home appliance market. 


This low-cost coverage of Greater Cleveland plus 26 adjacent 
counties in Northeastern Ohio means local newspaper support 


for your dealers in 141* prosperous cities and towns. 


*Akron, Canton and Youngstown not included. 


HLECTRICAL MERCHANDISING—JANUARY, 1949 ’ 





L 





FACTS AND FIGURES 
ON THE HOME 
APPLIANCE STORY 


Write for this comprehensive 
study of sales volume of major 
home appliances in the famous 
Cleveland 2-in-1 market. Address 
the Plain Dealer Market Survey 
Department, Cleveland 14, Ohio. 


THE P. D. MEANS 
PLANNED DISTRIBUTION 


ae 








A. S. Gran 


CLEVELAND 


PLAIN DEALER 


Cleveland’s Home Newspaper 
Cresmer & Woodward, Inc., New York, Chicago, Detroit, San Francisco, Los Angeles 


t, Atlanta 
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Inland’s “Magic Touch’ Design 


Preferred By Prospects... 
Builds Bigger Sales And Profits For You 


The ‘‘Magic Touch”’ Lever, an ex- 
clusive feature of Inland Ice Cube Trays, 
has literally revolutionized the standard 
of ice cube convenience. 

It means marvelous ease in securing 
ice cubes. Refrigerator users love it! 
They want all their ice trays to have it. 
Of course they also get the exclusive 
Inland design and construction which 


means faster freezing and longer service. 
To take full advantage of their sales 
appeal, make sure that the automatic re- 
frigerators you sell this year are fully 
equipped with Inland “Magic Touch” 
Ice Cube Trays. And stock them amply 
for replacement sales to your customers 
who have old-style trays. Get these 
customer-demand sales and profits. 


gu "Magic Touch’ Ice Trays 


i 
MANUFACTURING 


INLAND MANUFACTURING DIVISION 
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RCA Table Radio 


RCA Victor Diy., Radio Corp. of America, 
Camden, N. J. 


Model: No. 8-R-71 table radio. 
Selling Features: Plastic cabinet, ma- 
roon, antique ivory, simulated mahog- 
any, walnut and blond wood finishes; 
built-in antenna ; 6 tubes, 1 rectifier ; in- 
put jack for record player ; phonograph 
switch position on radio’s multiple 
function knob. 


Electrical Merchandising, Jan 
1949, — 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Model: Miniature table radio 8-X-521. 


Selling Features: Plastic cabinet 53 in. 
high, 73 in. wide, 5 in. deep; maroon 
or antique ‘vory finish; single control 
knob; on-off and volume controls on 
one knob at side of cabinet; rotating 
station dial in cabinet top; 4-tubes, 
1-rectifier; built-in antenna; perma- 
nent-magnet electro-dynamic speaker; 
golden throat tone system; selective 
superheterodyne circuit. 

Electrical Merchandising, 


January, 
1949. 


Radio Bar Chest 


Grand Utilities Corp., 201 S. Second Ave., 
Mt. Vernon, N. Y. 


Device: Combination chest, seat, bar 
and radio holder. 


Selling Features: Bar tray and stand 
’ folds up and.fits into chest; bar tray 
made of mahogany, has hand-cut holes 
for glassware; bottom of tray is 

of Spanish finished masonite, is alco- 
hol- and burn-proof; under side 
chest seat has adjustable elastic straps 
for holding any size radio; unit is 
with or without glassware and acces 
sories (no radio). 
Electrical Merchandising, 


January, 
1949. 
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IF IT’S FOR COOKING OR HEATING... 
FLORENCE HAS IT! 75 years of manufac- 
turing experience have made the Florence 
name famous for the best in cooking and 
heating appliances. Your customers know the 





famous Florence name means dependability. 























GAS RANGES © Popular-priced models and the 
Famous Florence Registered Gas Ranges with exclu- 
sive, patented “Broilercue.” All models available 
for city, tank or bottled gas. 














ELECTRIC RANGES ® One of Ameri- 
ca’s finest! Both standard and De 
Luxe models have traditional Flor- 
ence quality. 


DUAL-OVEN RANGES © Combination FLORENCE RANGES AND HEATERS NOW BACKED BY BIG 


Gb ten as Git & Ens. Ss es NATIONAL AND COOPERATIVE -ADVERTISING CAMPAIGN 
Gas (bottled or tank) and City Gas. D . : 
~ seaen inthis Gaibena tnaientecticiinn ae Dramatic, colorful ads run throughout the year in The Saturday 


Door Broiler. Evening Post, Good Housekeeping, Better Homes and Gardens, 


Household, Country Gentleman, Progressive Farmer. Florence 
helps pay half the cost of your own local Florence advertising. 
Ask your Florence salesman for full details. 

















AND THE FAMOUS “MATCHED BEAUTY” LINE OF 
OIL HEATERS @ Circulators, Radiants, and Driven-Aire 
Heaters with exclusive Florence Sleeve-type or Pot-type 
Burners, Cabinet Heaters, too. 


OIL RANGES © Exclusive Florence 
“Focused Heat’ Wickless Kerosene 
Burner. Famous for complete depend- 


ability and clean intense heat. -_ i & 
GAS RANGES + LP-GAS RANGES - ELECTRIC RANGES + OIL RANGES 


DUAL-OVEN Combinati RANGES + OIL-BURNING HEATERS 
laa RANGES AND HEATERS 





@ FLORENCE STOVE COMPANY...General Sales Offices and Plant: Gardner, Mass. Western Sales Offices 
and Plant: Kankakee, Ill. Southern Plant: Lewisburg, Tenn. Other Sales Offices: One Park Avenue, N.Y.; 
1459 Merchandise Mart, Chicago; 53 Alabama Street, S.W., Atlanta; 301 North Market Street, Dallas. 


© 
F.$.€. 
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anu whorw ir payl- 


to put up a front 


that people can see through 


@ At least that’s been proved in 
retail selling—to the advantage of 
merchants all over the country. And 
those retailers who have transformed 
their stores with modern “open vi- 
sion” designs—in which the entire 
store’ interior becomes, in fact, an 
eye-catching, impressive and sales- 
producing display — have increased 
their list of customers; boosted their 
sales and profits. They’ve found, by 
doing a thorough remodeling job— 
no half-way measures!—that this has 
been a real investment in the future 
of their business. 

You, too, can achieve the same 
results. Why not plan now to re- 
model your electrical appliance store 





THIS PICTURE OF AN APPLIANCE STORE in Baltimore, Md., 


shows how “open vision” design—in which an attractive interior 


is utilized as a powerful display feature—gives a retail store 


attractiveness, smartness and sales appeal. “Pittsburgh” mod- 


ernization should not be regarded as an expense—but, when 


adequately planned, as an investment that brings worthwhile 


returns. Architects: Tyler, Ketcham & Myers, Baltimore, Md. 


VT 
ike 


a seine tdladenit 


City. soa niin sigiimdaerainieen ae 


with Pittsburgh Glass and Pittco 
Store Front Metal? 

Talk over your needs with your 
architect. He’s thoroughly familiar 
with Pittsburgh Products. And he 
will see to it that you get a well- 
planned, economical design. We'll 
be glad to cooperate with both of you 
in every way. Also, if you wish, you 
can arrange for convenient terms 
through the Pittsburgh Time Pay- 
ment Plan. 

Meanwhile, get your free copy of 
our fully illustrated book, “Modern 
Ways for Modern Days.” It contains 
scores of examples of “Pittsburgh” 
modernization jobs. Just fill in and 
return the coupon below. 


— = 
ee, ~ 


3 


an 


Pittsburgh Plate Glass Company 
2052-9 Grant Building, Pittsburgh 19, Pa. 


Without obligation on my part, please send me a FREE 
copy of your book, “Modern Ways for Modern Days.” 


Address ___- 


“PITTSBURGH” — Lite Licnti-and Maloriont- 


PITTSBURGH 
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Washing Machines 


qeeeeeCONTINUED FROM PAGE 6] eens 


that disposable personal income re. 
mains at the present high level, there. 
fore, the outlook for continued high 
rate of sales is bright. Other factors in. 
fluencing sales are future income (in. 
stallment sales) and savings. Evidence 
points to the fact that much of the buy. 
ing in the past two years has been out 
of savings and current income. Instal- 
ment selling has only recently begun to 
be an important factor. Here, the re- 
instatement of Regulation W is ex- 
pected to exercise a limiting influence 
on sales, but not sufficient to have any 
profound effect on the over-all sales 
figures. The outlook for continuing 
high sales then appears to be good 
with eventual saturation of the market 
the only obstacle. Even greater em- 
phasis on the replacement market 
would result in helping maintain the 
present high rate of sale, though, and 
extend the length of time complete 
saturation of the market would entail. 


The Complete Laundry 


Consideration is given in other sec- 
tions of this issue to the ironing ma- 
chine and the clothes dryer. It might 
be well to point out that, with the in- 
troduction of the dryer, the industry 
has now a complete laundry service to 
offer. the home. Certainly in the 
higher income brackets it is conceiv- 
able that these “package” laundries 
should enjoy the popularity of the 
complete kitchen, which has _ been 
widely sold as a package where re- 
modelling of older houses is done 
extensively. 

An increasing number of manufac- 
turers have entered the automatic 
washer and the dryer fields, which can 
only result in a greater volume of pro- 
motion for these newer devices. As 
the distributors and dealers engage in 
the business in* increasing numbers, 
it will only be a matter of time when 
this new class of business will account 
for a large share of the home laundry 
business. People who have long been 
sold on doing their washing electri- 
cally will be prime prospects for dryers, 
which - remove the last element of 
drudgery from the home laundry chore. 


Washer Markets 


Averages for four pre-war years 
and two post-war years reveal that the 
biggest market for washing machines 

(Continued on page 262) 





“KEEP YOUR MONEY—I DON’T GO TO THE 
MOVIES ANYMORE! 
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Display These Home Furnishing 


More Millions Are Reading 
The American Weekly 
Than Any Other Magazine 


and Appliance Store Products 
Advertised in the Current Issues 
of The American Weekly 











Feature the products in your store 
that are nationally advertised in 
The American Weekly, because 
The American Weekly reaches 
more families (9,723,695) from 
coast to coast than any other 
magazine. Would you like to 
know how many families in your 
community read The American 


Accessories + Simmons Beautyrest Mattresses. Y Weekly? Write to Promotion 


Eveready Flashlight Batteries + G. E. Heating Pads - 
Glamorug » Holmes & Edwards Silverplate + Johnson 


Motors » National Pressure Cookers + Ronson Lighter 





Dept., 63 Vesey Street, New York 
7, We Ve 
“108000 


ING 


A Hearst Publication 
63 Vesey Street, New York 7, N.Y. 


THE MAGAZINE DISTRIBUTED FROM COAST TO | =—_- 3g 
COAST WITH 20 GREAT SUNDAY NEWSPAPERS a ee RES 
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MODEL 168, (6 cu. ft. 
Counter-Balanced Twin Doors. 
500-600 Ib. capacity. 


















MODEL 8B, 8 cw. ft. 
Counter-Balanced Door. 
250-300 Ib. capacity. 








. : 

MODEL 4B, 4 cu. ft. 

“Utility-Top”’ apartment size, 
150 Ib. capacity. 














MODEL I6C, 16 cu. ft. 
Self-Serve Freezer, 
“Tuflex”’ glass tops. 











MODEL 8C, 8 cu. ft. 
Self-Serve Freezer, 
“Tuflex” glass tops. 














MODEL I6D, (6 cu. ft. 
Self-Serve Beverage Cooler, 
32°54", 











| 4 
_ c= 






- SEY ) 

MODEL 8D, 8 cu. ft 
Self-Serve Freezer, 
“Tuflex”’ glass tops 






Frozen Foods at their best. 
sliding doors. 







check, no water to spill. 
Beverage Coolers in years... 








STOP AT BOOTH L-17... 
Marquette Line. 
Line for "49!" 

















MODEL 8-R, 8 cu. ft. 
Refrigerator, 
35 Ib. Frozen Food Capacity. 






MARQUETTE BEVERAGE COOLERS provide Dry Storage of all bottle goods. 
Thermo-Control range of 32° to 64°. 
and a real soft drink merchandiser. 





NEW MARQUETTE REFRIGERATORS are Beautifully styled and sturdily built. 
quette Refrigerators feature Frozen Food Compartments, 
and Static Cooled Condensers, Full 3 inches of Glasswool Insulation. 








The FORWARD LOOKING DEALER is busy establish- 
ing his Home Freezer markets TODAY. Set yourself to 
Sell the Complete Line of Marquette Home, Farm and 
Commercial Freezers ... and Refrigerators. 


SEE ALL THESE MARQUETTE APPLIANCES... 
You'll see why dealers from coast to coast make Mar- 
quette Appliances the “center of attraction’ on their 
display floor. 


MARQUETTE FREEZERS have gleaming white, high 
bake Dulux enamel finish with contrasting black re- 
cessed base. Panelyte, the new plastic insulation forms 
efficient thermo-breaker. Heavily Insulated with full 
4%” of Rock Wool and Compressed Insulation. Depend- 
able, Hermetically Sealed Refrigeration Units are 
sealed-in-oil. Copper cooling coils are metallically 
bonded on ALL Four Sides of food storage compartment 
for 97% conductivity, 


MARQUETTE SELF-SERVE FREEZERS are designed for displaying and merchandising 
Equipped with non-warping “Tuflex” crystal-clear tempered glass 
Excellent visibility for fast selling of all Frozen Foods. 


No icing to 
The greatest advance in 












All Mar- 


Absolutely quiet. 


we will show you all the outstanding features of the Complete 
Our attractive dealer policy will convince you that MARQUETTE is “Your 
If you can’t attend the show, write for dealership details. 


It will pay you to visit Booth L-17 













MODEL 8.5-R, 8% ow. ft. 
Refrigerator, 
20 tb. Frozen Food Capacity. 
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MARQUETTE APPLIANCES, Inc. 
Minneapolis 14, Minnesota 


JANUARY, 





Hermetically Sealed Compressors 
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is in the midwest states of Ohio, Ingj. 
ana, Illinois, Michigan and Wisconsin, 
This section of the country accoun; 
for 26 percent of total sales. Ney, 
most important markets are the Mig. 
dle Atlantic states of New York, Ney 
Jersey and Pennsylvania which take 
20 percent of the total. Following jy 
order are the West North Centr, 
States with 12 percent, the Pacific 
group with 11 percent, the South At. 
lantic states with nine percent, the 
New England area with seven percent, 
the West South Central with six per. 
cent, the East South Central with foy 
percent and the Mountain group with 
three percent. Breakdown of sales 
by individual states is shown elsewhere 
in this issue. 

Gas-engine washers, which normally 
account for about three percent of 
total sales, show a slight falling of 
These machines have been widely sold 
in rural areas where electricity was 
not yet available. As the farm elec. 
trification program brings increasing 
numbers of customers to the highlines, 
however, the effect was bound to he 
seen in a reduction in the sale of gas- 
engine machines. A recent news story, 
for instance, brought to light a farm 
wife who owned a 33-year old May- 
tag machine which was originally 
hand-powered. Successively, it had 
been equipped with a gas-engine and 
an electric motor and was still oper- 
ating when traded in. 

Another product which enjoyed an 
unusual boom during the years follow- 
ing the war was the portable washer. 
Cramped living quarters, doubling up 
of families and temporary housing 
brought a demand from thousands of 
newly-married couples for a_ small 
washer. Present indications show a 
slight slackening in demand for the 
small washers, which may mean that 
virtual saturation of that group is 
approaching. There still remains an 
important market in the apartment 
house field, however, to say nothing of 
summer camps. 

Twelve-year averages of washing 
machine sales by months shows a re- 
markably even distribution of the 
business throughout the year. It is 
true that twice as many are sold in 
September, the biggest month, com- 
pared to December, the smallest, but 
during the remaining months of the 
year hardly a percentage point sepat- 
rates them. It is a business virtually 
free of seasonal sales shifts. End 
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The coal oil lamp is disappearing from the Ameri- 


can farm. 

In the past ten years, we, together with dealers 
and distributors, have sold more than a million 
Gem Dandy electric butter churns. 

Think of the drudgery, the weary hours of hard 
work that have been banished from a million farm 
homes. 

That is something to be proud of! 

But while we have been busy making and selling 
more than a million electric churns, we sometimes 
overlook the fact that today there are 2,500,000 
ELECTRIFIED FARMS THAT HAVE NO 
MEANS OF MAKING COUNTRY FRESH 
BUTTER and wholesome buttermilk except by 
old-fashioned methods as antiquated as the coal oil 
lamp. 

Here isatruly great profit opportunity : 2,500,000 
prospects wzthout electric churns! 

Dealers and distributors know that farmers and 
farm wives look on the electric butter churn not as 
aluxury, but as a necessity which saves many hours 
of hard work and useless drudgery. 





What’s the Future of the 


Electric Churn Business? 





ARERR ERR 




















CHAS. R. REW, President, 
ALABAMA MANUFACTURING COMPANY, 
Maker of Gem Dandy Electric Churns. 


Coal oil lamp days are fast disappearing from 
the American farm. Hundreds of thousands of 
farms are being electrified each year by REA and 
the public utilities. 

But our great opportunity today lies in the 
2,500,000 electrified farms without electric butter 
churns. Let’s all take advantage of this great oppor- 
tunity to banish the drudgery of hand-churning 
from these 2,500,000 electrified farms, and make 
plenty of money while so doing. 

Here is an opportunity to fire the imagination of 
every wide-awake dealer and distributor. Send your 
order to your favorite distributor today! 


CHAS. R. REW, President, 
ALABAMA MANUFACTURING COMPANY, 


Birmingham, Alabama. 


‘ if i M DA N DY: world’s Largest Selling Electric Churn 
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ATTIC FANS 


Packaged in 
sound - proofed 
housing, ready 
for installation. 
24”, 30”, 36” 42”, 
48” sizes. ‘'V'' belt 
motor driven. 


PANEL FANS 


(not illustrated) 
Direct or "'V"' bet 
motor driven. 
16”, 18”, fl 24”, 
30”, 36”, 42”, 48”. 





ADDRESS 3712 RIVERVIEW 


Ciry__PATRDALE 





FAN-PAC CONSUMER ADVERTISING 
PRODUCES DELUGE OF INQUIRIES 


We're swamped with inquiries from FAN-PAC’s powerful 
consumer advertising campaign. So, there are hundreds of 
prospects waiting for dealers to estimate and quote on FAN- 
PAC “Packaged Ventilation”. 


THESE INQUIRIES ... THESE PROSPECTS... 


THESE SALES CAN BE YOURS! 


There are still a good number of FAN-PAC dealerships 
open. Here’s your chance to get aboard the FAN-PAC band- 
wagon! Get ’em while they’re red hot! Just fill in and mail 
the coupon below. It’s a sure-fire, profitable operation — 
act today! 


eco @ NATIONAL ADVERTISING 

HELPS  @ DEALERS’ LOCAL NEWSPAPER ADS 
SELL 

FAN- @ SPECIAL DEALER HELPS tinctuaing 
PAC 12-page catalog, technical bulletins, colorful folders.) 


FAN-PAC 


AMERICAN MACHINE AND METALS, INC. 
EAST MOLINE, ILLINOIS 





(peeeseseses MAIL TODAY (#==<<«<8«<e=8= 
: FAN-PAC, Dept. E, 
i AMERICAN MACHINE AND METALS, INC., East Moline, Illinois 


Without obligation, please rush latest FAN-PAC prices, discounts and catalog. 


Firm Name 





Address 





ome 











" City & Zone 


Your Name 


<< ee 
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This is important to remember when 
confronted with a prospect conscious 
of the rise in prices during the year. 
Nor is added capacity the only mark 
of increased value for the money. The 
addition of frozen food storage com- 
partments in many manufacturers’ 
lines have added a new service—a new 
plus value to the product. The addi- 
tion of this new freezer compartment 
alone should provide a powerful stimu- 
lus to replacement selling. in the year 
ahead. In urban areas and large 
metropolitan centers where minimum 
frozen food storage (14 to two cu. ft.) 
will satisfy the requirements of the 
home-owner, the refrigerator with 
frozen food storage space should 
achieve wide acceptance. 

While we are on the subject of 
design, incidentally, we might men- 
tion the fact that about a dozen new 
manufacturers have entered the refrig- 
eration field with small refrigerators, 
designed for apartment house kitchen- 
ette type of installations. Doubling up 
of families in homes, too, has created 
the need for these small refrigerators 
for special purposes. 


The Price Picture 


Despite a succession of price ad- 
vances announced by various refriger- 
ator manufacturers throughout the 
year 1948, average retail prices showed 
a moderate increase from $255 in the 
year 1947, to $260 for 1948 (based on 
figures for the first six months). This 
represents a jump of two percent and 
is based on figures of those companies 
reporting sales in various price classi- 
fications to NEMA. Just prior to the 
war, of course, the average retail price 
hovered around the $150 mark, which 
means that the industry is now getting 
about $110 more for its product at 
the retail level. Considering the im- 
provements in design and new features 
of the 1948 boxes, and comparing this 
price increase with those that have 
taken place in other consumer durable 
goods industries (automobiles, hous- 
ing, etc.) there hardly seems to be 





evidence that the industry is pricing 
itself out of its market. Not yet, x 
any rate. And the proof of that parti. 
cular pudding lies in the continuing 
high level of sales being maintain 
An industry selling over $1 billion jp 
goods in 1948—double any previoy 
pre-war year—can scarcely be said ty 
be suffering from buyer’s strikes. Q; 
take another indicator—the Bureay of 
Labor Statistics price index. With th 
years 1935-39 used as a base of 10) 
all retail prices in 1948 were up 7 
percent; hourly wage rates were w 
117 percent and refrigerator prices 
were up 61 percent. 


The Supply Situation 


We have seen that the supply o 
refrigerators in the hands of the retyij 
distributing trades is fast approaching 
saturation in. large metroplitan mar. 
kets. Dealer and distributor inven. 
tories have grown during the past yea 
and, in some instances, have resulted 
in some backing up to the point where 
manufacturers may have to do som 
warehousing in the year ahead. I 
thousands of smaller communities 
throughout the country, however, 
there is plenty of evidence that short. 
ages still exist, especially in specific 
models. Black and gray marketer 
muscled in many of these communities 
in the past year and were able to offer 
merchandise—at a price—when reg- 
ular, franchised dealers were hard put 
to keep a model on the floor. Improve. 
ment in deliveries has done much to 
ease this vicious situation, but the 
damage done to the reputation of the 
honest dealers will take time to erase. 

Any discussion of present and future 
supply, of course, inevitably turns o 
the availability of steel. It was freely 
predicted in the first half of 1948 that 
growing export and defense needs for 
steel would cut into refrigerator pro- 
duction in the latter half of the year. 
These predictions proved to be u- 
founded. As of the present writing 
there has been definite evidence that 

(Continued on page 266) 





Refrigerator Sales, by Size of Box 
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948 that RESULTS IN ADVERTISING — 


Products advertised in the Com- 


<“*| Taken off the human scrap heap PANION have a big advantage — the 


the year NUMBER ONE editorial boost! No 
' wonder dealers find it more profit- 


er eee because women acted! able to display these Electrical 


nee. that Products! 

; e that 

6) Camfield Automatic Toaster 
THIS CANNOT GO ON! declared women readers, shocked to learn of the frequently brutal treat- Domestic Sewmachines 

ment given America’s feeble-minded in many state institutions. COMPANION article “Take Them ieee 

— Off The Human Scrap Heap” drew requests for thousands of reprints .. . was quoted in newspapers Filter Queen Vacuum Cleaner 





all over the country ... was used in several states to press larger appropriations for institutional care! Frigidaire Automatic Washer 
Frigidaire Electric Range 


Frigidaire Refrigerator 
Frigidaire Water Heater 

G-E All-Electric Laundry 

G-E Clocks 

G-E Irons 

General Mills Home Appliances 
Handyhot Appliances 

Maytag Washer & Ironer 

Nesco Electric Roaster 

Norge Automatic Electric Range 
Norge Electric Water Heater 





0.3% 


).2% 











190.7% THE WINNER! — Lloyd Hall Reports WHAT A SALESMAN! — In the August THE PAY-OFF! — Advertisers have Norge Washers & lroners 
for the first ten months of ’48 show COMPANION, Williamsburg samplers spotted the COMPANION as the coming Royal Vacuum Cleaner 
%, the COMPANION leads the service field were offered at $1.00 each. Orders magazine in the service field. Because Simplex Automatic lroner 
with editorial linage on amusement, poured in — are coming still. To date the COMPANION gets results — 1948 Speed Queen Washers & lroners 
ny children and health. COoMPAN- $8,998 worth have been sold. The CoM- showed a gain of 621 pages of ad- Sunbeam Coffeemaster 
3%, “bays s first claim on women in the PANION is “know-how” headquarters vertising! That gain is by far the great- Sunbeam Mixmaster 
ying” years, for the active woman! est in the women’s field! Waring Blendor 


Waring Steam Iron 
or WwW oO M A N ' S H @] M E Cc oO M e A N i @) N Westinghouse Electric Roaster 
Monthly Circulation More Than 3,900,000 Westinghouse Vacuum Cleaner 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE White Sewing Machines 
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PLASTRAY 


Features Individual Self-Leveling Plastic Cups 


in Beautiful, Gleaming Solid Aluminum Tray 


The new Plastray has advantages every housewife will 
demand in ice cube trays. Convenient—ice cubes 

pop out of the individual cups at finger pressure. 

Cups are made of unbreakable polyethelyne plastic. 
Economical—use one or two cubes and leave the 

rest in the refrigerator. Cubes are extra large, 

and with the new self-leveling feature are uniform 

in size and shape every time. For her new or old 
refrigerator, today’s housewife will insist on convenient, 
economical Plastray. Retail price, 12 large plastic 
cubes and 434” x 1114” anodized aluminum tray: $1.95. 
Other models and extra cups available. 





WE'LL SEE YOU AT THE CHICAGO SHOWS... 


e Houseware and Appliance Show 
Navy Pier, January 13-20. Space 810. 


e January Market—American Furniture Mart. 
January 3-15. Space 49, 17th floor. 


PLASTRAY CORPORATION 


823 Fisher Building, Detroit 2, Michigan @ In Canada: Fox Agencies Lid., Port Credit, Ontario 
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more rather than less steel will be 
available in the months ahead—barring 
a shooting war, that is. Compared tg 
1947 when 85 million tons of steel were 
produced, the 1948 record showed 
nearer 90 million tons. Exports and 
defense took 18-20 percent, according 
to informed estimates. No immediate 
changes are seen in the supply of cold. 
rolled sheets, but the prospects for 
early 1949 look brighter. 


When and Where Sold 


Monthly sales figures compiled by 
the National Electrical Manufacturers 
Association reveal that, over a 12-year 
period from 1931 through 1947, refrig. 
eration sales hit their peak in April, 
May and June. This long-time trend 
was shaken up a bit in 1947 and 1948 
when availability, rather than seasonal 
buying habits, dictated sales peaks, In 
1947, for instance, December was the 
biggest month of the year. Over the 
12-year period, however, the follow- 
ing averages have been established: 
January, 6.0 percent; February, 79 
percent; March, 11.3 percent; April, 
14.9 percent; May, 15.1 percent; June, 
12.8 percent; July, 8.8 percent ; August, 
6.3 percent; September, 4.7 percent; 
October, 3.8 percent; November, 35 
percent and December, 4.9 percent. 

A breakdown of refrigerator distri- 
bution by states for the past six years 
(four pre-war and two post-war) 
shows that the East North Central 
area (Ohio, Indiana, Illinois, Michigan 
and Wisconsin) and the Middle Atlan- 
tic region (New York, New Jersey 
and Pennsylvania) far outclass other 
regions of the country when it comes 
to refrigerator buying. The six year 
average shows that out of a total of 
13,865,833 refrigerators sold, the East 
North Central states accounted for 
24.01 percent of the total and the Mid- 
dle Atlantic for 23.74 percent—nearly 
half of the total. Next in order of 
importance came the South Atlantic 
area with 11.01, the Pacific with 10.11, 
the West North Central with 9.45 per- 
cent, the West South Central with 7.04, 
New England with 7.01, the East South 
Central with 4.86 and, finally, the 
Mountain states with 2.77 percent. 































































Don’t Forget the Farm Market 


Constantly growing in importance 
with the continuing electrification of 
rural areas is the rich farm market. 
According to the 1945 Census of Agri- 
culture, 31.8 percent, or 1,744,843 of a 
total of 5,486,409 resident farm opera- 
tors in the United States owned 
mechanical refrigerators. Our own 
figures, as of Jan. 1, 1948, show over 
50 percent for farm ownership. With 
1948 farm income exceeding $30 bil- 
lion, cultivation of this rich market 
will be on the “must” list of local 
distributing agencies. There are now 
4,261,000 electrified farms in the coun- 
try, or 70 percent of the total. In addi- 
tion, there are 7,392,000 rural, non- 
farm electric customers who fall into 
the same geographic marketing areas. 
This latter group have a higher per- 

| centage of refrigerator ownership (62 
| percent in 1948) than the strictly farm 
@ | group. End 
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1 pox: say “No wonder xr Hotpoint is rs fastest- 
ing electric water heater!” 


CKED BY A bang-up, year-’round advertising pro- 
Hotpoint dealers everywhere are telling the story 
66 amazing “Magic Circle Heat.” Miniatures, cut-aways 
: —all kinds of dramatic merchandising tools—help 


them demonstrate and sell Hotpoint’s famous Pressurized 


‘Calrod® Units, Automatic Thermostat, Fiberglas ® insu- 
ation, 10-Year Protection Plan and many other features! 


“@ MAGIC CIRCLE HEAT is one more reason why 
fetailers everywhere are pointing to Hotpoint as the 
franchise with a future. 


HOTPOINT INC. (A General Electric Affiliate), CHICAGO 44, ILL. 


cere). 2 
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with appliances 
powered by 


Lott Sons 


Small series universal motor 
parts specially designed for 
food-mixers, sewing ma- 
chines and hand 
cleaners. 


vacuum 








The quiet, dependable 
operation of Lamb Electric 
Motor powered appli- 
ances assures customer 
satisfaction ... wins good 
will . . . helps build store 
popularity. 























Lightweight universal motor 
specially designed for port- 
able devices requiring de- 
pendable power, 











These are reasons why 
more and more leading 
dealers are carrying ap- 
pliances equipped with 
Lamb Electric Motors. 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 


FRACTIONAL HORSEPOWER 
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Compactly designed turbine 
... driven by a high-speed 








series motor... 





particular- 
ly adaptable to the c i 
type vacuum cleaner. 
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The Outlook for 1949 
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another. The classic example, of 
course, came in radio. Television 
boomed, but conventional radio dropped 
off. This kind of shifting may well 
be sharpened in 1949. Prospects for 
individual products are outlined in the 
special reviews in this issue. 

Markets will see shifts, too. For 
example, with prices of their products 
falling, farmers’ total incomes may 
shrink a bit. Industrial workers, on 
the other hand, generally look for 
higher wages. There will be fewer 
veterans with state bonus checks. to 
cash, but there’ll be more skilled crafts+ 
men earning high pay on defense jobs. 

Electrical merchandising will be af- 
fected by other changes in the economy, 
too. 


Housing Boom Easing Off? 


In homebuilding, for example, some 
experts look for an easing. They ex- 
pect 875,000 new homes to be started 
as compared to 925,000 this year. 
More of them will be in the lower- 
price ranges, too. That suggests a 
slimmer market for electrical merchan- 
dise. This is the outlook as 1949 opens. 
It may well brighten—even more hou- 
ses may be built in 1949 than in 1948— 
if Congress enacts the housing legis- 
lation promised during the campaign. 
In any case, uncertainty may slow 
homebuilding in the spring and result 
in a speed-up later in the year. 


Plenty of Cotching Up 


Electric power systems are expected 
to add fewer new customers in 1949— 
but merchandisers have yet to catch up 
with the needs of the backlog of homes 
added to power systems in recent years. 
This year may see “only” 1,750,000 
additions to power lines, as compared 
to 2,100,000 last year and 2,000,000 in 
1947. What these new customers mean 
to electrical merchandising is shown 
in the fact that 8 million of them have 








been added since 1941—a 30% increay. 
Only 7 million were added in 
dozen years before the war. 


‘Its’ in Credit, Steel 


Today’s regulations on installmey 
selling will probably hold through 194 
Of course, regulations may be ease 
if general business shows signs of sloy. 
ing down by midyear—or they Migh: 
be tightened after midyear, if acceler. 
ated spending for defense should sey 
us into another inflationary whirl, 

Steel—and the chance for electric, 
manufacturers to get more of it—hang; 
on the same sort of question.' 'Tedy 
steel supplies sufficient:!to maintaip 
production at 1948 levels and perhay 
increase it slightly, seem in sight, By 
no one is predicting an end to tightney 
in steel supplies. And there is th 
chance that a big increase in defeny 
efforts might bring with it allocations 
of steel. In short, there is a poss. 
bility that manufacturers will hay 
slightly more steel in 1949—but it won 
become “easy” unless there’s an m. 
expected deciine in business. 


What does all this add up to? 
It’s clear that 1949 will be a big year 


*—no matter how the “unknowns” tum 


out. Moreover, electrical merchandising 
is cushioned somewhat even from 
effects of the unpredictable factors. 
If some more inflation should develop, 
sales would climb until limited by 
tighter credit regulations and more 
controls on steel. On the other hand, 
if there’s a turndown, the busines 
would get a shot-in-the-arm as sted 
eased and credit eased. 

More likely than either, is that the 
U. S. will bump along the middle 
course with another year of high bus- 
ness activity. And that will mean ar- 
other tremendous year for electrical 


merchandising. En § 
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“HEY, BUD, COULD | INTEREST YOU IN SOME HOT FROZEN FOODS?” 
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er hand e “The Giant Twelve” Consolette, 
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igh busi ° After ten years of research in UST’s great laboratories, the 
mean a ee ' = ° UST “Giant Twelve” Consolette is making sales history! Here 
electrical “The Giant Fifteen” * : : ’ 
e ne perfect solution for the average consumer who w i 
Fad Tebie Medel at last is the pe fect lut n for th g isume who wants the 
ein kitiih itis, © “Best of the Biggest Pictures” at a moderate price. You'll find 
picture, at a competitive price — _ it a deeply satisfying experience to relax before its comfortable 
$695* 75 square inch screen and enjoy UST “No-Fog” Contrast, 
: UST Automatic Syncronizing, UST Crystal Picture Detection, 
e UST Tele-Symphonic Tone System and UST “Fused Circuit Safety.” 
: s Mrs. Average Consumer will appreciate owning a handsome 
: consolette. Mr. Average Consumer, without an FM radio, will 
. appreciate this important feature. The famous UST “Tele-Symphonic 
° Tone System” assures perfect enjoyment of the fine UST high-fidelity 
; FM circuit incorporated in this model. Available in period or 
e bleached mahogany finish. 
¢ 
» Important! Deliveries . . . because UST’s affiliate, Zetka 
: Television Tubes, Inc., is a leading quality producer of 12” and 15” 
e tubes, we can assure prompt delivery of Big-Picture sets. 
P P “ & 
; ° Write us for further information. 
“The Giant Fifteen” = *Federal Excise Tax 
Console Combination a oe pr ye auton, 
Model KRV-15831P, featuring a 121 square oe wae ob ake iodo. 
pond <r — — — and — ° 
= oe, eee, **Best of the Biggest Pictures” 
$1095* : 
— . UNITED STATES TELEVISION MFG. CORP. 
- COMING! ' 3 W. 61st St., New York 23, N.Y., Tel.: Circle 6-4255 
“The Giant Fifteen”’ 
Consolette with FM Radio Copyright 1949, U.S. Television Mfg. Corp. 
January Delivery 
ASK ABOUT IT! 
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LIBERTY CHIMES 
ARE PRICED 

TO SELL 

the SMALL HOME 
MASS MARKET 


Nine decorator-styled models, from 
$3.50 to $19.95, carefully built for 
trouble-free installation. All models 
answer both the front and rear doors, 
all models except the two lowest- 
priced come complete with trans- 
former. 


TALKED ABOUT— We're talking up 
the Liberty Line in the right places to 
give your own sales effort the Golden 
Touch — three consumer magazines 
reaching over 6,000,000 of your best 
prospects: 









MODEL E-4 
Four-Tone 
Baked-On Ivory 
Finish 


BETTER HOMES AND GARDENS 
AMERICAN HOME 
HOUSE BEAUTIFUL 






With Transformer 


ust $19.95 


MODEL 56 


Two-Tone 


MODEL 36 


Two-Tone 








Ivory Plastic Case Ivory Plastic 


Case 


LIST $4. 95 


With Transformer and 


Matching Pushbutton 


ust $7.50 


Write for Current Catalog 


SINCE 1924 MINERVA, OHIO 
DOOR CHIMES, BELLS, BUZZERS, TRANSFORMERS, SIGNALING DEVICES 



















How Big Is the Farm Market 











| 


to be pumped; (2) is the well adequate 
for the needed supply; (3) how to 
determine the best type of pump to be 
installed; (4) its installation to func- 
tion best; (5) what will it save in time 
and labor; (6) how will it increase 
production; (7) what will it cost for 
electricity to operate, and last but not 
least how will it contribute to health 
and sanitation, not only of the family 
but of livestock. There is also the very 
important factor of fire protection. 

Plenty of such data are available so 
that any intelligent salesman can pre- 
sent a forceful and convincing sales 
story. Do not try high pressure meth- 
ods on a farmer—he can be convinced 
but not pushed, and he knows in about 
three minutes whether the salesman 
knows what he is talking about or not. 
Someone very tritely said, “The farmer 
wants electricity, but does not know 
how to use it when he gets it.” The 
selling job is an informative one, 
rather than high pressure, and do not 
forget the farmer now has the money 
to buy anything which he is convinced 
is a profitable investment. 

This same factual approach applies 
equally as well on the sale of house- 
hold equipment. The mere statement 
that an appliance will save time, steps 
and labor is not sufficient. How much 
time, how many steps and how much 
labor can be saved are the facts which 
clinch a sale. Time and labor savings 
made on household work with several 
major appliances were revealed in such 
studies made on farms by Farm Jour- 
nal. For instance, it was demonstrated 
by actual test that over six hours could 
be saved each week in doing laundry 
work by a complete home laundry for 
a normal farm family. This is the type 
of sales information which is convinc- 
ing to a farmer or his wife. It is not 
theoretical, but is based upon actual 
tests and studies by tarm women them- 
selves. 

No attempt will be made in this 
manuscript to go into the many details 
of sound selling information pertaining 
to the sale of all types of equipment 
and appliances which can be used on a 
farm. The foregoing were used only to 
illustrate the importance of facts in 
selling farm people. When we know 
that over 200 separate and distinct uses 
have been discovered for the use of 
electricity on farms, it can be realized 
that it would require a book to illus- 
trate them all. 

An installation division of a dealer’s 
business is most important. It begins 
with an adequate wiring system not 
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only for the present but designed fy, 


increased future use. Wiring on; 
farm must be flexible and provide fo; 
greatly increased use. Electric servic 
expands faster on a farm than in a 
urban home. Everything used in th 
urban home can be used to a greats 
extent on the farm. In addition, ther 
is the great potential use in servic 
buildings. A good wiring system is th 
key to future expansion. Further, the 
satisfactory operation of equipment ani 
appliances depends to a great extent 0: 
proper installation. 


SERVICING 


A good service department will be 
the most important factor in making 
sales. The farmer has no service man 
“just around the corner,” as has the 
urban customer. As greater use is 
made of electricity, the greater be- 
comes the need for quick and reliable 
servicing. A farmer who installs a 
milking machine and milks 30 cows 
changes his whole operation from hand 
milking. Cows have to be milked twice 
a day, and the failure of a milking ma- 
chine will find him not organized ior 
a milking job by hand. He must have 
repairs and have them quickly. Like. 
wise the failure of a motor on a water 
system requires speedy attention. The 
whole farm operation is disrupted by 
such failures. No dealer should plan to 
develop a volume of sales to farmers 
unless he provides a service depart- 
ment for quick action. Further, farm- 
ers recognize the need for quick and 
reliable service and are willing to pay 
for it. 

A dealer in any good farm com- 
munity can develop a highly profitable 
and successful business on the orgat- 
ization basis briefly outlined here. 
Such a business can not be developed 
simply by having a stock of appliances 
and equipment where a farmer may 
buy. The day of “demand” without 
adequate sales and service is abou! 
over. Prosperity by the “easy chait 
method will soon be a thing of the past 
and the dealer who expects to stay ™ 
business will have to do some “hust 
ing.” The opportunity is ready maée 
in the greatest new market the elet- 
trical industry has ever had. To thos 
dealers in good farming communities 
the door is wide open to a profitable 
business. However, it will requie 
proper organization, intelligent selling 
and hard work. End 
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joins 


hp GLZ 


in Advertising Revenue 


In 1948 Country Gentleman reached twelfth 
place among all magazines in advertising rev- 


enue... with an all-time high for any farm 


WHY? 


Because advertisers know Country Gentleman’s 


magazine. 


2,300,000 circulation is concentrated among your 
best rural customers—the “‘top-half” families 


who get 90% of the nation’s entire farm income... 


Because advertisers know these rural customers 
are not reached effectively by any other kind of 
magazine—not by leading women’s magazines 
nor by leading weekly magazines .. . 

Because advertisers know dealers overwhelmingly 


prefer Country Gentleman for its selling effec- 


tiveness—by a 66% lead among electrical dealers. 


Your Best Rural 
Customers 


Read 
Country Gentleman 
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of fast-selling, comfort-giving CIRCULAIRS for ’49! « Featuring four 
sparkling new units and five popular time-tested models, the KISCO 


line for ’49 is the finest and most complete in its history. « See the 


January 13 to 20, Display 284. You'll agree that they are the “finest in 


KOOLIE KISCO PRESENTS cee 


fies. 
































SERVUS-TABLE 


HERE THEY ARE...KISCO’S complete line 


complete line for ’49 at the National Houseware’s Show in Chicago, 


the field” and that KISCO is “the profit line for ’49.” 


Si 





KISCO COMPANY, 


3732 CHOUTEAU 


272 


2 CIRCULAIR 


“The “ Successor to the “Fan” 


Reg. No. 395746 


JANUARY, 


HANDI-TABLE 


inc. 
ST. LOUIS 10, MO. 
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Service Wins 
Farm Sales 


T is a mistake to assume that the 

farmer is capable of handling hi 
own repair work, says H. A. Mortoy 
of the Montana Electric Co. of Greg 
Falls, Mont. The secret of successfyj 
selling to the ranch prospect is to pro. 
vide good service for the equipmey 
you sell. To be sure, it is expensiye 
to send a man out into the country m 
just one repair job, but this can b 
avoided by combining the service cal 
with a little other promotional visiting 
around, 

When trouble is reported from , 
home freezer or other appliance in the 
outlying districts, a man is sent out a 
once. He finishes the job and then 
calls on all the small farms in the 
neighborhood to ask how the appli. 
ances they have are behaving. This 
frequently uncovers some other service 
work, which might have been reported 
later at an inconvenient time. It als 
often provides tips on prospects which 
may later lead to further sales. 

Farmers are good prospects for 
home freezers, Mr. Morton finds. The 
best way to sell them, he believes, is 
to own a freezer yourself and to speak 
from your own experience. The farmer 
is aware that much of his farm pro- 
duce goes to waste so far as his family 
is concerned because of inability to 
preserve perishable food stuffs. Alter. 
nate glut and famine is the rule for any 
one crop. Government bulletins prove 
that farm families often suffer from 
unbalanced diets because of this purely 
seasonal supply of certain items, 
Mr. Morton has stored over $150 
worth of vegetables and fruits in his 
own freezer and can speak with au- 
thority of the success of this method of 
spreading a crop over a long period. 

He has also learned to store ice in 
quantity in his large box and to make 
good use of the ice cream maker. On 
the farm where milk and cream are 
available, ice cream can be made at 
practically no cost and with the great- 
est of ease—an item which has great 
appeal for the farm home. 

Montana Electric makes good use of 
the classified lists of customers which 
the power company furnishes to dealers 
for direct-by-mail promotions, particu 
larly in reaching farm and ranch 
homes. Rural lists of new customers 
are particularly rewarding in their 
returns. End 








“YOU SHOULD SEE WHAT HAPPENS WHEN THE 
CLOCK STRIKES TWELVE.” 
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Cuil SH-164. Popular priced 


self-starting electric Com- 
mercial Wall Clock. Wood case in white or 
walnut finish as specified. Clear, legible 12" 
dial. Bottom set. Retail $15.00. 





Kitehenio $K-137. Stream- 


lined self-start- 
ing electric Kitchen Clock, in gleam- 
ing white or red “Lustron” plastic 





cts for 


case. Forward tilt for easy reading. 

ls. The ; Clear dial, convex glass. Chrome 

. plated bezel. Convenient bottom 
Eves, 15 set. 7/2" high. Retail $4.95. $A-14. Graceful 


Os miniature self- 
4 Peak ; starting electric Alarm Clock. Its 
farmer Moy $st-7. A lovely Tambour self-starting smartly designed die-cast metal 
| Electric Clock, 20° long; case, fine 

mM pro- selected walnut veneers and burl walnut—a masterpiece of fine 
: famil cabinet making. Silver plated dial. Gold plated sash. Strikes the 
y hour and half hour on chime rod. Retail $24.95. 


case is finished in glossy, durable 
ivory baked enamel. Pleasant 1-2-3 
alarm. 414," high. Retail $4.95. 
ility to 
Alter- 
for any 
S$ prove 
r from 
purely 
items, 
r $150 
; in his 
‘ith au- 
‘thod of 
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MNMeonach SH-159. Self-starting electric 


Commercial Wall Clock. 12 
sided walnut or white finish case as specified. 
Very clear readable 12” dial; convenient bottom 
set. Retail $17.50. 


i 





. riced self-starting 
period. electric Alarm Clock. Easy-to-see 
a Sees dial and alarm set. Attractive plas- 
> Ice in tic case in shaded brown. 


Retail $4.50. 
o make hue $T-320. Self-starting electric Tambour 


er. On Clock, 19’ long. Beautiful, hand-rubbed 


m case of selected walnut. Silver plated dial, gold plated sash. 
am are Retail $19.95. dey 
nade at f 


> great- 
Ss great 


Geta pr te y Caen Ae 4 





$A-19. This self-starting wood 
case Alarm Clock has a very 
legible dial and easy-to-see 
alarm set. The hand-rubbed 


case is an attractive combina- 
tion of gumwood and walnut. Ompire SH-165. Commercial Wall 
Retail $7.95. Clock, self-starting electric. 
Striped walnut veneer front with dull satin fin- 
ish. 12” clear-view dial with bold legible black 
numerals. Forward tilted: Bottom set. 
Retail $25.00. 


1 use of 
; which 
dealers 
particu 

ranch 
stomers 





Ailing $D-138. Self- 
End starting electric 
ily Occasional Clock, in smartly de- 

$ST-6. Graceful, streamlined self-starting signed case, of gumwood with butt 


Electric Tambour, 20’ long. Oval sash is walnut top, hand-rubbed finish. 
gold plated and dial is silver plated. Case, beautifully grained Gold plated feet and bezel. The 
walnut with inlaid panels of matched burl walnut, finished in metal dial is silver plated, with con- 
hand-rubbed lacquer. Strikes the hour and half hour on chime vex glass. 5/2" high. Retail $9.95. 


1D s tod. Retail $24.95 


$SC-2. Handsome self-starting 
electric Cabinet Clock. The 
case is selected two-toned 
walnut finished in lacquer 
and hand-rubbed. The sash is 
gold plated and the dial is 
silver plated. Strikes the hour 
and half hour on mellow toned 
bell. 101" high. Retail $29.95. 


—/ 


SENTINEL & 
Cocks and Udehua 


THE E. INGRAHAM COMPANY ¢ Bristol, Connecticut + Established 1831 and subject to change. 








Prices exclusive of taxes 
HEN THE 
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Make easy “check-back sales’, ¥/ 
of these popular 


AUTOMATIC 
OIL CONTROL ACCESSORIES 


EVERY Oil Heater sold since 1939 
can be the source of EXTRA SALES 
and profits for you right now! Dig 


















































out your old files, check them over 











carefully, give them to a telephone 





girl to make sure the addresses are 








right and that they’re still using 





A-P Thermostat Comfort Kit 


A-P Thermostat Comfort Kit 
Adds AUTOMATIC Tempera- 
ture Control convenience to 
any heater made since 1939— 
now using A-P Model 240-D, 
U or Y series Manual Controls. 
Saves Oil. Ends wasteful over- 
heating. Complete sales pack- 
age includes: sensitive modern 
wall Thermostat, Conversion 
Top for mounting on present 
control, Transformer, wiring 
and accessories. Easy to install. 





your heater. Then parcel out the 








names to your salesmen and arm 











your men with “sales ammunition” 
on A-P AUTOMATIC OIL CON- 
TROL ACCESSORIES. You'll be 


surprised how easily you can turn 






































over extra sales and profits on these 











old friends of yours...and sell 








new heaters to them, too! 


Sell ONE or ALL THREE 























A-P OILIFTER 


Automatically supplies fuel oil 
to room heaters, water heaters, 
furnaces and kitchen ranges— 
All vaporizing oil burning ap- 
pliances. “Lifts” oil as high as 
third story from bulk storage 
tank outside or in basement. 
Ends oil handling, spilling, 
wastage. 



























































Folders for mailing Consumer Catalogs, 





Direct Mail Broadsides, Newspaper Ad 
Mats, Oil Control Tags. 





A-P Fuel Oil TRAP-IT 


Improves heating, efficiency by 
trapping all dirt, sludge, gum, 
moisture in oil lines. Saves 
service expense. 













“Album of Famous Vaporizing Oil Burning 
Appliances", 15-Minute Slide-Sound Film 
Available for dealer and salesman showing. 





DEPENDABLE OIL CONTROLS 


DESIGNED TO ELIMINATE SERVICING 


AUTOMATIC PRODUCS COMPANY 


2400 North Thirty-Second Street 





Milwaukee 10, Wisconsin 





Aint hi 


Enter our order for i P t of: 
A-P Model 240-ED Thermostat Comfort Kit........ $22.97 
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cents and should be particularly use- 
ful, according to Hibben, for display 
purposes. New ceramic coatings which 
are impervious to scratches (in con- 
trast to the old dipped bulbs) made the 
new colors possible. Also, says Hib- 
ben, there are better big lamps for out- 
doors—sporting events, parks, play- 
grounds and streets. 


Germicidal Lamps Catch On 


Among the special purpose lights 
the germicidal lamps have made good 
progress. During 1948 they reached 
an estimated total of 575,000 unit sales 
as compared with 350,000 in 1947. 
Almost doubling the total in one year 
indicates that the reluctance of many 
contractors to handle these mysterious 
bug killers is giving way before an 
increasing demand for them and an 
increasing knowledge of how and 
where to use them. 

“They are graduating from special 
installations to more general use,” Hib- 
ben says. “The average contractor 
will install them. Also they are now 
available in new shapes for new jobs. 
There are U-shaped tubes, for ex- 
ample, which are used in milk cans; 
there are small ball shapes for little 
storage cabinets, clothes dryers, refri- 
gerators. It won’t be too long before 
you'll see germicidal lamps pretty 
commonly used in homes. In schools 
they are a must.” He also points out 
that germicidals should particularly 
interest retailers because of the high 
unit price and because “they put a 
premium on intelligence.” The dealer 
who sells germicidals, Hibben believes, 
shows by that very action that he is 
awake and abreast of the times and 
this inspires confidence in customers. 
The germicidal also encourages new 
wiring because it requires installation 
in unusual locations. 

Even sealed beam lights, not the 
usual stock-in-trade of the average ap- 
pliance dealer, are finding new fields 
to conquer. Heretofore they were used 
primarily as automobile headlights. 
Now they are turning up as fog lights, 
backup lights and spotlights and are 








even replacing the old fashioned head. 
lights on railroad engines. 


General Developments 


“Some incentives to better lighting 
are growing up rapidly in the line gf 
materials,” says Mr. Hibben. “In the 
field of tinted glassware there haye 
been some interesting improvements, | 
have even run across it in submarines, 
The effect, of course, is psychological 
and it indicates how we are getti 
away from the outmoded idea tha 
lighting is purely utilitarian. It used tp 
be thought that all institutions and pub. 
lic buildings had to have bare, bright 
lighting. Hospitals, for instance, were 
once slaves to the god of whiteness— 
whether or not it was best for the 
patient.” 

He predicts that some new types of 
lights will be installed directly inside 
glass brick, thus giving the effect of 
luminous walls. Glass itself has new 
qualities of strength. You can bang a 
baseball right into some new play. 
ground lamps and never even crack the 
glass. 

In the plastics field Hibben thinks 
favorably of extruded forms for fix. 
tures because they are light in weight, 
flexible as to color and configuration, 
Factory lighting problems, he says, are 
no longer susceptible of solution by 
mass formula. Each installation re 
quires its own answers. A good ex- 
ample is the use of tilted artificial sky- 
lights to throw light exactly where it 
is wanted. Eggcrate ceilings will be 
very much in the 1949 lighting picture 
and will be particularly valuable in 
lighting small shops and _ specialty 
stores. 


Predictions for 1949 


In general, Hibben believes that 
1949 will be a bigger lighting year 
than 1948, but he has picked out the 
fluorescent market as one which is due 
to slow down. “The rise of the fluores- 
cent market will be les exuberant this 
year,” he says, “just as the fluorescent 
fixture business has already shown 

' (Continued on page 276) 
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“| JUST HAD AN ODD EXPERIENCE—A COUPLE OF TEEN-AGERS CAME IN, BOUGHT A 
RECORD AND LEFT RIGHT AWAY” 
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Iron right off the clothesline! Your customers can iron It’s two irons in one! A twist of this knob turns the Sit and work in comfort! This General Electric Iron 


poe up to half their clothes without dampening. Wrinkles General Electric Iron from steam to dry—or vice versa. is light in weight. It weighs only 4 pounds. 

, steam out as Iron glides over lightweight fabrics. Your customers need not remove water. . Yet, it has an extra-large working surface—a full 
. Iron has no bulky boiler! Instead, water—one drop at For dry ironing, the “Dial the Fabric” control selects 271% square inches—to help your customers iron quickly, 
A. 4 time—turns into steam as iron is used! exactly the right heat for each fabric. easily, efficiently. 


GENERAL ELECTRIC TRAVEL IRON 


a For Travelers—This attractive General Electric Travel Iron weighs only 

2 pounds; folds into a unit just 2 inches high; slips into a neat suede- 
cloth case with dainty gold-finished zipper. Operates on both a-c and 
d-c. A handsome, fast-moving item! Order today. 
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signs of leveling off. Steel is short and 
expensive and people are perhaps hold- 
ing back a little to wait for new devel- 
opments like the fatline which elimi- 
nates the plurality of sources. The 
tendencies are not in the least alarming, 
however; they are just a natural and 
inevitable slowing-down of the rate of 
growth, which means a more normal 
and a healthier development. 

“One market the retailer never 
should forget is that for the heat lamp 
—and that’s going to be big this year 
in the residential field, especially for the 
red, hard glass bulbs. This is a market 
that a lot of dealers have never at- 
tacked in the right way. Too many 
dealers have sold heat lamps on all 
kinds of appeals, including the de- 
fleaing of dogs, but they’ve neglected 
the biggest sales point of all—comfort. 

“Sun lamp sales will grow and sales 
will be stimulated with the introduc- 
tion of the fluorescent sun lamp, making 
it possible to radiate large areas. Per- 
manent-mounting sun lamps sales will 
increase considerably in 1949.” 

Mr. Hibben expresses some dissatis- 


| faction with current designs for lamps. 
| “Many of us,” he declares, “don’t be- 


lieve that the lighting fixture people 
have analyzed the customer’s wants 
very thoroughly. Go through any de- 
partment store and look at the lamps. 
They are not, on the whole, functional. 
There is a wide gap between the de- 
sign of the equipment and the wishes 
of the discriminating customer—and 
we expect an increase in discriminating 
customers.” 


Wired for Yesterday? 


As any member of the lighting in- 
dustry, Hibben is vitally interested in 


| adequate wiring and he makes a strong 


plea for recognition of its necessity. 
“There is,” he declares, “an almost 
utter disregard on the part of con- 
tractors of the need for adequate wiring 
and wiring for the installation of those 
lighting developments which are on the 
People are’ constantly wiring 
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their homes only for those things that 
are of yesterday's vintage. I don’t be- 
lieve contractors realize how close we 
are to inadequate service in our 
homes.” 

Despite inadequate wiring and the 
left-behind designs of many fixtures, 
Hibben thinks the sales picture is 
bright. 

“The bread and butter backlog of 
a lot of retailers is lamp bulbs,” he 
asserts, “and it gets to be bigger and 
bigger, because as you create more 
sockets you’ve got to fill ‘em. The 
lamp business keeps on going in de- 
pression years as well as in good years. 
We'll sell approximately 90 million 
fluorescent lamps in 1949 but the 
growth oi fluorescent hasn’t obsoleted 
incandescent lighting at all. The re- 
tailer is interested in fluorescent be- 
cause it means a big dollar volume. 
Thus it has added an incentive for the 
retailer to push lighting. Even at $1 
for a 40-watt fluorescent tube the cus- 
tomer gets as good or better bargain 
than he ever did before because he gets 
greater efficiency. 

“We can’t help but be astonished at 
the growth of the lighting industry. 
We are selling almost one billion lamps 
a year right now and I’m willing to 
bet that in 1950 we’ll top that figure.” 


End 
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[roners 





graphical distribution of ironing ma- 
chine business is contained in the 
power company survey published else- 
where in this issue. Utility executives, 
reporting on major appliance sales in 
their respective areas during the year 
1948, showed nine ironer sales per 
1,000 customers, compared with 75 
washer sales per 1,000 customers. 
Breaking the figures down by regions, 
however, showed that the biggest pro- 
portion of ironers sold in 1948 went to 
Pacific States. Here, the ratio was 
15 ironer sales per 1,000 customers. 
Second highest area was the West 
South Central—normally a poorer 
market—where 11 ironers were sold 
per 1,000 customers. The Mountain, 
East North Central and West North 
Central regions also were above the 
national average with 10 ironer sales 
per 1,000 customers. 

Seasonally, ironing machine sales 
are little affected by the vagaries of the 
weather. True, a nine-year average 
shows that the heaviest months were 
the late summer and early fall months 
of August, September and October 
with 9.8 percent, 9.8 percent and 9.6 
percent respectively of the 12-month 
total, but July and December, poles 
apart weatherwise, show an equal 8.2 
percent of the business closed in those 
months. All other months account for 
about seven percent each. 


The Replacement Market 


As might be suspected with only 
about three million families owning 
ironers, the replacement market is not 
yet an important factor in the busi- 
ness. ELECTRICAL MERCHANDISING’S 
annual dealer survey on sales, replace- 
ments and trade-ins, reveals the follow- 
ing fact on ironers: 

Dealers handling ironers as a regu- 
lar part of their business amounted to 
71.2 percent out of a total of 184 deal- 
ers replying. This compares with 89.1 
percent handling both washers and re- 
frigerators. Of the total dealers 
replying, 127 supplied actual sales fig- 
ures on their ironer volume for eight 
months, which revealed that each deal- 
er sold an average of 10 ironers during 
that period, compared to 73 washers. 
Sales to homes not already owning 
ironers accounted for 90.7 percent of 
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the dealer’s total ironer sales, while 
9.3 percent went to homes as replace- 
ment units. As in the case of other 
major appliances, however, this re- 
placement figure is high compared to 
the actual number of traded-in ironers 
accepted by dealers. This percentage 
of trade-ins amounted to only 1.3 per- 
cent—valid evidence that the dealer is 
making little or no effort to induce old 
ironer owners to replace their old 
models with new ones. In light of the 
fact that the big ironer market lies in 
homes of washer owners who have 
never bought an ironer, this is not 
surprising. On the other hand, it is 
reasonable to suppose that in the years 
just ahead replacements may provide 
an additional plus volume in ironers 
that is being overlooked at present. 


Design and Price 


Before closing this brief summary on 
the market potentialities for ironers, 
it might be well to point out that prices 
have steadily risen over the years. 
From a low of $49 in the depression 
year of 1933 (average price for the 
industry) ironers today are selling in 
the $135 bracket, on an average. As 
this average includes the portable 
ironer, it will be obvious that the aver- 
age for standard machines is higher. 
The figures for the past two years on 
these models has been close to $145. 
Price-wise the ironing machine, there- 
fore, is still far below the average for 
the washing machine and, in light of 
the service it renders to the home, 
should find a ready market in most 
income levels. 

Design-wise, there have been no 
startling changes in ironers post-war. 
Table-top and fold-a-way models have 
opened new markets where space is at 
a premium. Matching cabinets to go 
with automatic washers and dryers is 
another newsworthy note. And the 
introduction and wide sale of portable, 
light-weight units may be the fore- 
runner of a constantly expanding ac- 
ceptance for the ironer. With the 
introduction of the clothes dryer and 
the sale of the three units as a com- 
plete home laundry, it may also be 
inferred that the ironing machine will 
reach a new market in higher-income 
homes. End 
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THE MODERN, FLEXIBLE 
STORE FIXTURE 
THAT Sef APPLIANCES 


Illustrated: 
Two "Side Unit 





A_FEW COMBINATIONS 
POSSIBLE WITH "'HEAD- 
ON" FLEXO-STEP* 


These Exclusive “Features 


@ FLEXIBLE STEPS are quickly, easily changed 
to fit the merchandise. No tools necessary. 
“Unlimited Flexibility”... see sketches at left. 


@ STREAMLINED DESIGN. Rounded corner steps 
encourages customer traffic to circularize dis- 
play islands, exposing merchandise to more 
sales possibilities. 





@ MORE SELLING SPACE. Using ali steps, 
“Flexo-Step” fixtures provide over 50% more 
selling space than conventional equipment 
in the same floor area. 


@ DISPLAYS ALL MERCHANDISE IN THE “BUY- 
ING RANGE” where it is easy-to-see and 
easy-to-reach. Your greatest selling power 
... good display. 


@ FLEXO-STEP MAKES DISPLAY JOBS EASIER. 
Anyone can do a good job of display with 
Flexo-Step fixtures. 


@ DURABLY BUILT of strong veneers by expert 
fixture craftsmen. Beautifully lacquered, birch- 
faced veneer base. Shipped completely as- 
sembled. 


@ LOW IN COST ... feature for feature, “Flexo- 
Step” is today’s best store fixture buy! 


*Also available in "Side Unit'' model—same flexibility. 





Sell Wore — MODERNIZE WITH FLEXO-STEP STORE FIXTURES 
For Compl } Det ny Dp, Wri 


ADD SALES COMPANY 


714 COMMERCIAL ST.. MANITOWOC, WISCONSIN 
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EVERYBODY IS A PROSPECT... 
Amerioads \BGGES') Kefugoualoe 
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6 cubic foot CAPACITY! 


scratch resistant Formica top... 
no dirt — no seepage! 


Successful merchindising is the ability to adapt your 
product to multiple uses, new markets. Here, in the Freeze- 
O-Matic Junior, is the “little GIANT” with everybody 
a prospect! 











3/2 cubic foot REFRIGERATOR with 


Exclusive! Freeze-O-Matic's first with the 
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the year’s sales (based on an 11-year 
average), the following four months 
account for nine to 10 percent of the 
year’s total and the remainder of the 
year runs between seven and nine 
percent. 


The Installation Problem 


One factor in the range sales picture 
which may have a retarding effect 
on future volume is the rise in the cost 
of installations. A recent survey 
among 111 utility companies showed 
that average wiring costs to the con- 
sumer were $49, as compared to $30 
pre-war, an increase of 63 percent. But 
those figures don’t tell the whole story. 
In the South and the West, for in- 
stance, the percentage of increase is 
greater. And in some communities in- 
stallation costs run as high as $100 
and more. Rise in costs of both labor 
and materials is given as the prime 
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, ; “YES, I'M THE SAME FELLOW WHO TOOK THAT fri 
Here's the ideal unit for modern apartments, kitchenettes, | reason for these mounting wiring costs, pRE-ELECTION POLL—NOW I’VE SWITCHED To per 
bungalows, dentists’ and doctors’ offices, laboratories, | but the fact that electrical contractors SOMETHING WITH MORE OF A FUTURE.” pet 
counter drug stores... and any place where space is limited. are enjoying boom business in indus- 46 
Just the thing, too, as that extra unit for basement, porch, | trial and commercial wiring jobs has wh 
home or office bar. something to do with it, also. Solu- by 
OME EXCLUSIVE TERRITORIES STILL OPEN. WRITE, WIRE OR PHONE FOR FURTHER INFORMATION. tions have been worked out in some o 
communities, notably Chicago and De- 
wi ™ ves. a . Ho he ‘ troit, where contractors specialize on m7 
634 DEAN STREET + ST 3.3040 © BROOKLYN 17, N.Y range service entrances and make it a a 
volume business. However, in the while stiffening consumer resistance, on 
tougher competitive selling days ahead, have shown small evidence to date of tw 
the relatively high cost of installing precipitating any buyer’s strikes. The H 
both ranges and water heaters may ratio of gas to electric range sales | 
prove to be a deterrent to volume sales. shows signs of narrowing still further. 2 
: And utility promotions of load-build- on 
tecking Ahead ing devices may get under way again th 
The outlook for range sales in the in the near future. Manufacturers’ yen 
year ahead would seem to be favorable. estimates of range sales prospects over ye 
There are no immediate indications the next three or four years reveals a 
that the supply of steel will be tight- (if 1948 results may be taken as a ~ 
ened over the 1948 consumption. Dis- criterion) a tendency to underrate 
tributor and dealer pipelines have been potentials, but modest gains are looked 
largely filled and consumer demand for, which is probably a healthier state 
shows little sign of slackening. Close of affairs than indulgence in rash 
to two million new customers were hopes. Replacement potentials also 
added to the lines in 1948 for a total hold great promise and to date this 
of six million new connections in the market has been given little culti- y 
post-war period. Price increases, vation. End 
Built on a 25-year-old reputation : 
X i , Price Increases on Refrigerators and Ranges 
, Koyalmaca STEEL Compared with Wages and Retail Price Levels 
A Varied Line — Undersink Cabinets with pressed steel, Formica, or (1935-1939 equals 100) th 
linoleum sink tops in all required sizes. Complete ag mo —_— MeutlyWeee  GlecinicRefele. _lectnic Bangs 
Installations —Wal| Cabinets, Base Cabinets, Sink Cabinets, Broom Prices* Rate* huamap Olen Average Price a 
and Linen Cabinets, Accessories, Base and Wall Fillers, Angles, Bottom Year Sadien fodion Soles ites . 
Plates and End Shelves—“L” and “U” Shaped Tops in Formica and 1935 98 92 97 93 C 
Linoleum. 
It’s the Plus Factor That Counts! _ | be a R. a = 
© Workmanship —by carefully trained © Wall Cabinets — adjustable shelves on 1 1938 101 105 103 106 u 
craftsmen centers — bottom shelves —— con- 1939 99 106 101 107 ti 
j = in- 
© Construction — cold rolled steel “ac uduotedasaem || a 100 111 91 102 ; 
@ All Welded Body — lasting rigidity on the wall 1941 105 122 93 104 
@ Bonderized — resists moisture and rust © gase Cabinets and Sink Units—full-length 1942 117 143 t t ; 
@ Finish —high-heat baked, high-gloss syn- drawers that operate on trouble-free rollers 1943 124 161 + t 1 
thetic enamel — will not crack, chip, or @ a Sliding Shelf — provides easy access to 1944 126 170 Tt T 
j craze atleast _— - rear of all cupboard type base 1945 126 171 : : ; 
— insulate inets 
7 os ong ishieiaha 6 casa Doors—recessed in all sink cabinets 1946 139 181 124 118 : 
© Design — flush styling — decorative semi- ©@ Packing—safest by test of shippers—con- 1947 159 204 149 168 t 
circle bright chrome handles forms to latest shipping regulations. 1948 (7 Mos.) 170. 217 161 175 
—— - Write pe ay mend ae Royalmatd Corporation Bureau ot Labor Statistics All Manufacturing i , 
ation and name o your distributor, artia “ jon only. iar vaiues not ava e. 
DISTRIBUTORS — Several important terri- 179 North Tenth Street No production. | 
tories are now open. Write today. Brooklyn 11, N. Y. | 
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New York Area Presents 
Lush Replacement Market 


Ten years average age for 
refrigerators and vacuums 


People who read the New York 
Times in New York City and its 
suburban environs offer a _ large 
market for replacement sales of home 
appliances, according to a recent sur- 
yey by the Times Research Depart- 
ment. Questionnaires were mailed to 
10,000 of 93,473 women readers who 
had written the newspaper during a 12- 
month period about various home and 
family subjects. Having distributed the 
questionnaires in the pattern of the 
paper’s circulation, the New York 
Times received 2,639 answers or 26.4 
percent. 


Average Age High 


In the field of mechanical re- 
frigerators, 2,565 families, or 97.8 
percent, have one, while 58, or 2.2 
percent, do not. Of these, 1,171 or 
46 percent own their refrigerator, 
while 1,375 or 54 percent are owned 
by the landlord. The median age of 
the boxes is nine years. 

Vacuum cleaners are owned by 2,208 
families or 84.2 percent, while 414 or 
15.8 percent do not have any. A total 
of 1,863 families or 85.5 percent have 
one cleaner; 295 or 13.5 percent have 
two; 20 or one percent have three. 
Here the median age is eight years. 

In the cooking range category, 
2,585 families, or 98.6 percent, have 
one, 38, or 1.4 percent, do not. Of 
these, 996, or 39.4 percent, own their 
range while 1,531, or 60.6 percent, 
are owned by the landlord. The 
ranges are electric in 165 instances, 
or 6.5 percent of the time. The 
median age is nine years. 


The washer picture shows that the 
median age is only two years. How- 
ever, only 954, or 36.4 percent, of 
the families own one, while 1,664, or 
63.6 percent, do not. Of these, 509, 
or 54.8 percent, have an automatic 
unit, while 420, or 45.2 percent, have 
the wringer type. 

Automatic dryers are owned by 
only 30, or 1.2 percent, while 2,563, 
or 98.8 percent, do not have one. 
The automatic ironer situation is 
better: 239 families, or 9.3 percent, 
have one; 2,318, or 90.7 percent, do 
not. 


Out In The Kitchen 


Electric roasters and broilers are 
owned by 326 families, or 12.5 per- 
cent; 2,272, or 87.5 percent, do not 
own one. Only 73, or 2.8 percent, 
have freezers, while 2,526, or 97.2 
percent do not. Electric dishwashers 
are owned in 62 families, or 2.4 per- 
cent, but 2,527 families, or 97.6 per- 
cent, do not have one. 

The survey indicates 1,649 families, 
or 63 percent, have a pressure cooker, 
while 967, or 37 percent, do not. 
The median age of these cookers is 
two years. Electric toasters are 
found in 2,225 families or 84.7 per- 
cent, while 402, or 15.3 percent, do 
not have one. Electric mixers are 
owned by 1,023, or 39 percent, but 
1,598, or 61 percent, do not have such 
an appliance. The median age of the 
mixers is six years. 

Nearly everyone has an electric 
iron. The survey shows that of the 
2,602 families, or 99.1 percent, who 
have irons, 2,228, or 84.3 percent, 
have the regular unit, while 416, or 
15.7 percent, have steam. Only 24 
families, or 0.9 percent, have no iron 
at all. The median age is five years. 


Self Appraisal Can Cure 
Appliance “Hangover” 


Gallagher says salesmen 
must start selling again 


Appliance salesmen had better follow 
the example of the drunk with a bad 
“hangover” by going into the bathroom 
and having a heart-to-heart talk with 
themselves, according to W. Neal Gal- 
lagher, president, Automatic Washer 
Co., Newton, Iowa. Mr. Gallagher re- 
cently told between 400-500 wholesal- 
ers, manufacturers’ agents, dealers, 
utilities and electrical contractors of 
the Iowa-Nebraska Electrical Council 
at a recent meeting that there has been 
no real appliance selling since the end 
of the war. Women, he said, have 
bought over 8,500,000 washers since 
V-J day with the rush to secure appli- 
ances dulling the special capabilities 
and techniques essential for good sales- 
men. Manufacturers and wholesalers, 
too, have been lulled into “sins of 
Omission” in selling, but, Mr. Gal- 
lagher warns, appliance selling will not 
keep up at that pace from here on in 
unless something specific is done to 
improve sales. He urged store meet- 
ings and demonstrations plus canvass- 


ing and post-sale follow-ups. In other 
words, said Mr. Gallagher, the industry 
has to do all the things any successful 
seller of merchandise always has 
needed to do. 

As he described the present bullish 
appliance market, Mr. Gallagher quoted 
the reports by the Department of 
Agriculture concerning an expected 10 
percent rise in national income for 
1950-4. While retail prices are ex- 
pected to decrease less than 10 percent, 
they should stay 50 percent over pre- 
war figures with disposable income 
remaining far ahead. Even in a de- 
pression with a price drop of 20 per- 
cent, consumer per. capita buying 
power should remain a third above 
1935-39. Every indication, he said, 
points to continued high sales. In six 
years, up to 1948, household users of 
electricity increased more than six 
million with more than 33 million 
wired homes. Population increases, 
high birth rate, greater need than ever 
before are some of the indications 
which point to a continued prosperous 
industry for those who don’t sit back 
doing nothing, but who go out and dig 
up that waiting gold in the mines of 
appliance sales, 
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THE SMART NEW MODEL 104 .. 


Deluxe Sortable 


Every feature of the new, lightweight Deluxe Portable 
is Outstanding —the combination of these distinctive features 
makes this model the most novel and dependable 
sewing machine available. The Free-Westinghouse 
or New Home (illustrated) full size rotary electric head 
is easily removed by a flip of the special 
holding clamps—and the carrying case becomes the 
smartest of overnight bags. The Floating Gib Hook, 
forward and backward sewing, and Allen-Bradley 
foot control are only a few of the outstanding features 
of the new Model 104 Deluxe Portable. 
Free Sewing Machine Co., Rockford, Illinois. 


SINCE 1870, MANUFACTURERS OF AMERICA’S FINEST 


SEWING MACHINES 
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ADJUSTABLE WINDOW FANS — 
From a lovely powerful 10” sur- 
prisingly low priced, through 12”- 
16”-20” sizes, single and three 
speed—many refinements and dis- 
tinctive features. 





PORTABLE FANS—12”, 16”, 20” 
—attractive— quiet—large delivery 
—three speed—adijustable for any 
angle. Useful type, suggestive of a 
lot of gift business. 









EXHAUST FANS — Direct driven 
12”-16”-20” 3 speeds—24” belt 
driven—capacity range 450 to 
4200 cfm. 
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24° WINDOW FAN—Locotes out- 
side in window frame for a big job 
in a small home, saving all installa- 
tion cost—arranged also for attic, 







seiling or transom use — distinctive, 
nothing like it. 4200 to 4500 cfm, 










































ATTIC FANS—9 models—24”, 
30”, 36”, 42”, 48” —ruggedly 
built, a quality look, big volume, 
belt driven—4200 to 20,500 cfm 
vertical or horizontal, wide deep 
blades, extra deep venturi, all ball 
bearing. 


SCHWITZER-CUMMINS 
Builders of Fine Gans Jor 30 Years 


Many useful types in a generous as- 
sortment of sizes make the Fresh-Air 
Maker a profitable and satisfactory 
line for you to sell. Your trade will 
like their fine performance—good 
looks—and reasonable price. All are 
built to deliver lots of air, quietly, 
and for long years of service. It will 
certainly pay you to look into the 
Fresh-Air Maker. 





CEILING “PACKAGE UNITS” — 
5 models 24”, 30”, 36”, espe- 
cially designed for the popular 
small home market. Every Fresh- 
Air Maker can be ceiling installed, 
all ball bearing equipped. 





HY-DUTY CENTRIFUGAL 
BLOWERS— 81/2” to 25” inc. 
with all needed intermediate 
diameters—single and 
double inlet—all outlet posi- 
tions and practicable motor 
sizes— moderately priced, 
but built to be the quietest, 
best performing, longest last- 
ing blower on the market— 
especially well finished. 





Contact with good reliable dealers is desired as 
we have some valuable locations open for dis- 
tributors or dealers who want a reliable, salable 
fan line. 


SCHWITZER-CUMMINS COMPANY 
VENTILATING DIVISION 


1145 EAST 22nd STREET 
INDIANAPOLIS 7, INDIANA 


ENGINEERS AND MANUFACTURERS 


FANS 











| Appliances In the Magazines 


WOMEN’S SERVICE GROUP 


Woman's Home Companion 


The ironer is featured by the Com- 
panion in January in an article by 
Elizabeth Beveridge, “This Ironer 
Went to Work for Mrs. Sims,” and in 
“We Teach Mrs. Sims to Iron a 
Shirt,” by Betty Genger. Both stories 
are told in picture and caption se- 
quence. The first story covers the first 
four weeks Mrs. Sims owned the 
ironing machine and her various stages 
of getting acquainted with it through 
the time when she was finally efficient 
with it. The second is a step-by-step 
procedure of the mechanics of ironing 
a shirt with an ironing machine. 


Good Housekeeping 

For January, Good Housekeeping is 
also promoting the electric ironing 
machine in an article by Helen W. 
Kendall, “The Story of an Ironer in 
a Family of Three.” It discusses such 
items as where the ironer should be 
placed; whether or not clothes should 
be dampened as for hand ironing; how 
to iron organdy curtains; the best 
techniques for shirts and puffed 
sleeves; with a product display in the 
back pages of the book showing seven 
different makes of ironers. 

In the “Hope Chest” department for 
brides conducted by Pamela M. W. 
Anderson, various ways of making 
good coffee are given, including 
percolators, vacuum coffee makers, 
drip coffee makers, automatics and in 
addition some rules for good coffee as 
well as information on care of the 
equipment, 


McCall's 


“Your Electric Blanket—How to 
Take Care of It” by Eleanor Cook is 
the title of a fractional feature in the 
January issue of McCall's, which 
shows how to wash and store an 
electric to get best service and long 
wear. 

The two-temperature refrigerator is 
featured by Elizabeth Sweeney in her 
January article in the same issue en- 
titled “This Refrigerator Has a 
Freezer Locker In It.” 


Ladies’ Home Journal 


The kitchen modernization element 
for December in Ladies Home Journal 
is entitled “Children in the Kitchen” 
in which Miss Taber plans a modern 
kitchen arrangement with adequate 
provisions for three children and in- 
cludes a playpen, high chair, and table 
for meals of the right height. 


EWRT Women in Distribution 


Parents’ 


In January Parents’ there is an 
article by Tyler Stewart Rogers en- 
titled “Is Now A Good Time to Mod- 
ernize” which covers such subjects as 
heating, air conditioning, panel heat- 
ing, and other essentials of a modern- 
ized home such as a modern labor 
saving kitchen and laundry. 

“You Can Make the Basement More 
Usable” is another article in the same 
issue which suggests installations of 
ventilating fans, clothes dryers, com- 
plete laundry, television sets and ade- 
quate wiring. 


HOME SERVICE GROUP 


House & Gardens 


Kitchen coloring is an important 
part of the article “Color is as Good as 
its Texture”, which shows a variety of 
modern kitchens in a variety of colored 
backgrounds, in the December issue of 
House & Garden. 


Better Homes & Gardens 

A kitchen won in a jingle contest is 
described in the January issue of Bet- 
ter Homes & Gardens, The article is 
entitled “New Plan, New Equipment” 
and contains before-and-after informa- 
tion with detailed information on space 
saving storage cabinets. 

“What A Steam Iron Can Do For 
You” is the title of a 2-page spread by 
Mary E. Carrick showing the various 
uses for a steam iron such as pressing, 
steam ironing slip covers on the fur- 
niture; freshening up felt hats; elimi- 
nating matted down dents in rugs, in 
addition to the regular laundry work. 


Household 


In December Household Elizabeth 
Shaffer looks at Irons and Ironers, 
with illustrations of various makes of 
ironing machines and steam and dry 
irons. 

Family Circle 

“The Right Angle on Television” by 
Gladys Miller shows blueprints of best 
positions for television viewing in vari- 
ous types of living rooms. 


FARM GROUP 
Successful Farming 


“Out of Their Soil—A Better Liv- 
ing” by Jim Roe in the November issue 
tells the story of a farmer who through 
proper soil management has a farm 
home with television, complete electric 
kitchen and all other appliances. 
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SOME DISTRIBUTORS REPRESENTATIVES, members of the Electrical Women’s 
| Round Table, who are doing interesting work with leading Metropolitan distributors 
| im educating dealers and customers in the proper use of appliances. Left to right: 
| Evelyn R. Gallanter, Times Appliances; Betty Waldhauer, Bruno, N. Y.; Betty Maddigan, 
| G-E Appliances, Newark; and Bonnie Duke, Gross Distributors. 
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MY THE LO BOY 
HOLDS A LOT 
FOR IT'S SIZE 
YES AND IT'S 

COUNTER HIGH TO 
FIT IN ANYWHERE 





the Refrigerator designed for 
the streamlined kitchen 


The modern compact refrigerator 
designed for the small kitchens in 
apartments, small homes, convert- 
ed multiple dwellings, tourist 
cabins, vacation bungalows, trail- 
ers, — use, offices, etc., 
can be set flush with stove, sink, 
cabinets on both sides. Door opens 
full width, which is very impor- 
tant. 






Equipped, at 
slight extra, with 
FORMICA top in 
choice of colors. 
Unit is then 36” 
high with 4 foot 
sq. shelf area, 


SPECIFICATIONS 
341,” high, 24” wide, 2214” deep, 
over 3.5 cubic feet capacity. Interior 
dimensions 19” x 1934,” x 17”. Cabinet 
liner is all-welded construction with 
vitreous enamel finish. Exterior pol- 
ished baked white enamel over rust- 
proofed steel. Condensing unit ¥% h.p. 
“Freon 12” hermetic. 110 volt, 50 or 60 
cycle. 231 Ibs. shipping weight. 


LO BOY 


REFRIGERATOR 


Write for dealer facts and prices 


MOSS ATLAS CORP. 
244 Herkimer St., Brooklyn 6, N. Y. 








Another 


ARISTOCRAT 
REFRIGERATOR—BAR 
Write for circular and prices 
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Fedders-Quigan Acts 
To Develop New Areas 


A vigorous drive to sign up distribu- 
tors and dealers in newly opened sales 
territories from coast to coast, which 
should triple sales in 1949, was an- 
nounced by E. A. Bonneville, sales 
manager, Unit Air Conditioner Di- 
vision, Fedders-Quigan Corp., Buffalo, 
N. Y. Mr. Bonneville spoke at the 
recent national sales clinic held at the 
Buffalo Athletic Club, Buffalo, N. Y. 
The campaign will be sparked by an 
advertising and sales promotion cam- 
paign with a budget eight times in- 
creased over this year. W. H. J. 
Rowland, advertising manager, stated 
that nearly all types of media will be 
used with particular stress on large 
space insertions in 72 key cities. Frank 
R. DeRoberts, educational manager, 
will supervise an intensive educational 
program covering sales and service to 
insure maximum assistance to all new 
and present distributors and dealers 
in holding sales and service meetings 
and in dealing with problems in the 
field. Gordon DeJarlais, service de- 
partment manager, announced plans 
for greatly expanded service facilities 
including the appointment of three new 
regional managers to co-operate with 
distributors and dealers in field service 
and application problems, 


DuMont Unveils 12, 16-inch 
Metal Video Tubes 


Allan B. DuMont Laboratories, Inc., 
New York, N. Y., recently introduced 
two metal cathode ray video tubes at 
the Hotel Pierre in New York City. 
The units are 12 and 16 in. in size. 
The firm announced that, during the 
next year, it expects metal glass tube 
production to be 25 percent of current 
all-glass tubes. While present output 
will be earmarked for the company’s 
own sets, the firm expects to sell the 
product to the trade when production 
makes this feasible. The price of the 
new tube will be the same as the glass 
model, but is only about one third as 
heavy. 

According to Irving Rosenberg, 
general manager, tube division, tube 
sales in 1948 have quadrupled since 
last year, and the market, in his 
opinion, will not slacken for another 
three or four years. As a consequence, 
manufacturing facilities have been ex- 
panded to handle the heavier demand. 


Apex Offers Five Year 
Washer Device Warranty 


Apex Electrical Mfg. Co., Cleveland, 
Ohio, recently instituted a five year 
guarantee from the date of consumer 
purchase on the drive-transmission of 
their new Apex Wash-a-Matic clothes 
washer, according to an announcement 
by A. C. Scott, vice-president in charge 
of sales. Mr. Scott stated that this 
warranty is in addition to the one year 
full guarantee on the mechanism which 
operates the unit’s “bouncing basket” 
action. The move, he remarked, reflects 
the confidence of the company in the 
gearless mechanism which resembles 
in principle the clutch-plate transmis- 
sion of the modern car. The completely 
automatic water balance compensates 
for unbalanced loads of. wash during 
the spin-dry cycle which makes it un- 
necessary to bolt the washer to the 
floor. 
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WEST BEND 





FINEST IN 
THE POPULAR 
PRICE RANGE 


Fetal... $10.95 


Electric FLAVO-PERK 


Again West Bend brings you the finest in coffee makers. This brand 
new, beautifully-designed appliance is set to make new profits and 
greater sales volume for you right now. Never have so many fine features 
been available in an electric percolator of this price range --- features 
such as the double-wall pump which starts to perk in less than a minute 


. . . graceful, easy-pouring spout... 
. . « molded plastic legs for use on the table . . . 


socket... 


sturdy enclosed heating unit 
recessed appliance 


gleaming extra-thick aluminum, It’s a beauty throughout. 


Complete with cord. Underwriters’ Laboratories approved. 





Let us send you the 
name of your West 
Bend distributor today. 











WEST BEND 





* Pours Easily ‘ 
* Starts to Perk 
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HIPUT offers a complete line 
of special purpose 
Electric Water Heaters es 





RONAN & KUNZL, Inc. 
MARSHALL, MICHIGAN 
EXPORT DEPARTMENT, 201 N. Wells St., CHICAGO, ILL. 


Go 
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OCKRATOR offers 


A complete new line of LOCKRATOR 1949 refrigerators 
—two new deluxe freezer-refrigerator combinations in 9 
and 13 cu. ft. A new 8 ft. model—popular seller. A 
low priced 4 ft. apartment model. Two models of the 
famous LOCKRATOR freezers in a 4 and 13.5 cu. ft. 
Sold only under LOCKRATOR trademark through legitimate 
dealers and distributors. Write for details—some territory 
still open. 

















Model 4E—4 cu. ft Apart- 
ment size Refrigerator 







Model 8E—8 cu. ft. Stand- 
ard Refrigerator 


Model 9E—9 cu. ft. Deluxe 


Refrigerator-Freezer Com- 
bination 












Model 13E—13 cu. ft. 
DeLuxe  Refrigerator- 
Freezer combination 









Model 4D—4 cu. ft. Kit- 
chen Freezer 


Model 13.5D—13' cu. ft. 
Farm and Home Upright 
Freezer 










Model 41C—4 cu. ft. Ice 
Cube Maker 


Stoddard Manufacturing Co. 


MASON CITY, IOWA 
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Zenith Tele Makes Debut | 
In Chicago; Start Sales 


Nine new television models went on 
sale in Chicago, Ill, November 29, 
following a distributor preview given 
by Zenith Radio Corp., Chicago. H. C. 
Bonfig, vice-president, unveiled the 
“giant circle’ screen which distin- 
guishes the Zenith receiver from those 
with the conventional rectangular- 
shaped screens. 

The units provide for automatic 
tuning of 13 different channels whether 
in the present wave band or new ultra 
high bands. When the latter go on the 
air, the unused tuning strips in the 
set may be easily adjusted for the new 
channels by any service man. A plug 
for “Phone Vision” is also provided in 
each set. 





Ted Leitzel, publicity director, stated 


| that showings of the new models will 


take place in other areas in the coun- 
try as fast as mass production per- 
mits. 

Zenith television sets are being pro- 
duced in nine different models; two 


| table, four console, and three console 


combinations that include television, 
FM and AM radio, and a silent speed 
record changer with twin cobra tone 
arm for playing both regular and long- 
playing records. Models include both 
period styles in mahogany finish and 
blond modern design. List prices, in- 
cluding federal excise tax, were quoted 


as $389.95; $439.95; $449.95; $479.95; | 


$489.95 ; $695.00 ; $1,095.00, and $1,150. 


Television tables are offered at $29.95. | 


Survey Indicates Who 
Purchases Appliances 


Just who in the family buys and 
selects the brands of appliance prod- 
ucts was the object of a recent survey 
conducted independently by A. S. 


| Bennett Associates and released by the 


research department of Fawcett Pub- 
lications, Inc. A national precision 
sample of American families was used, 
employing both mail questionnaires 
and personal interviews in determining 
the male vs. female influence in buying 
and brand selection. 

The wife in the family usually se- 
lects the brand of electric iron to be 
bought and in nearly half the pur- 
chases buys the unit herself. How- 
ever, in kitchen mixers, the husband 
usually makes the purchase and picks 
out the brand as well. In refrigerators, 
both the husband and the wife buy and 
select the brand in almost 50 percent 
of the sales. Toasters are more often 
bought by men although women usually 
decide on the brand. 

Radios find husbands usually doing 


| the buying and deciding on the make. 


Husbands also usually pick out the 
radio-phonograph combinations al- 
though both parties often buy together, 
and, in almost half the purchases, de- 
termine the brand together. Vacuum 
cleaners are bought most often by 
women who also usually select the 
brand. Yet, in the sale of a washer, 
husband and wife usually buy together 
as well’as decide on brand, 


| Admiral Sets Up Plan 


For Installment Sales 


Admiral Corp., Chicago, IIl., re- 
cently made known a _ nation-wide 
financing arrangement with 300 local 
offices of the Commercial Credit Corp. 
covering installment sales through all 
company dealers. 
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MODEL 


AIR-FLO = 4-555 


AUTOMATIC SHUTTER 
WEATHER-SEALED 






































FRONT VIEW--CLOSED 


It Leads the Field 
In Features 


There is every reason why you should use 
AIR-FLO shutters on your jobs. New heavy 
reinforcement strip adds strength and long 
life to the louvers, assures et operation 
and perfect counterbalance, prevents rat- 

. Aluminum louvers open fully, per- 
mitting capacity fan operation. Deep 
shroud protects shutter from high winds. 
Tie-rod, brackets and bearings inside 
frame, not exposed to weather. Special 
finish resists corrosion. Many other fea- 
tures. Write for illustrated catalog 42-A of 
the complete AIR-FLO line. 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Blvd. 
DETROIT 16, MICHIGAN 

















And Now . . . Introducing 
MOVEMENT with LIGHTS 


Model “712” 


Roto-Sho 


ELECTRIC TURNTABLES 


For Your 
Sales 
Producing 
Displays 





ODEL “712” ROTO-SHO’S two- 

way, built-in electric outlet, per- 
mits novel, self-contained lighting 
effects by means of sliding contacts, as 
well as operation of electric devices 
while the turntable revolves three 
times a minute—lights turn with table! 
There’s nothing like “712” to revolu- 
tionize your window trim and stop 
passersby dead in their tracks. Sturdy, 
steel construction, guaranteed, it cat- 
ties up to 200 lbs. 18” diameter table. 
Allover height just 7”. A.C. only. 





© For winning write TO- 
DAY for full in ion and our 


Sooeal 
complete ROTO-PRODUCTS catalog 


GENERAL DIE AND STAMPING CO. 
Dept. 65, 267 Mott St. © New York 12, N. Y. 
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NEW POSITIONS 





Motorola Inc. 


' 





ROBERT W. GALVIN 


Robert W. Galvin has been ap- 
pointed executive vice-president, 
Motorola Inc., Chicago, Ill., accord- 
ing to a recent announcement by Paul 
V. Galvin, president. The new vice- 
president has been employed with 
the firm since 1940 and has been a 
director since 1945. His present pro- 
motion reflects the company’s new 
organizational and expansion pro- 
gram. 

Charles H. Coombs has been named 
New York district manager, accord- 
ing to a statement by William H. 
Kelley, general sales manager. Mr. 
Coombs will work with Allan Wil- 
liams, eastern regional manager. 
Formerly affiliated with RCA as 
sales manager in the eastern division, 
Mr. Coombs will service New York, 
Philadelphia and Atlantic City areas. 


Avco Mfg. Corp. 





WILLIAM A. BLEES 


William A. Blees has been ap- 
pointed general sales manager, Cros- 
ley Division, Avco Mfg. Corp., 
Cincinnati, Ohio, according to a re- 
cent announcement by John W. Craig, 
vice- “president of Avco and general 
manager of Crosley. Mr. Blees had 
been vice-president in charge of sales, 
Consolidated Vultee Aircraft Corp. 
Previous affiliations include Young & 
Rubicam, General Motors, and 
Motors Holding Co. 


Graybar Electric Co., Inc. 


C. E. Kirkpatrick has been appointed 
Manager, Memphis office, Graybar 
Electric Co., St. Louis, Mo. He re- 
places R. B. Sayre, who recently was 
Promoted to district manager, Jack- 
Sonville, Fla. 
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Eureka Williams Corp. 


R. C. Osborn has been promoted to 
vice-president in charge of engineer- 
ing, according to a recent announce- 
ment by H. W. Burritt, president, 
Eureka Williams Corp., Blooming- 
ton, Ill. Chief engineer for the firm 
since 1947, Mr. Osborn was pre- 
viously associated with the Hoover 
Co. and Tobe Deuschmann Corp. 


O. A. Sutton Corp. 





- 


A. RISING 





E. H. RENFRO 


A. Rising has been named sales 
manager, O. A. Sutton Corp., 
Wichita, Kans., according to a recent 
announcement by the company. E. H. 
Renfro, former sales supervisor, will 
assume Mr. Rising’s previous position 
of assistant sales manager. 


Radio Corp. of America 


James M. Toney was recently 
named advertising manager, RCA 
Victor home instrument department, 
according to an announcement by 
H. G. Baker, general sales manager 
of the department. Formerly general 
merchandise manager, RCA Victor 
Distributing Corp., Chicago, Ill., Mr. 
Toney fills the post vacated by Jack M. 
Williams, who was recently promoted 
to general sales and merchandise man- 
ager of the record department. 


Philco Corp. 

Dr. Courtnay Pitt was recently 
elected to the newly-created office of 
vice-president of finance, Philco 
Corp., Philadelphia, Pa., it was made 
known by William Balderston, presi- 
dent. Dr. Pitt has been economist in 
charge of the Division of Economic 
Research. 
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THE SKYLINE SAYS 


DISTINCTION SAYS 


“This Store is a Leader” 


To be recognized as out of the ordinary a store 
must feature outstanding merchandise. That's why 
Revere Clocks play an important part in achiev- 
ing and maintaining store leadership. Authentic 
Westminster Chimes, distinguished designs, sur- 
passing craftsmanship emphasize those qualities 
which attract the most worth- 


of “difference” 
while patronage. 


COUVEKE 


% 


THE REVERE CLOCK CO., CINCINNATI 6, OHIO 


NEW YORK OFFICE: 37 West 47th Street 
CHICAGO SHOWROOM: 1422 Merchandise Mart 
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The GIRARD is the 
distinguished floor 
clock illustrated. 
Westminster Chimes 
in Symphony Chime- 


CHIMING tone Rods. 744%,” 


high. Retails for only 
$295 plus tax. 


The mantel clock is 
the R-947. Brilliantly 
designed, moderate 
in price. With West- 
minster Chimes it re- 
tails for $45 plus tax. 


SEND FOR CATALOG SHOWING ALL MODELS © West Coast Prices slightly higher 














For your 


PROTECTION 





APPROVED BY 


| QUALITY 
TESTED 


STEEL 
KITCHEN CABINET 
INSTITUTE 


COPYRIGHTED 1940 

















2. AVAILABLE these tests 
are available to all manufac- 
turers of steel kitchen cabinets. 
NO MANUFACTURER 
IS EXCLUDED. 


4. FOR YOUR PROTECTION Due to 11 tests for mechanical 


fitness, 10 tests for finish .. 
BUILT UP to a standard .. 


APPROVED BY 





. cabinets bearing this seal have been 
. NOT DOWN to a price! 


+++ for additional information — WRITE 


STEEL KITCHEN CABINET INSTITUTE 


140 PUBLIC SQUARE + CLEVELAND 14, OHIO 


1. QUALITY TESTED this 
seal on a Kitchen Cabinet means 
that cabinets bearing this seal 
have met rigid tests in an inde- 
pendent testing laboratory. 


3. CUSTOMER APPEAL 
This seal means that you can be 
assured that steel cabinets that 
carry it will give long years of 
trouble-free service. 
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WITH THE 


REVERSIBLE 
ALL-PURPOSE FAN 


@ Here’s an all-season, ready-to-plug-in 
appliance with dozens of commercial and 
domestic applications—a Peerless-quality 
fan you can make a volume leader and a 
profit leader. 

Peerless WF-30 all-purpose, all-metal fan 
and cabinet is 30” square and only 5%” 
deep . . . tremendous air capacity of 3500 
CFM high speed exhaust and 3100 CFM 
when air flow is directed into room. Two 
speed  h.p. motor . . . reversible .. . 
thermally protected—can’t burn out... 6 
blade fan. 


Also made in 24” cabinet equipped with 
4-blade fan delivering 1800 CFM at high 
speed either in or out. Write for complete 
details today! 


THE Peerless. Electric COMPANY 


ESTABLISHED 1893 + WARREN, OHIO 
MEMBER PROPELLER FAN MANUFACTURERS ASSOCIATION 



























Restaurants 
Apartments 
Taverns 
Offices 
Stores 

Homes 


Also ask us for details of Peerless 


Ventilattic Fans, the efficient home 
coolers which may also be installed in 
stores, theatres, dance halls and 
restaurants for exhausting large, con- 
tinuous volumes of air 


Peerless. Electric 











CHARLES W. TOLAND 


Charles W. Toland has been ap- 
pointed product sales manager, 
vacuum cleaner division, Apex Elec- 
trical Mfg. Co., Cleveland, Ohio, ac- 
cording to a recent announcement by 
A. C. Scott, vice-president in charge 
of sales. Mr. Toland became asso- 
ciated with the firm in 1936, since 
which time he has held various im- 
portant sales positions. Previous 
affiliations include General Electric, 
Cleveland Press and Montgomery 
Ward. 


General Electric Co. 













Do you carry 


WESTINGHOUSE 


Appliances? 










You can carry them more carefree in the 
snug, safe protection of Webb Slingabouts, 











tailor-made for Westinghouse and all other 
makes of appliances. These thickly padded, 





, flannel lined canvas jackets safeguard 








any appliance from handling hazards — 









dents, stains, scratches or damage by 
shocks and jars. Your delivery men and 





your customers’ property are protected, 





too, for with Slingabout’s sturdy sling 
packaged appliances can be readily moved 
on and off trucks, through narrow doors 




















and halls. Slingabouts eliminate messy un- 
packing, slip on and off quickly and can 
be used repeatedly to lower delivery costs. 
For better protection slip on a Slingabout. 
Mail coupon today. 










































re en ee wr nr nr wr wr nr nr ee er ee . 
| WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
| Send Slingabout prices for model 
SEND | tei . 
| PO Refrigerator I 
l Name Radio | 
TODAY |! Check Range | 
| en Appliance Washer | 
| Other | 
| City State (Please Specify) | 
| I 
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LOUIS H. MATTHES 


Louis H. Matthes was recently ap- 
pointed general sales manager, air 
conditioning department, General Elec- 
tric Co., Bloomfield, N. J., according 
to an announcement by Harold. F. 
Smiddy, general manager. In his 
new position, Mr. 
responsible for field sales activities, 
commercial engineering, national user 












aNEW 
PROFIT LINE | 


for Appliance Dealers 





Ruggedly built for long service 
. .. low in price... backed by an 
unmatched guarantee & service 
policy. 





THE NEW 1948 SOLID SMALL 
Full-size professional electric clipper. 
Easy to handle—light weight plastic 
case. The favorite in beauty shops 
for years. 


$9.75 List 


WAHL Silent 

Hair Dryer 
Fast and thorough. Hot 
or cold air as desired. 
Quiet. Plastic case... 
$9.75 List 


light weight. 
WAHL “Hand-E” : 
Electric Vibrator 
Gives perfect mas- 
sage stroke — 
powerful and 
penetrating. Fits 
the hand. Com- 
plete with four 
applicators. - 
$6.50 List 
GUARANTEE — We 
agree to repair or re- 
place free of charge, for 
one year, any AHL 
product which does not 
give perfect satisfaction. 


WRITE TODAY TO 
Dept. E M 48 FOR 
DEALER INFOR- 
MATION 



















Matthes will be | 


sales and the activities of the cus- | 


tomer sales divisions. 


He first be- | 


came affiliated with the firm in 1921 | 


and has served 
capacities for the past 27 years. 


Stewart-Warner Corp. 


E. L. Sandberg was recently ap- 
pointed assistant general manager, 
South Wind Division, Stewart- 
Warner Corp., Chicago, Ill, and T. 
M. Redmond, plant manager, accord- 
ing to an announcement by A. R. 
Collins, general manager. The pro- 
motions followed shortly after the 


| announcement by J. S. Knowlson, 


president and board chairman, of the 
appointment of Mr. Collins as head of 
the company’s Indianapolis division. 


JANUARY, 


in a variety of | 











‘\ 


ECONOMY PLUS 
BUILT-IN 
CRAFTSMANSHIP 


“JIFFY” 
‘REPLACEMENT 
ELEMENTS 


For Domestic and Commercial 
Electrical Appliances and 
general repairs 


PRECISION 
ENGINEERING 


Ask your jobber to show you 
why “‘Jiffy”’ is ‘‘The Long Life 
Element." If you haven't al- 
ready received them, write 
for our catalog and name of 
your nearest jobber. 


© Elements also made to 
Manufacturers’ specifications 




















THE HARTFORD ELEMENT CO., INC. 


HARTFORD 5 CONN. 
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to boost 
your 
appliance 
sales 













Packed six to cor- 
rugated shipper 


PENETRAY 


PROFESSIONAL (RUBY) MODEL 


HEAT LAMP 


Transmits maximum infra-red rays... 
holds back the ‘“‘visible’’ light. De- 
signed specially for treating sinus and 

















nasal congestion and for applying local 


heat for muscular aches and pains. 


EASY TO DISPLAY— 
A Natural For Winter Months 


Complete appliance is assembled in 
All 
important uses are illustrated on the 
it sells while it tells. 


the “Demonstration Package.” 


carton... 


A clever little clip is concealed in 
the base. The lamp stands or hangs 
anywhere. The handiest heat appliance 
made, it turns in 
any direction with 
a twist of the wrist. 
Uses both AC and 
DC. U. L. listed. 





Werré 70: | 


PENETRAY CORP. | 
TOLEDO 5, ONO 











NEW POSITIONS 
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A. C. Gilbert Co. 


. TRISCH 


. FALLON 


A. C. Gilbert, president, A..C. Gil- 
bert Co., New Haven, Conn., recently 
announced five promotions of execu- 
tive personnel. H. L. Trisch, form- 
erly vice-president and general sales 
manager, has been promoted to the 
newly created post of executive vice- 
president where he will coordinate the 
firm’s five divisions. A member of 
the firm since 1915, Mr. Trisch has 
been in charge of sales for 25 years, 
serving as vice-president for the past 
15 years. 

Kenneth P. Fallon, formerly vice- 
president and eastern sales manager 
for the United States and Canada, 
is the new general sales manager. 
A company veteran since 1915, Mr. 
Fallon was named vice-president in 
1943. 

C. A. Jay becomes sales manager. 
Formerly affiliated with American 
Flyer scale model train division in 
a similar capacity, Mr. Jay has been 
associated with the company for 10 
years. J. A. Wall, office manager, 
has been appointed sales administra- 
tion manager. He will combine both 
duties. John Ohls has been named 
assistant sales manager. He has been 
doing sales and advertising work for 
the company since 1938. 


Westinghouse Electric Corp. 


Frank Paeske has been appointed 
manager, miniature lamp sales, West- 
inghouse Electric Corp., Bloomfield, 
N. J., according to a recent announce- 
ment by Russell E. Ebersole, general 
manager of lamp sales. He originally 
joined the lamp division in 1912. 

Edward X. Hallenberg has been 
named assistant director, Westing- 
house Research Laboratories, accord- 
ing to a recent announcement by Dr. 
J. A. Hutcheson, director. 


1949 





“SPECIAL 1949 





“VOLUME-BUILDER” EXHIBIT 





Proctor exhibit at our offices, 


Merchandise Mart’: if will be ar HT 


ttl sen Hl Riss Te an 


During the Chicago Housewares 


Show be sure to see this special 


important contribution to your 1949 


sales plans. Don't miss it! 
PE OS NCE 


PROCTOR’ 


PROCTOR ELECTRIC CO., PHILA. 40, PA. 


1473 


lafast skill A 


’ at 











ae 
? 
j 
A 





















Neat from the customer’s side! User has 
catalog data at correct reading angle 
with both hands free. Binding in 1-inch 
sections permits instant pick-out and 
replacement. Each section has its 
place, cannot slide. To change sheets, 


you handle only 1 section; section 
‘instantly removed and instantly — © 
replaced. Order additional sections | 
as your needs demand. 


Save Time, Temper, Money! 


Do you use loose leaf data in buying, selling, speci- 
fying? Then you need EVER READY. Every cat- 
alog sheet is instantly available and in place. No 
delay, no annoyance, no chance to mislay any sheets 
or to miss related sheets and items. Each section 
holds one inch of punched sheets. Each section stays 















in place, yet is removed or rep!aceti instantly. a= 
Remove any single section for page replacement 
without disturbing the balance of the whole set. . Cc 


EVER READY is lifetime built, handsome. Tens 


of thousands in use. Order yours today! 


A. Open Section B. Replace sheet, 
close section C. Replace section 





ORDER TODAY! ALL SHIPMENTS EXPRESS 


Geneva Mfg. Co., 420 Stevens St., Geneva, lil. 
Gentlemen: Please ship me: 

e---No. 12 EVER READY Holder. 15 in. wide, 
12% in. deep, 5% in. tilt. Sturdy steel, 
dark green baked enamel. Capacity, 12 sec- 
tions. With wings and 2 sections: $5.65 Eo. 

eoe-No. 24, like No. 12. With wings and 2 
sections. 29 in. wide, 121% in. deep. Capac- 
ity, 24 sections. $8.50 Eo. 

----Add'l Sections, $1.00 Ea. 

NOTE: Check Kolamazoo 4-post 0), Ring Binder 3-post 0 


MONEY BACK GUARANTEE! 


ra 
= 
Go ee a me Re ae 


eit 
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THE Kitchen-Aire EXHAUST FAN 
Is DIFFERENT ...! 


OIF RING WHICH CATCHES 
AMD QUNS OFF ANY MOISTURE 













PLECTRICAL CONNECTIONS 
© Merve with 
. nw 

ENTRIFUGAL ALUMONOURE 
Sar CLEANING 
automanc 1 Peer 


2 * MOTOR 
ENTIRELY REMOVED 
FROM MOISTURE 


Yous PORTION OF UNIT PLACED 
Be OUTIL OF BUILDING 


CORROSIVE RESISTANT ALUMINUM 
IMPREGNABLE TO WEATHER CONDITIONS 
oaw 


oars ‘on mors 
awar from 


Check this list of selling points .. . 


* MAXIMUM EFFICIENCY:—exhaust grill may be mounted above cooking 
range, even on an inside wall. 

* FIRE-SAFE:—grease laden air is NOT drawn over motor. 

* QUIET:—operating mechanism is mounted OUTSIDE the wall! 

* WEATHERPROOF:—back draft damper protects against heat loss; operat- 
ing mechanism is housed in corrosion-free aluminum. 

* ECONOMICAL:—low in cost; easy to install. Grease and moisture laden 
air is not deposited on kitchen walls—saves on cleaning and decorating. 

* WIDE USEFULNESS:—electrically operated, can be installed anywhere, in 
new or old houses—keeps kitchens cool and odorless, bathrooms and 
recreation rooms fresh, and basements dry. 


was Of GAtase 


Here are features that the conventional exhaust units 
can’t offer . . . Kitchen-aire units are actually 
SUPERIOR, and they're selling fast! As advertised in 
Better Homes and Gardens. Write for particulars. 


STEWART MANUFACTURING COMPANY 


3209 E. Washington Street Indianapolis, Indiana 

















Experienced Sewing 
Machine Dealers 





GITS 
PLASTIC SWITCH PLATES 
and PROTECT-O-SHIELDS 


| Another great Gits merchandising deal 
| which actually sells itself. A complete 
range of Switch Plates and Protect-O- 
Shields—-determined by accurate findings 
of consumer and counter tests—in styles 
and colors to harmonize with any wall 
or wallpaper. Also luminous plates that 
glow in the dark. Deal No. 52 retail 
value is $36.80 with full dealer discount. 
Order from your jobber TODAY. 

FOUR COLOR 


SUPER DISPLAY 

WITH EACH DEAL 
Large Display with 
actual Plates and 
Shields mounted— 
measures 22” x 












FOR THE NEW NATIONALLY 
ADVERTISED “SEW-GEM" 

\ Rotary Electric Sewing Machine 
If you are looking for something new with 
big sales and profit potentials, it will pay you 


to investigate the newest of electric sewing 
machines. 










A hungry market is now waiting for this product. 
Territories are still open in many sections of the 
country and will be allotted on a first come first 
choice basis. 






Here is an excellent opportunity to get'in on 
the ground floor and enjoy fast sales and nice 
profits. If interested, write us at once for com- 
plete details. All inquiries will be held in strict 
confidence. 


4( 


Mendeome Secretary Dest Modes writing Oost 


27%" and equip- 
ped with double 
wing easel for 
counter or 
dow. May be 
hung on wall, 
Complete with mer- 


chandise im one 


POPULAR | ’ 
MODELS © 











({e(man 


| Ana VES tne 


Manufacturers of the famous Gits Flashlights, 
Knives, Games, Stir Sticks, Etc. 

Canadian Distributor: 
Myer Bald, Ltd., 69 York St., 






Savings Banks, 





Toronto 
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DISTRIBUTORS 
APPOINTED 





Bendix Home Appliances, Inc. 


Parker H. Ericksen, director of 
sales for Bendix Home Appliances, 
Inc., announces a replacement for Roth 
Appliance Distributors in Milwaukee: 


State Distributing Co., Inc., Milwaukee, 
Wis. 


Blackstone Corp. 


A new distributor for Blackstone 
Corp. in the Chicago metropolitan 
area is: 


Harry Alter Co., Chicago, Ill. 
Emerson Radio and 
Phonograph Corp. 


Charles Robbins, Emerson Radio's 
national sales manager, announces the 
following new appointment: 


Bond-Rider-Jackson Co., 1210 Wilson St., 
Charleston, W. Va. 


Farnsworth Television & 
Radio Corp. 


The Farnsworth Television & Radio 
Corp. has announced a number of new 
distributor appointments: 


Southern Appliances, Inc., 517 E. Trade 
St., Charlotte, N. C 
301-315 S. 


Kelley-How-Thomson Co., 

Fifth Ave. W., Duluth, Minn. 

Graybar Electric Co., Austin and Wood 
Sts., Dallas, Tex. 

Z.C.M.1., 51 S. Second West St., Salt 
Lake City, Utah. 

Tri-City Radio & Supply, 1919 Fourth 
Ave., Rock Island, Ill. 

Fedders-Quigan Corp. 


A new distributor announced by 
Fedders-Quigan Corp. is: 


¥ Brothers, Inc., 35 Halsey St., Newark, 
N. J. 


Fowler Mfg. Co. 


An announcement has been made by 
Fowler Mfg. Co. that the firm will 
use Nash-Kelvinator distribution in 
Oregon and Washington effective im- 
mediately. Nash-Kelvinator distributes 
for Fowler in 29 states of the latter’s 
38-state territory. 


International Harvester Co. 


The International Harvester Co. has 
made the following appointment for 
distribution of its refrigerators and 
home freezers: 


Harper-Meggee, Inc., Seattle, Wash. 


Kalamazoo Stove and 
Furnace Co. 





win- | 


| 4600 West Huron Street, Chicago 44, IIL 


Arthur L, Blakeslee, president of 
Kalamazoo Stove and Furnace Co., 
makes known the following distributor 
appointment : 


William C. Allen & Associates, Inc., Bir- 
mingham, Ala. 


A. J. Lindemann & 
Hoverson Co. 

L & H electric ranges and water 
heaters will have the following new 
distributor, according to the A. J. 
Lindemann and Hoverson Co.: 


Lappin Electric Co., Milwaukee, Wis. 


JANUARY, 














WHAT 
“CIRCLINE” FIXTURE 


offers you recessed 
bulb holders? 


of 
course!! 





cums 
Homecraft 


ee 
Ne 


Wo 


tee: 

The Usual 
ae Method of 
Me 


Mounting 






Three important things are qomgians by 
recessing the three bulb holders 

1. Bulb held closer to the reflecting surface. 
2. Fixture more compact—greater Oppeal. 
3. Two point ballast suspension eliminates 

buzzing and keeps ballast cooler. 

See ony distributor or write for catalog sheet 
on this fast seller. 


HOMECHAFT 
Electiouie Biducts 


1208 S. Kedzie Ave., Chicago 23, Ill. 















EVERY 
HOME NEEDS A 


HOME CLIP 


mod 
ome bee & +: 5 


Sree hair as = ont as barber 


Anyone use the Home 

with good 7a sesults. —_ for itself 

in 15 ts. Operates on 115-volt, 

| -y Underwriters one 
es 

» Br ive display box, 


If your jobber can’t supply you, 
write to: 





BELLE CITY APPLIANCE CO. 
1745 Flett Avenue. 
Dept. EM-1, RACINE, WISCONSIN 
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Today’s Home Incinerator Market is Wide Open 

















5 DISTRIBUTORS 
wehonrymo Richer Profits for fou 
in this popular new bargain for low-budget buyers 
Majestic Radio & P 3 9 y 
Television Corp. 
Recent appointments to the distrib- NT” N * 
utor organization of Majestic Radio & “$0 CONVEMIE 0. 2 ECONOMY® MODEL 
Television Corp. have been announced M lod a 
! by E. A. Tracey, president: aj es ft Ic 
Twin States Distributing Co., Charlotte, FUELLESS 
N.C. 
Neidhoefer & Co., Chicago, Ill. HOME INCINERATOR 
G. W. Onthank Co., Des Moines, lowa 
Neidhoefer & Co., ——~ — 
G. W. Onthank Co., Omaha, Neb. 
Foreman Distributing Co., Portland, Ore. Guaranteed to burn wet or 
‘ Seattle Radio Supply, Seattle, Wash. dry garbage and rubbish at 
the mere touch of -a'match 
a National Die Casting Co. Rubbish riddance problems are 
: . fast giving way to the idea of a 
G. W. Hanney, vice-president and handy, efficient, compact disposal 
general sales manager of the National plant right in the home (a “must’ 
cod Die Casting Co., announces the fol- in automatically heated homes.) 
lowing appointment : Now you can get in on this rapidly 
; y growing home appliance market. 
Hyland Electric Co., Chicago, Ill. The Majestic No. 2 Home Incin- 
it's erator is designed to seach a 
. . broader field of prospects than 
by Noblitt-Sparks Industries, Inc. ever before. It uses no fuel except 
. . the waste itself. Continual drying 
‘al POPULAR Gordon T. Ritter, director of sales, action with unique down-draft. 
ites Arvin Div., Noblitt-Sparks Industries, Simply fill the unit (holds 2 bu.) 
- Inc., announces that new distributors then “light it and leave it.” Refuse 
eet for Radio 4 for the firm are: ae to ashes; odors go up the 
— chimney. Heavy-duty, all-metal 
ea gy om py om 2287 E. Jeffer- construction for long wear. Taps 
| o lia PCBs H son Ave., Detroit, Mich. to 6” or larger flue in basement or 
pp a Raycraft Co., 568 Third St., Oakland, Cal. utility room. Write for profit-mak- 
Tri-City Radio Supply Co., 1919 Fourth ing details. 
. this fourth largest Ave., Rock Island, Ill. « = 
magazine audience in Prt a ng ge Co., 1111 Wood St., Widespread demand created through national The Majestic Company 
ll Here are 12,750,000 people—the middle class —— advertising in leading consumer magazines 109 Erie St., Huntington, Ind. 
— at its most concentrated — drawn together 





through the mighty magnet of specialized 
fiction . . . detective tales, adventure yarns, 
romance, sports, mystery, westerns. Here are 
25 pulp fiction magazines combined into one 
powerful selling force — The POPULAR 
Fiction Group. 

Because these readers prefer fiction first, they 
are virtually untapped by any other major 
magazine. More than 12% of the country 
(over 15 years) is ready and waiting for you 
at $1.20 per page per M guaranteed.* 

This great natural market meets your most 
rigid standards for mass sales: SEX — Men — 
53.7%. Women — 46.3%. INCOME — 62% in 
middle class or better. EDUCATION — 61% 
_ High School or better. *2,500,000 ABC 





Special for the Radio & Appliance Industry! 
Comprehensive Stewart, Dougall Study defining 
who yeur customers are and where they can be 
found. Write for a copy today. 








LEADING ADVERTISERS IN ALL 


Rival Mfg. Co. 

The following distributor has been 
appointed for the Steam-O-Matic iron 
division of Rival Mfg. Co.: 


Allen B. Carpenter Co., Denver, Colo. 


Sentinel Radio Corp. 


A new distributor for Sentinel 
Radio Corp. is: 


Florida Radio & Appliance Corp., Miami, 
Fla. 


George T. Stevens & Associates 


D. O. Klein, Presteline sales man- 
ager for George T. Stevens & Asso- 
ciates, announces a new Presteline dis- 
tributor : 


Harper-Meggee, Inc., Seattle and Spo- 
kane, Wash., and Portland, Ore. 




















CHILL-AIR . . . The Leader in Cooling 
and Ventilating Now Offers 


2 OUTSTANDING UNITS! 


Meet the BIG DEMAND by 
ordering NOW! 


Make BIGGER PROFITS and 
BIGGER SALES by ordering 


CHILL-AIR Window Coolers 



































p FIELDS . . . GILLETTE, MENNEN, 
WINCHESTER, RKO, PHILIP MORRIS - > 
. _ Reduces temperatures 10° to 18° . . . cools 1 to 3 
4 CALVERT... ARE USING... Stromberg-Carlson Co. rooms. Fully self-contained. No ——— ogg 
: . A Simply set in window and plug in. Available in 
-4 C.J. Hunt, Stromberg-Carlson radio two sizes: 1700 C.F.M 2300 C.F.M. 
self Op and television sales manager, makes 
alt, known the following distributor ap- 
ab- 7 
= | me srent CHILL-AIR Window Fans 
‘th Lighting Fixture & Electric Supply Co., Replaces attic fans at 1/4 the cost. 
UCUGYL Inc. | es Takes only 10 minutes to mount in 
NOU R. F. Trant, Inc., Norfolk, Va. window. Sturdy built for years of 
, Herb E. Zobrist Co., Inc., Seattle, Wash. service. Complements the beauty of 
. magazines of Adventure, Marshall & Dyerle, Inc., Roanoke, Va. i any room. 3 speed control. Available 
ial Romance, Mystery, Sports, Railroad- Coastal Equipment Co., Inc., Houston, in 3 sizes: 2300 C.F.M., 3300 C.F.M., 
ing, Detective and Western Tales. Tex. ’ Ox 5500 C.F.M., 16 In., 20 In., 24 In. 
‘0. Flagler Radio Co., Miami, Fla. Also larger size evaporative coolers for 
mee. jane st. 333 N. Gling Ave. 427 W. Fifth St. commercial and industrial installation. 
“at mae tee Aneeies ‘| Sylvania Electric Products, Inc 
Y . . To Distributors: » Few Territories Still Open 
H. H. Rainier, manager of dis- To D . 
: : * alers: Write For Literature And Prices. 
tributor sales for Sylvania Electric — : | C So nie = Meine ; ro 
Prod: Inc., ann that a new f ee Distributor Will Supply Your Require 
menngencens conch NATIONAL ENGINEERING & MANUFACTURING CO. 
‘i atin 562 Broadway, Kingston, 523 WYANDOTTE KANSAS CITY, MISSOURI 
sesseet N. ° 
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MERCHANDISING 
SUPPLEMENT 





P. roducts ° Suton 


FOR MORE SALES — FOR MORE PROFITS 








The NEW 
| = “YEATS APPLIANCE DOLLY” 


Aluminum frame, caterpillar type “STEP GLIDES” for 
climbing steps, straight slide on back for easy loading 
in delivery truck, curved cross members for round 
water heaters. Handles all appliances easier and 
| quicker because it is the ONLY APPLIANCE DOLLY 

















WITH PATENTED RATCHET DEVICE TO TIGHTEN 
THE HOLDING STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
2525 W. Kilbourn Ave., Milwaukee, 3, Wisc. 


























LOVELL WRINGER ROLLS 


White Rolls—So Soft, Too 
Made Up Rolls—Ready to Install 
Blank Rolls with Long Shafts 


IRONER PADS AND COVERS 
ALL SIZES FOR ALL MAKES 


WASHER AND IRONER PARTS 
Aerobell - Conlon - Easy 
Horton - Speed Queen - 1900 - Thor Etc. 


OHIO WASHER COMPANY 


1223 Superior Ave. Cleveland 14, Ohio 





















AMAZING NEW 
INVENTION JAKES CARE 














OF YOUR EVERY LIFTING 


HEAVY-DUTY AND CARRYING PROBLEM/ 


ADAPTABLE 


WRINGER-HEADS Take the WORRY out of deliv- 


ering your appliances. Replace 
several ordinary harnesses 
that cost over $90, with ONE 





. . NO NEED 6-in-1 E-ZEE-LIFT lifting device 
FOR LARG that handles all your 
ve r ig . "a appliances, no matter 
STANDARD what their size or 
WESTWARD shape. Its ENGINEERED 
HEADS. SERV to your needs. Gets up 


stairs faster and easier 
than any other lifting 
device now used. Easily 


ICE 105 DIFFER. 
ENT WASHERS! 














Simplify adjusts to any appli- 
washer Large Water Heater “"C®- 
repairing! 


.: Automatically Holds Doors Shut 


No WORRY about doors coming open either. 
E-ZEE-LIFT automatical- 
ly closes them and 
keeps them shut. Your 
customer will be happy 
and you'll do away 
with complaints. No ex- 
perience needed to use 
it. Carries up to 1200 
Lbs. 


Simple, sturdy 
construction! 
Interchange- 
able adapters! 





Lustrous white 
baked enamel 
finish! 






High quality at 

low price! 

WRITE FOR DESCRIPTIVE 

LITERATURE AND THE NAME 

OF YOUR NEAREST JOBBER 

Some choice jobbing territories now 
available. 





We've held your price to only $17.95 for this 
wonder invention, despite rising production 
costs. Rush order. Cash with order, or COD 
as your prefer. 6 months guarantee. 


Ask for Folder “D” 


NEAL PRODUCTS 









WESTWARD WASHING MACHINE CO. 
Detroit 11, Mich. 





7400 St. Aubin 





MARLBORO 8, MASS. 












WRITE FOR THIS 
CATALOG TODAY 


ZENITH AUTOMATIC 
TIMER CONTROLS 


WE WANT NEW ACCOUNTS 
WASHER DRAIN HOSE 















- . Remote Control Switches 5 Foot Hose 
Automatic Time Switches 2 Braid 
Automatic Reset Timers 34 inch I.D. 






Magnetic Contactors 
Interval Timers 
Process Timers 
Program Clocks 
Special Equipment 
for Special Jobs. 


ZENITH ELECTRIC CO. 


150 W. Walton St. Chicago 10, Ill. 





1% inch O.D. 
Aluminum Gooseneck 
1 to 1000 $.80 net 


WHOLESALE PARTS DISTRIBUTORS 


MILMAR 10 So. 2nd Ave. 


Mt. Vernon, N. Y. 














































FURNITURE REPAIR KITS 
Complete with all materials for 
quick, easy and permanent repair 
to damaged varnish, lacquer and 
enamel surfaces. Instruction book 
with each kit. Illustration shows 


Send TODAY for FREE illus- 
carrying case provided with each 


trated CATALOG. g 
kit. An outfit designed especially 


Featuring complete line 

* Carry- 

ing Straps + Appliance 

for the appliance and radio dealer Covers * Porcelain ond 


of Appliance Equipment; 
: trucks 
containing everything necessary to iture Repair Kits * Dolly 
place cabinets in salable condition. frocks po may 


“A” Repair Outfit..20 Ib. $18.00 oc. 
“B”’ Repair Outfit. .17 Ib. 12.50 
“C" Repair Outfit. .12 tb. 9.00 


Cc 
WRITE TODAY FOR FREE CATALOG 


ELKAY PRODUCTS COMPANY 


325 WEST 16th STREET, NEW YORK 11,N.Y 
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THE TRUCK THAT 
BALANCES 


THE 


EASLOAD APPLIANCE TRUCKS balance 
the entire weight of the load on big 
cushion tires. You slide the Easload under 
the load and release it for rolling position 
with foot pedal action. Easy rolling. 
Avoids strain. One man operation. Saves 
60% hauling costs. Double ratchet strap 
cincher. All welded tubular steel frame 
for sturdiness and sliding load over 
steps. Rubber guards. 

s WRITE TODAY FOR FOLDER 


COLSON 


EQUIPMENT & SUPPLY CO. 











1317 Willow St., Los Angeles 13, Cal. 
Our 132-page 


FREE Catalogof FREE 


Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 


Quality, Service, Low Prices 


MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicago 22, Ill. 








FRANTZ 


MANUFACTURERS OF 


WASHING MACHINE PARTS 


3650 EAST 93rd ST. « CLEVELAND 5, O 















iS ALL 


FOR A BASIC SUPPLY oF THE FAMOUS 








YOU NEED | 


THIS KIT WILL GIVE A COMPLETE 
COMBINATION FOR ALL TYPES OF 


FAUCETS AND WRINGER, | 
AUTOMATIC 
AND SPINNER WASHERS 


KIT CONSISTS OF: 
2-PE1160 SCREW COUPLER” 


2-PE1171 CLAMP COUPLER ‘ 

2-PE1180 BONDED NIPPLE * @-* 

2-Pe24 acro seaccuame ,“ FREE 
1-PEY18 8” “Y” ASSEMBLY 


1-PEY15 15" “Y” ASSEMBLY 
1-PE1175N “Y" CLAMP 


WE PAY POSTAGE 
ON ALL ORDERS = [ ixctors'urm'saote 








POWER EQUIPMENT CO. 


WHOLESALE DISTRIBUTORS 


2373 S. KINNICKINNIC AVE 





MILWAUKEE 7, WIS 





JANUARY, 





4 7 Ae 
Plexitle Couplings for 
WASHING MACHINES, OIL BURNERS 
CORSO Mek Sm a, ee eee, © 


Eliminate chatter, re. 

Flexi bie c oup reer 

are inexpensiy 

chines, oll. burmese 
istributed ‘national: 
ly. Write for name 

TYPE “A” 
LOVEJOY FLEXIBLE COUPLING CO. 


5028 W. LAKE ST. CHICAGO 44, ILL. 


WASHING MACHINE PARTS 
ALL MAKES 
PROMPT SHIPMENTS 








DISTRIBUTORS—Goodrich Wringer Rolls 
Gates Belts 
T-K Range Parts 






Electrical Appliance Parts 


811 9th St., N.W. Washington 1, D. C. 








WASHING MACHINE PARTS 


“For any and all makes” 
complete stock in N. W. 
—_ Prompt Service 


Minnesota Appliance Parts Co. 


191 W. 7th St. St. Paul 2, Minn. 








Heavy Duty WRINGER HEADS 
To replace 
APEX — ABC -— BLACKSTONE — 
NATIONAL — NORGE — 1 _ 
GENERAL ELECTRIC 
Free descriptive circular 
APPLIANCE PARTS CO. 
117 South Ave. Youngstown 3, Ohio 











PERMANENT REPAIRS 


Quickly, Easily Made 
ws 5 sizes for all types of domestic 
qibbllances and industrial uses. 
me ted 


Write for Catalog 








insert . broken 


grseinto siceve: MEND-IT SLEEVE ‘Cor 
Gu eso es S606 Taft Ave., Oakland 18, Calif. 











_- S. ‘th Pa Prompt 
Quality Service 
Washing Machine & Vacuum Cleaner 
Parts & Supplies for all Makes 
Save Place one order Increase 
Money One Transportation Cost Profits 
One Dependable Source of Supply 
Write for FREE Catalog 
The C. W. SMITH CO. 
3959 West Ogden Ave. Chicago 23, III. 








WASHING MACHINE PARTS 


aes * Service 


in 
All Makes 
Illustrated Catalogue $2.00 Prepaid 


KLINKER BROS. 
2019 Elm St. Cincinnati 10, Ohio 











SPECIALTIES 





Vacuum Bags, all types ; 
Mangle pads and covers, all types and sizes, 
separate and combination; Ironing board 
pads and covers; Washing machine covers. 
Ohio Textile Spec. Co., 3438 W. 5th St 
Cleveland, Ohio. 





Many Dependable Buys 


are to be found 


in this Section 
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Your guide to bigger sales volume! | 
a | INDEX TO | 


























































































































ELECTRICAL APPLIANCE ||. ge TEM 3 
SALES HANDBOOK | ADVERTISERS | 
— — = k ; = Ss 
HETHER you sell Hundreds sold JANUARY, 1949 
wholesale or retail, this at $3.50 
3 Gamaoschefwdiys | Mow $9.75 | | | Acme National Refrigeration | VW og 
how to move all of today’s é cme National Refri 
— ow LF] Cou tne. oe eeeeeeseeererens 278 eee FOR THE HOME 
quick reference, | it’s " mar | PO NG iik os ch edessnse ses 277 
. so’ 0 sure- | . *,° . 
| BBE eeeeS Saath prams tales ideas that | | Air Conditioning Products Co.... 282 PROFI 
eee more quickly—more often. It shows you how to | Air Express Division, Railway or eee 
ma. analyze prospects . . . how to build your sales | Express Agency 0 = 
| Ol Sei sodsenpesy cece” citeanee” E* || Alstom Mip- Conssccss occ. 263 | | = ae 
no = . = : ors, home | ee Sa day ti cs Sons 
pnal- d d cl 2 . t | | — ‘ ; i 
= pandering andl chaning cawipmuent, Doe’ delay! | 1 Attorfer Bros. Co...---.-+-- 138, 139 || WITH THE : Lien ca ee 
By Lawrence Wray, Editor, Electrical Merchandis- Aluminum Goods Mfg. Co....... 121 NY 
ing. Circle No. 1 in coupon below. Amana Society, Refrigeration 
: ’ _—s ia it ENA Ree rere, = 134, 135 
And if you're thinking of going into : ‘ 
iLL. business for yourself . . . —— Central Div., Avco 165 
sie : EE a cennes sce cnn sera 
. » here’ th s : 
et aaiching “your wn business. Poigt by pain | American Electrical Heater Co... 180 
ration 0 ey m . . 
what aesets and personal qualities you should have | American Machine & Metals, Inc. 264 i} 
RTS —— much rent you should American Weekly .........-..- 261 ae eeeeeeelt 
Eee | “how to layout and operate | Anchor Div., Stratton & ON) 
FREE! SS SS eee and Terstegge Co., Inc........... 248 IT H A Ss TH E 5 U P E R i re) R 
en 
; Apex Rotarex Corp. eee ITIES! 
ae ee yh he a 
” A -UU. Circle No. ° i 
; ow ent rn les aieairne ser aod se EXHAUSTS MORE AIR Wo other Cooling Fan on he market has its 
pptt be GOs 0 ceases g ’ 9 aw 
McGraw-Hill Book Co., Inc. " from the room or, by reversing position, to 
330 W. 42d St., N.Y.C. 18 Armco International Corp., The. 178 > QUIET OPERATION induce healthful draft of fresh air. No other 
. . Cooling Fan has its whi -quiet ti 
§,, -- I Aa yy — Sod pny Armstrong Products ON gp knkie o's 188 * EASY PORTABILITY even ot high speeds. No ether Cosling, = 
SOY yy a es Gan er Ss. wide-shy eoheg elbeanehio ae pene tte 
; return the book(s) postpaid.* - oininel Automatic Products Co......... 274 * BEAUTIFUL DESIGNING, oes Cooling ‘ ‘matches its Hreomiined 
: ty. » W table. May b 
- — 2 Automatic Washer Co.......... 133 IVORY FINISH on. the oor’ ow “ony level surface — 
sana mag Shia hice ouleal:a th etlnis niaicaronsstnletaniasansaalee ae ONE-YEAR GUARANTEE w a. ‘or homes and offices. For greater 
— a ee profit possibilities, SECO is the line to handle. 
——————e lle ee Barton Corp., The......... 114, 115 
eeTeEE So, =. ae ae Ras ALL METAL...IT’S ALL AMERICAN! 
RTS a Sie in itt Belle City Appliance Co........ 286 
MUADODY .ncccccccccccccces . . 
it saaia hath nai)» Bendix Home Appliances, Inc.... 214 8 
aes = eveccecoce bad dennndmeweaeice EM-1-49 Bendix Radio Div. of Bendix 16 @) LITE MANUFACTURING CO. WRITE FOR 
with your arden. Same ttuen Danna cash Aviation Corp. .........-- 32, 33 TIT ee Til) ee eee ee eee tome FULL INFORMATION 
). ee Serer er 209 
Minn. Birtman Electric Co..........-- 227 pon a, 
a Blackstone Corp. 
ADS 81, 82, 96, 97, 111, 112 
Borg-Erickson Corp. .........-- 11 
e- Briggs & Stratton Corp......... 12 
Victory did not end the paper shortage. C fr” 
Need for waste paper is as great as NN steamed ane 218 
oe | ever. Cemco Industries, Inc. ......... 256 M04) lj 
Chicago Electric Mfg. Co....... 162 
AIRS Chicago Tribune .......... 146, 147 ELECTRIC WATER HEATERS 
ide Commas: WG, Gb... «0. 0:06. 00 oes 164 
lomesti Why? Because supplies must still be | Cleveland Plain Dealer......... 257 
meenteal shipped in paper to our occupation | Coleman Co., Inc., The......... 149 
g : ANN 
MFG. forces and liberated countries. For the | Colson Equipment & Supply Co. 288 OUNCES 
en Pacific area these take doubl | | Commercial Credit Corp........ 21 
— ; : — os ae | Conlon Bros. Mfg. Co.......... 4l 
— triple wrapping to withstand long sea | | Coolerator Co., The............ 48 
-_ voyages and tropical climates. | Coroaire Heater Corp., The.... 235 
Country Gentleman ........... 271 
tits. Crosley Div., Avco Mfg. Corp. 158, 159 
Meanwhile, demand for domestic pack- Cotler-emmer, fas. .......... we t 1] n D | S T ? ] b U T 0 ik S 
3, tI. aging paper comes from scores of re- 
es ; : ee ere 239 
converted industries. Jobs and ship- Deedien tire Ce. lnc 217 A O f d R _ 
TS St it seater inte duped on: qumee, pcaietes Be. Times n company adopts New selling policy! 
the essential protection of almost every- Products Corp. ......... 166, 167 ——" Th El Ww, _ bs 
i i : Delco Products Div., General uri years Lhermogray Electric Water Heaters have 
. thing made in our factories. ; ye Corp. 22 Rt. roe Be ba time. Wherever offered they have made 
| enduring friends on performance ... on economy ... on 
ante | Detergents, Inc. cle Stee weatenrita 43 dependability. 
Dominion Electric Corp. ....... 228 “ni ‘ P : full ¢ 
— That’ : Pin te 10 Jur 1949 product is a full (40 to 148 gal.) feature-packed 
s why you should designate one reyes nye - & Co. (lac) line. It incorporates immersion-type elements, magnesium 
— Place as your Salvage Corner. Collect "E . Finiches Div, > ee 31 anode, and all latest developments that you would expect to 
d Fee | all your waste paper there before you ; | peices truly “pedigreed” product. 
covers. bundle and turn it in. If a : : DISTRIBUTORS: We believe this opportunity merits your 
th St, oe youre i Easy Washing Machine Corp. .26, 27 attention and we invite your inquiry ABOUT FRANCHISE. 
— about how to get it packaged up. Economics Laboratory, Inc. ..... 160 
call . es 
your local newspaper or Salvage Electrical Merchandising ....... 247 
s Committee. Elgin Steel Kitchens........... 148 THERMOGRAY COMPANY © JEFFERSON, IOWA 
(Continued on page 290) 
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wz cave waaet wi eoeoet| || DEARCHLIGHT SECTION 
ility. Wide in retailing @ 
willing electrical "household opltance, CLASSIFIED ADVERTISING 
is ce tects Weeden oo OPPORTUNITIES: SELLING ... EMPLOYMENT... MERCHANDISE . . . BUSINESS 
ible. Top references. Excellent izer. . 
Good speaker and can inspire salesmen. De- RATES: ti2te tee cintnat ror re Ges DISCUS Su cae sett Nala Cotst rte cated 
sire money making sales opportunity with re- as a line. POSITIONS WANTED (full or AN ADVERTISING INCH is 4 
sponsible concern or individual in midwest or part time salaried quoeement only) % DISPLAYED INDIVIDUAL SPACES %° vertically on a column—4 columas—48 
southwest. Compensation in proportion to re- the above rates payable with border rules for prominent display —— to s page. COPY FOR = 
sults achieved. Answer fully please. BOX NUMBERS—Care of publication of advertisements. j ty ae errs, oak 4 pete 
New York, Chicago or San Francisco The advertising cate is $9.00 per inch for FEBRUARY ISSUE SUBJECT TO SPACE 
PW-7369, Electrical Merchandising Offices count as 1 line. all advertising appearing on other than s LIMITATIONS. EM 
520 North Michigan Ave., Chicago 11, Il. 
to ATTENTION MANUFACTURERS p METALWORKING MACHINERY 
__ | Srustcet seca Saen'sncng Dene SALES FACTORY EQUIPMENT—TOOLS 
ED home cad traffic applicnces to his present U 150,000 LBS. OF COPPER WIRE 
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ces ° Ti 
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‘ob DANIEL F. SULLIVAN CO. | | through large appliance distri- 
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wets Statler Office Bldg., Boston 16, Mass. butors and dealers. $500,000. 00 
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_ EXECUTIVE || | tors and dealers: planning snd C CLARK ELECTRIC COMPANY 
oo = TRIC MOTORS 
e. 3 Sales, sales organization, purchas- dising and sales organization. MANUFACTURERS OF ELEC 
1~ ing, credits, all management Must have proven record as TO BE SOLD AT PUBLIC AUCTION 
~~ phases of distribution — wide na- organizer and manager. ON THE PREMISES 
"dy tional and western experience Give date of birth, nationality. 1207 N. 7TH STREET 
sider . es “ 
rien ] Wants connection supervising Pa- education, earning record, posi- BEDFORD, INDIANA 
= cific Coast area—applia nce and tions held, names of companies 
ED kindred lines. No objection travel. eunetiated ait, Send socent TUES. JANUARY 11th, 1949 
— RA 7346 Electrical Merchandising photograph. e STARTING be ine Mre M. 
68 Post St., San Francisco 4, Calif. And Cont in’ 
be Investigation will be made only tata 
. SS ee ee 7 DEXTO METAL CUTTING POWER SHEAR 
New MANUFACTURERS SS knows of _ MODEL G3-120C-10 Gage 120’ CAPACITY 
ae vertisemen ; 
D Bal — LeBlond & Gisholt Lathes — 
a REPRESENTATIVES i ny neue ‘Hydraulic emt = Notchers — Surface 
a P 7881 Electrical Merchandising Grinders — Drill Presses — Air Compressors — Coil Winders 
rem We have protected territories open for 620 N. Michigan Ave., Chicago 11, Ill. — Die Filers — Grinders — Generators — 215 Ft. Fostoria 
oe Geect factory representation to men Oo Monorail Conveyor — Milling Machines, Etc. 
— with following in Wholesale Jewelry, 
ting Appliance Jobbers and Department @ PATENTS DIES JIGS AND MOULDS e 
_— Store trade. Brand new Electric Razor HOTWATER rom 
Exhibition From 
blec- and well established Automatic Toast- HOT ELECTRICALLY JANUARY 3RD TO DAY OF SALE 
oo er. Write giving details. WATER at no more cost than 
Kory BOILER Pot Stove operation FOR FURTHER INFORMATION PHONE, WIRE OR WRITE 
sold RW-7479, Electrical Merchandising SALESMEN WANTED 
tors. 330 West 42nd Street, New York 18, N, Y. ps 
ales- for FISKE sidearm 
‘ae Electric Water Heater ”~ 
418, AVAILABLE lb ©, Vast new market. Be: ; «. WANT OR ’ oie 
aoe ; LINE OF CORD SETS gas heaters with, this fully A Oe, Ses bal 18 aA. oe 
a ae t witing devices to live salesman covering = heater, which attaches to e 
ad snnise whlesles. Give lines ‘now carled, ye pee present = tank, Ex rhuctioucen a a 
if ‘oun erritory covered. icaGO é. 1LLINOIS - 
3963, RW-7398, Electrical Merchandising FISKE PRODUCTS, INC. oe agate Ags . 





880 West 42nd Street, New York 18, N. Y. Bedford Hills, N. Y. 
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“MFR'S AGENTS WANTED” 
Territories available for representation on com- 
mission basis by leading electrical manufacturer of 
Hectrical Wiring Devices. 
Fast moving popular items at competitive market 
Must be thoroughly experienced selling to elec- 
trieal wholesale jobbers. Send full details to 
RW 7412 Electrical Merchandising 
330 West 42nd Street, New York 18, N. Y. 


RETAIL STORE MANAGERS 


Experienced in hardware, tires and auto accessories 
farm supplies, plumbing and heating. Splendid 
opportunity in_ rapidly oxpaog’on organization. 
Age 25 to 40. Positions available in Ohio, Michi- 
gan. Arkansas, Tennessee and Mississippi. Must 
urnish A-i business and character references. 
Send complete resume to Jim Brown Stores, Inc., 
6560 Juniata Ave., Cleveland 14, Ohio. Atten: 
Personnel Department. 











DISTRIBUTORS 
anted for 
BEST MAID 


Washing Machine Replace- 
ment 


WRINGER ROLLS 


WRITE 


APPLIANCE PARTS CO. 


1228 Williston Waterloo, lowa 











DISTRIBUTORS 
Wanted for 
Washing Machine Wringer 


WOOD BEARINGS 
Write 


WATERLOO WOOD BEARING CO. 


523 East 7th St. Waterloo, lowa 








SALESMAN WANTED 
MALE 


Nationally known Manufacturer of 
Electric Kitchen Appliances and House- 
hold necessities requires full e Fac- 
tory Representative to promote sales 
through jobber and dealer channels in 
the State of Texas. Must possess cour- 
age, ability and showmanship to con- 
duct actual demonstrations to sales- 
men, clerks, and public in a forceful, 
selling manner. The opportunities for 
sale and income are good because the 
merits and usefulness of these products 
are so outstanding and necessary in 
every home. Experience desirable, but 
not necessary. Must have car. 
If you are interested in becoming asso- 
ciated with one of today’s outstanding 
companies write us giving complete 
pee references, and salary ex- 
pected. —, this is Ry 

tion, +4 responsib. applicant 
with good record and sincere purpose 
will be considered. 

Address reply 

Post Office Box 298 - Racine, Wisconsin 


RADIO & TELEVISION 
WHOLESALE DISTRIBUTORS 


New York market not open. 


RW 7274 Electrical Merchandising 
520 N. Michigan Ave., Chicago 11, IL 
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Nationally prominent manufacturer of 
radio & television receivers has open 
territory on exclusive basis for spe- 
cialty distributors. Requirements: fin- 
ancially able to serve the market and 
sufficiently experienced in specialty 
merchandising to rapidly develop that 
market. Modest investment required 
for showroom samples and small in- 
ventory. Particularly interested in ap- 
plications from Philadelphia, Balti- 
more, New Haven, Albany, Syracuse, 
Rochester, Buffalo, Miami, Jackson- 
ville, Wichita, Maine and several other 
Points and many secondary markets. 
Replies will be acted upon in confi- 
dence and personal interviews prompt- 
ly arranged. If possible give financial 
position and trade references in reply. 
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Review and Forecast 


HE year 1948 marked the turning point in the 
> ena appliance and radio boom. It is true that 

in the home laundry and refrigeration fields new 
records were set, surpassing even the astronomical 
figures of 1947. It is true that in all appliance and radio 
lines, sales volume ran far ahead of any pre-war year. 
It is true that dollar volume zoomed to new, impressive 
totals. But the fact remains that the turning point was 
reached and that the second half of the year saw sales 
curves begin their downward spiral in many important 
categories of goods. 

There is nothing in the picture to warrant any excess 
of gloom, however. It was to be expected that the vast 
backlog of demand, built up during non-productive war 
years, would one day be caught up with. More surpris- 
ing, perhaps, is the fact that it has taken three years of 
full production (limited only by the availability of steel) 
to skim the cream off this waiting market. Actually, 
that is about all that has happened. The problem has 
largely been one of obtaining the goods to sell—not of 
selling them. And so we move now to a new, but not 
unfamiliar, phase of business in 1949: aggressive pro- 
motion and skilled specialty selling of our products. 
The buyer’s market is here and unless we are prepared 
to put forth the maximum effort to obtain our share 
of the consumer’s dollars, the business may very well 
go by default to competing industries. 


pers take a look at, some of the favorable aspects of 

the situation ahead—factors that make up the business 
“climate”. Some of these factors are dealt with at 
greater length in the opening article in this issue, “The 
Economic Outlook.” First, there is the fact that over 
61,000,000 of our people are gainfully employed and 
national income is at an all-time record of $220 billion. 
Of this sum, about $195 billion represents personal dis- 
posable income (income less direct taxes) which is 
roughly two-and-a-half times the pre-war level of $80 
billion. Secondly, our total market, measured by wired 
homes, has seen the addition of over 8 million new cus- 
tomers since 1941 and 2 million of those new customers 
are farmers. The potentials of this farm market alone 
are explored at considerable length by Frank Watts in 
his article in this issue entitled, “How Big is the Farm 
Market?” Third: Savings in the hands of the public, 
while down considerably from the swollen figures regis- 
tered just after the war, still are an impressive total and 
recent indications point to a new rise. Fourth: a host 
of new appliances, introduced since the war, are be- 
ginning to gain public acceptance at a rate exceeding 
the fondest hopes. of the industry. We have only to 
cite such examples as television, which hit some 850,- 
000 units last year and bids fair to crowd the 2 million 
mark this year; home freezers, which saw 650,000 
installations and is expanding from day to day; electric 


bed coverings, which also sold around the 650,000-unit 
mark ; dishwashers and food waste units which doubled 
their 1947 record, and that newcomer to the home 
laundry field, the clothes dryer, which has a bright 
future before it. All of these products represent a new 
class of busiriess, a new volume and profit potential for 
the dealer. 


GAINST these favorable factors, we must dutifully 
record that there are some unpleasant aspects becom- 
ing evident in the present appliance distribution picture. 
Some of them were evident pre-war and might be identi- 
fied as belonging to a return to competitive normalcy. 
Others are of a newer vintage, but are no less serious. 
Among the first group we must list discount selling, 
which rages like a virus disease throughout the entire 
appliance and radio distribution system; and price-cut- 
ting, which, in the case of television, seems to have 
little foundation in either reason or common sense. 
Among the latter group, we might mention black mar- 
kets and tie-in sales, both of which should decrease in 
importance as supply exceeds demand ; the re-imposition 
of more stringent credit controls, which is working a 
hardship on dealers in many sections of the country; 
and, finally, the need for a more cooperative working 
relationship with plumbers in getting piped-in appli- 
ances installed. There are other problems facing us, 
it is true. Utility companies are still faced with capacity 
and distribution shortages, thus depriving the industry 
of their valuable promotional and pioneering efforts. 
Shortages of manpower to make up the body of trained 
sales personnel which will be required in stiffer com- 
petitive selling conditions will be a hampering factor. 
And consumer resistance to increasing prices for our 
goods may crystallize into the equivalent of a buyers’ 
strike. ' 

But there is still another favorable aspect to the 
situation in the years just ahead of us that we have 
purposely left to the last. That is the staggering poten- 
tialities of the replacement market for our goods—a 
market which, in our anxiety to satisfy the immediate 
needs of new customers, has been permitted to lie 
fallow. Public acceptance of our goods is of a high 
order. The woman who has once owned a vacuum 
cleaner does not go back to the broom: nor does the 
washer owner ever go back to the corrugated wash- 
board. Wornout appliances are replaced, just as worn- 
out automobiles are replaced. It is the continuing, re- 
lentless cultivation of those millions of present owners 
of old appliances which is going to provide the bread 
and butter in this business in the year ahead. 
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Would you spend 
60 SECONDS 


to make a Washer sale ? 




































it 
d 
le It just takes 60 seconds to read these tested selling sentences—60 seconds to bone up on a 
it sales talk that will win you more customers for Lovell-equipped washers. A minute learn- 
w ing “Lovell” is a minute well spent because Lovell is the wringer that helps sell the washer! 
or 
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y. 
Ss. 
re 
t- 
ye 
e. 
t- 
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PULL AND IT STOPS! You get safety without stop- PUSH AND IT SWINGS! Just give the Lovell “77” PRESSURE CLEANSING GETS CLOTHES CLEANER! 
a : . 5 ‘ad Mleetss M. § : 
. ping to think with Lovell’s new “77” Wringer with frame a gentle push or pull and the rolls unlock These microphotos tell the story! Lovell Pressure 
An Push-Pull Control! A slight, instinctive pull on automatically, the wringer shifts from one operat- Cleansing gently forces out dirt particles that 
ig the clothes stops the wringer rolls instantly. ing position to the next. No lever to bother about. might otherwise dull the fabric. 
i- 
iS, 
ty 
ry 
S. 
ed 
n- 
oT. 
ur 
rs? 
he 
ve 
n- 
—a $0-0-0-0-0 GENTLE with delicate fabrics! GETS THE WASH DONE QUICKER! Clothes go through DOES 90% OF THE HEAVY LIFTING! No washday 
te Lovell’s adjustable rolls provide exactly the right a Lovell fast! You can have the second load in backaches with a Lovell. Start an end of a sheet 
. pressure for silks, linens, woolens and cotton. And the washer while the first is being rinsed. or garment through the rolls and Lovell’s con- 
lie ee ah 4 8 . & 
of the special-rubber rolls won’t crack buttons or veyor action does the rest. Helps make washday 
en Jam zippers. a breeze. 
im 
he 
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hale hears LOVELL MANUFACTURING CO. a ERIE, PA. 
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penger ‘guugyoedl Wadhted hid’ yay Aitd tue bulibr- the) BEST aw Lov ets EQu/PPED! 





T t : 
Here is a picture that tells a story .. . the ever-continuing 
story of Kelvinator’s retail-mindedness. 
.. added 


to Kelvinator’s great value-plus line for 1949. Two new models 


Two completely new 8.6 cubic foot refrigerators . 


. Spacious in food-storage capacity yet no larger in floor 


size than former “sevens.” 


Not only are they challenging values with compelling con- 


sumer appeal in their price class but, additionally, they are 


GET 


MORE wwe 


Retail-mindedness 


unqualified “naturals” in the Kelvinator step-up strategy for 
higher unit retail sales. 

So, here again, is fulfillment of the pledge in the Kelvinator 
dealer franchise that Kelvinator will always strive to assure 
the retailer of a strong, competitive position in the industry. 

Here, again, is tangible expression of Kelvinator retail- 
minded thinking . . . from which Kelvinator retailers can 


draw gratifying assurance of a secure position within the | 


industry and with the nation’s consumers. 


TUNE YOUR RADIO TO EDWIN C. HILL and “THE HUMAN SIDE 
OF THE NEWS”, Monday through Friday . . . another retail- 
minded contribution to the progress of Kelvinator Dealers. 


iy, elauseert / 






-++ THE MOST VALUABLE FRANCHISE THE APPLIANCE INDUSTRY 


KELVINATOR, DIVISION OF NASH-~KELVINATOR cut 


CORPORATION, DETROIT, M 


